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ABSTRACT 

Price is not a sustainable source of competitive advantage since it can be easily copied by 

competitors (Levy and Weitz 2009:432). However, in modern retailing, promotional pricing 

is a sales and marketing tool with which almost every retailer is armed. Price promotions’ 

ability to instantaneously draw consumer traffic into the store and boost sales is what mainly 

incites retailers to use them. Product manufacturers and retailers are also forced to use price 

promotions by various factors. Notwithstanding, the overall aim of promotional pricing is to 

increase short-term sales volumes.  

However, retailers need to run effective price promotions; otherwise they may experience 

losses in profits and customers, among other negative effects. Hence, it is critical for them to 

be aware of and understand the impact of price promotions on different consumer groups and 

the factors that influence this (Kwon and Schumann 2011: 1). Knowing this, they will be able 

to design promotional strategies that are tailored to suit the specific needs and preferences of 

the targeted consumers.  

In overall, this study aimed to establish the impact of price promotions on the purchasing 

behaviour of students at Durban University of Technology who stay in institution 

accommodation. It pursued to provide an understanding of these consumers’ responsiveness 

towards price promotions in order to help retailers to identify ways in which they can carry 

out price promotions to satisfy the consumers while at the same time achieving their 

promotional objectives.  

To accomplish the objectives of the study, a quantitative research was conducted at the 

university’s campuses and residences. A sample of thirty students participated in the study 

through self-administered questionnaires. This sample was selected using the non-probability 

convenience sampling method. Conclusions about the whole target population’s behaviour 

towards price promotions were then drawn from the findings of the study and the literature 

reviewed. Additionally, recommendations to retailers who target this group of consumers 

were suggested.  

The results of this study have revealed that a majority of students at Durban University of 

Technology that stays in residences is substantially responsive to price promotions. This is 

influenced by factors like price sensitivity and brand loyalty. Therefore, to maximise the 

desired effects of price promotions, retailers targeting this consumer group must run frequent 



v 
 

promotions that however, last for a short period of time. Retailers must also promote products 

that are most desired by the target group and must use different kinds of media, especially 

that which is technology-based, to inform these consumers about in-store price promotions. 
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CHAPTER ONE - INTRODUCTION 

1.1.  INTRODUCTION 

Nowadays, price promotions are a major and ready-at-hand tool for many retailers and brand 

managers. They are favoured because of their ability to attract customers to stores and to 

build product demand within a short period of time. Price promotions instantaneously impact 

the behaviour of consumers, making them to react immediately by visiting the store and 

making purchases. At the same time, prolonged exposure to price promotions can also affect 

the future expectations and purchasing behaviour of consumers.  

The aim of this chapter is to explore the foundation of the research, specifically by providing 

a brief background on price promotions and their immediate and long-term effects on the 

target population, which is students at Durban University of Technology who stay in 

institution residences. It will state out the problem statement, aim, objectives and the rationale 

behind the study. The concept of price promotions will also be briefly discussed in an 

overview of the study. The chapter will also provide a brief insight into the research 

methodology that will be used for the research and finally, the limitations that may be faced 

across the study will be laid out.  

1.2. BACKGROUND OF THE STUDY 

Promotional pricing is a sales and marketing strategy which involves a retailer temporarily 

setting prices below the usual with the intention of boosting consumer traffic and sales 

volumes (Poloian 2013: 458). The immediate effects of promotional pricing on consumers 

include increases in purchases of the promoted goods, switching of brands in favour of the 

goods on promotion and increases in consumption rates. The effects of promotional pricing 

may be different if consumers have been exposed to price promotions over a considerably 

long period of time.  

The way in which consumers react to price promotions affects the effectiveness of the 

retailer’s promotional strategies. Consumer behaviour towards price promotions may directly 

or indirectly impact the retailer’s sales, profits and overall performance, either positively or 

negatively (Zhang, Seetharaman and Narasimhan 2012: 88). For example, if consumers 

perceive that the retailer will run another price promotion soon, they may not increase their 

purchases during the current promotion since they expect the same products to be on 
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promotion again soon. This understates the retailer’s objective of increasing sales volumes 

for that period.  

While retailers are aware that consumers may change their shopping behavior and brand 

preferences to take advantage of price promotions, it crucial for them to also understand the 

effects that these promotions have on different consumer types (Dunne, Lusch and Carver 

2011: 414). Different consumer groups have different tastes and preferences and they react 

differently towards price promotions. In addition, factors such as income and brand loyalty 

also play a major role in determining how consumers behave towards retail price promotions. 

Thus, retailers need to understand each single consumer group in order to design promotional 

strategies that suit the whole target market (Zhang et.al. 2012: 88-89).  

Therefore, this research seeks to investigate how the shopping behavior of students at Durban 

University of Technology that stay in university accommodation is affected by price 

promotions offered by retailers. 

1.3.  PROBLEM STATEMENT 

Generally, university students residing in institution accommodation are implied low-income 

consumers due to their dependence on grants, allowances and pocket money. They can thus 

be treated by retailers as a consumer group with unique characteristics, needs and 

preferences. As any other consumer group, retailers serving this market seek to satisfy the 

consumers’ needs and preferences profitably.  

Among other retail and promotional strategies, retailers use price promotions to attract this 

consumer group to the store and to persuade them to make purchases. The effectiveness of 

the price promotions is dependent upon the consumers’ response towards them, which in turn 

is dependent upon several factors such as income, brand loyalty and individual preferences, 

among others.   

According to Kwon and Schumann (2011: 1), retailers need to be aware of and understand 

the impact of price promotions on different consumer groups and the factors that influence 

this. With this in mind, they will be able to design and implement promotional strategies that 

are tailored to suit the specific needs and preferences of the targeted consumer group. This in 

turn will result in an effective price promotion which draws the consumers to the store and 

encourages sales as desired by the retailer.  
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Therefore, retailers need to understand the target consumer group’s attitude towards price 

promotions and the factors that influence these attitudes in order to execute effective 

promotions. This research examines the impact of price promotions on the purchasing 

behaviour of Durban University of Technology students who stay in residences. It strives to 

give the retailers who serve this consumer group an insight on how they can design price 

promotions that can meet the needs and preferences of the consumers while being profitable 

to the retailer.  

1.4.  RESEARCH OBJECTIVES 

In overall, this research aims to establish the effects of price promotions on the purchasing 

behaviour of students at Durban University of Technology who stay in institution residences. 

Objectives 

The objectives of the research are derived from the overall aim. This research will: 

 determine the immediate or short-term effects of price-based promotions on the target 

population, 

 examine how responsive the target population is to price promotions, 

 establish the target population’s extent of brand loyalty where they are exposed to 

alternative brands on price promotion, 

 determine how price promotions affect the buying behaviour of the target group in the 

near future, and, 

 recommend strategies that management of retail stores can use in order to achieve 

effective promotional pricing when targeting this population. 

  

1.5.  RATIONALE  

This research is intended to give retailers who target Durban University of Technology 

students an insight into the purchasing behaviours of this consumer group and their attitude 

towards price promotions. It pursues to provide an understanding of these consumers’ 

responsiveness towards price promotions and in doing so, helps retailers to identify ways in 

which they can carry out price promotions to satisfy the consumers while at the same time 

achieving their promotional objectives.  
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By understanding the ways in which the purchasing behaviour of the target population are 

affected by promotional pricing, retailers will have better ground on which to design and 

carry out effective promotional strategies that help realise the store’s promotional and sales 

goals. 

1.6.  RESEARCH METHODOLOGY 

Both primary and secondary data were used in this research study. Secondary data was 

derived from textbooks, journals, the print media and the internet while primary data was 

gathered through self-administered questionnaires distributed to a sample population. The 

target population for this study was made up of Durban University of Technology students 

who stay in institution residences. From this population, a sample was chosen to participate in 

the study using the convenience sampling method. This method was chosen because besides 

being time-and-place-convenient as well as economical, it was also adequate in representing 

the scope of the research study (Zikmund and Babin 2010: 312).  

The questionnaires were designed in a quantitative nature and the data gathered was analysed 

quantitatively, thus the study was quantitative in nature. A quantitative study was used 

because of its ability to be highly structured, which makes it easier to measure and analyse 

the responses (Wiid and Diggines 2013: 87).  

1.7. LIMITATIONS 

Due to cost and time constraints, this study was limited to only students studying at Durban 

University of Technology. The results of the study can therefore, not be accurately 

generalised to students studying at other universities in Kwa Zulu-Natal or South Africa. 

Administration of questionnaires was also concentrated to campuses rather than residences. 

While measures were taken to ensure that all participants stayed in university residence, there 

were no measures taken to guarantee that at least one student from each residence 

participated. Thus, the results may also not represent true opinions from students from all 

Durban University of Technology residences.  

1.8.  OUTLINE OF CHAPTERS 

The report on the research study undertaken consists of five chapters which cover the 

following areas: 
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1.8.1. Chapter 1: Introduction 

This chapter introduced the research study by providing a background and the problem 

statement of the research, the research objectives, the rationale behind the study as well as the 

limitations thereof. 

1.8.2. Chapter 2: Literature Review 

This chapter serves to give an overview of the concept and theory of promotional pricing. 

Promotional pricing will be defined and explained and various concepts relating to the 

subject will be examined and discussed. These include instruments commonly used in price 

promotions, the objectives and drivers of price promotions and the effects of price 

promotions on consumers and retailers. This also includes the negative impacts that they can 

have on retailers. The chapter will also examine the characteristics of the target population 

and how these characteristics can affect their attitudes and response towards promotional 

pricing.  

1.8.3. Chapter 3: Research Methodology 

The research methodology will elaborate the methods used to select a sample of the 

population for the survey, the data collection method used, how the data was gathered from 

the sample and how the results were analysed. This chapter also includes a review of the 

validity and reliability of the research study, indicating limitations and how the possibility of 

errors was minimised. 

1.8.4. Chapter 4: Analysis and Results 

This chapter will present the statistical analysis of the data obtained from the questionnaires 

administered to the sample. The data gathered is processed and presented into meaningful 

results that can be easily interpreted and understood by a reader.   

1.8.5. Chapter 5: Summary, Conclusions and Recommendations 

The final chapter of this research comprises of conclusions that are drawn from the findings 

derived from the previous chapter and from the literature review. The chapter also contains 

recommendations and suggestions for retailers as well as for further research.   

1.9. CONCLUSION 

This chapter provided a brief background on promotional pricing and on the purpose of this 

research study. It discussed the problem statement of the study, the objectives of the research 
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and the rationale of the study. The chapter also provided a brief insight into the research 

methodology that was used to collect and analyse the data from the target population.  In 

addition, the limitations of the research study were also stated out.  

In the next chapter, literature relating to price promotions and their possible impact on 

consumer types similar to the target population will be reviewed. The literature review will 

give an overall understanding of the whole concept and what can be expected from the results 

of the study.  
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CHAPTER TWO - LITERATURE REVIEW 

 

2.1.   INTRODUCTION 

The literature review aims to facilitate the research study by introducing and refining ideas 

that are relevant to the scope of the study.  This way, it gives the researcher and the readers a 

background to the research and a framework upon which the assumptions, facts and findings 

pertaining to the research will be based. While some literature reviewed may also relate to 

studies carried out in other countries, it can be used in this study because it relates to the core 

concepts undertaken therein. 

This chapter provides an understanding of price promotions and their impact on consumers. It 

commences with defining and explaining promotional pricing, then various concepts related 

to the study will be explored and discussed. These include the tools used to carry out price 

promotions, the objectives and drivers of price promotions and the effects of price 

promotions on retailers and consumers. The chapter will also investigate the characteristics of 

the target group which potentially impact their attitude and behaviour towards price 

promotions.  

2.2.   DEFINITION: PROMOTIONAL PRICING 

Promotional pricing is a marketing and sales strategy that involves retailers temporarily 

reducing product prices to catch the attention and interest of customers and to attract them to 

the store (Poloian 2013: 458). The essence of promotional pricing is that consumers pay less 

than the usual price when they buy. When prices are reduced, consumers save money and this 

makes the promoted products attractive. Reduced prices also increase a consumer’ perceived 

value of a product. Value is the relationship between the perceived benefits to be derived 

from using the products and the price of the products, and it can be expressed as:  

       
                  

     
 

(Levy and Weitz 2010:413) 

When the price of a product is reduced, the perceived value increases, making the product 

more attractive. Therefore, price promotions offer savings and increased value to consumers, 

they make products more attractive and in turn, entice consumers to make purchases.  
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Retailers are constantly looking for innovative ways to improve their performance. 

Nowadays, most retailers rely on promotional pricing as an incentive to increase store traffic, 

boost demand and increase sales volumes while making a profit (Dunne, Lusch and Carver 

2014: 444). Price promotions can be carried out in different forms. The next section explores 

the forms of price promotions that are commonly used by retailers. 

2.3.   INSTRUMENTS USED IN PROMOTIONAL PRICING 

There are various instruments that retailers can use when carrying out price promotions. The 

most common is reduced prices on the shelf, where the product price is discounted on-shelf 

and the consumer receives an immediate discount when they make a purchase (Pelsmacker 

2010: 413). Other price incentives that are used by retailers to attract consumers and increase 

sales are explained below.  

2.3.1. Price discounts 

Price discounts are reductions in the regular price of a product or service. Prices of goods 

may be reduced by a certain rand amount or by a flat-out percentage rate. Examples of price 

discounts are ‘R10 off’ or ‘25% off’. Price reductions are an effective way to attract 

customers into the store and to drive immediate sales because of the immediate savings that 

consumers receive when they make purchases. (Watkins 2014). 

2.3.2. Leader and loss leader pricing 

Leader pricing is a pricing strategy where a retailer temporarily reduces the prices of well-

known, high-demand and frequently-purchased products in order to build store traffic (Levy 

and Weitz 2010: 435). Sometimes the prices are reduced to below cost and this is called loss-

leader pricing. This pricing strategy aims to bring customers into the store with the 

anticipation that they will also purchase complementary and other products priced at regular 

or higher-than-regular prices. This is to compensate for the deals offered on loss leaders.  

2.3.3. Bundle pricing 

Bundle pricing is when two or more items are sold together at a special or discounted price. 

Although this strategy reduces profit per unit (Poloian 2013: 458), it increases both unit sales 

and revenue for the retailer. A range of cosmetics, for example, can be sold at a price lower 

than the total of individual prices or a bulk pack of beef may be sold at a lower price per 
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kilogram than smaller packs. Bundled products are attractive because the consumer pays less 

than they would have paid if they had bought each product separately. 

According to Dunne, Lusch and Carver (2014: 415), bundled products encourage consumers 

to buy impulsively and to purchase more products than they desire or had planned for. A 

woman who visits a store to buy one shirt may end up buying two on a bundled price of ‘buy 

one for R30, get 2 for R50’. The savings of R10 entice the customer to make a purchase. 

2.3.4. Coupons 

A coupon is a document or voucher that entitles the holder to a discount when purchasing 

specific goods or services (Waters 2014). They are issued to consumers by manufacturers or 

retailers through print and electronic media, direct mailings, product packaging and other 

channels. Coupons are used to persuade consumers to purchase certain products from certain 

retailers because of the savings or the special offer that the customer receives through the use 

of the coupon (Poloian 2013: 459). 

2.3.5. Membership pricing 

Membership pricing is a pricing strategy used by retailers to create loyalty and reward loyal 

customers (Small business promotional pricing 2014). Membership pricing is offered only to 

members of a loyalty or other programme. The member customers may receive price 

reductions, free products or rewards when purchasing specific items. Clicks, for example, 

offers its Club-Card members discounts such as ‘buy-three-and-get-the-lowest-priced-free’, 

or ‘20% OFF’. These promotions usually do not apply to customers who are not members of 

the programme.  

In conclusion, the promotional pricing strategies explained above all serve to reduce the 

prices consumers pay for products, create savings and increase the perceived product value, 

making the product attractive to consumers. The strategy used by a retailer depends on the 

sales or marketing objectives which the retailer wishes to achieve. Next, some of the 

objectives that retailers seek to achieve through the use of promotional pricing are discussed.  

2.4.   OBJECTIVES OF PRICE PROMOTIONS 

Managers in retail stores seek long-term profitable growth for their outlets. According to 

Nijs, Dekimpe, Steenkamp and Hanssens (2009: 2), this can be achieved through growth in 
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demand of the retailer’s products, increase in the retailer’s market share and increase in its 

profit margins. While it is arguable that price promotions help retailers to achieve this, it is 

agreeable that price promotions can instantaneously stimulate product demand and increase 

sales volumes. These and other objectives of price promotions are discussed below. 

2.4.1 Increased patronage and sales 

The most common objective of promotional pricing is to increase store traffic and sales, 

according to Dunne et.al. (2014: 444). Retailers reduce product prices in order to stimulate 

the interest of consumers and to motivate them to visit the store. Once the consumers are in 

the store, the reduced prices will represent savings and increased product value. This will 

stimulate the consumers’ demand for the products and may result in instant purchases. Price 

promotions can encourage consumers to increase the quantity they purchase since the savings 

gained can imply that they will have extra income to buy more products.  

The use of products by consumers can also be accelerated by price promotions, resulting in 

repeated purchases. According to Sales Promotion (2014), consumers can consume products 

and services faster if they have purchased them at a low price, if they have purchased in large 

quantities or because they hope to make another purchase before the promotion is over. This 

increases the consumers’ rate of purchase, which leads to increased sales for the retailer.  

However, while promotional pricing increases sales volumes of the promoted items, this is 

not necessarily beneficial to the retailer. A retailer’s price promotion may only lead to 

existing customers switching brands in favour of the promoted one, without any new 

consumers attracted.  The retailer does not benefit from brand-switching within the store 

because the same customers are abandoning their regular-priced brand to buy the lower 

priced brand on promotion (Leeflang and Parreno-Selva 2012: 572). In order to increase sales 

and store traffic, retailers need to ensure that their price promotion is attractive enough to 

induce increased quantities purchased and to attract new consumers.  

2.4.2 Trial of new products 

Manufacturers and retailers also use price promotions to induce trial of new products through 

a practice commonly known as penetration pricing. Consumers do not want to spend a lot of 

money on goods for which there is no guarantee of enjoyment or satisfaction, so they are 

most likely to try new products when they are offered at a low price (Lee and Tsai 2013: 
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943). Promotional pricing can be used to entice new consumers who have never tried a 

particular product to use the product or to encourage existing consumers to switch brands in 

favour of a new brand.   

However, price promotions alone may not be effective to induce the trial of new products. 

They are more effective when they are used in conjunction with factors such as brand 

strength and other promotional tools such as advertising and sales promotion. Consumers are 

more likely to try a new product under a brand which they know well rather than a 

completely new product or brand even if it is charged a low price. Pelsmacker et.al. (2010: 

410) postulates that this is because a price promotion cannot inform the consumers about the 

product attributes, thus it has less power to persuade them to try it.  

2.4.3 To reward loyal customers 

Price promotions are nowadays widely used to gain the loyalty of customers and to reward 

customers for their loyalty. Pelsmacker et.al. (2010: 410)’s premise is that it is wiser, more 

important and less costly for a retailer to retain existing customers than to lure competitors’ 

customers. Retailers therefore constantly run price promotions in order to induce repeated 

purchases and to reward loyal customers through membership pricing. This is aimed at 

preventing them from visiting competitors’ stores.  

2.4.4 To gain market share 

An increase in market share can also be realised through price promotions. Whereas a single 

price promotion can only draw consumers to the retailer for that period, repeated price 

promotions can help to retain customers by assuring them that they will consistently get low 

prices (Pelsmacker et.al. 2010: 410). This also makes them less inclined to respond to the 

promotional efforts of competitors. 

Nonetheless, Nijs et.al. (2009:2) argue that although price promotions help to attract 

customers and to drive sales temporarily, they do not build customer loyalty and they are not 

an effective method of increasing market share.  According to Cant, Brink and Machado 

(2011: 7), price-based strategies are not sustainable since they can be easily imitated by 

competitors. If competitors realise that their customers are switching stores to patron a 

retailer that continuously reduces its prices, they will also follow suit by simply matching the 
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prices or worse, beating them. Therefore, a retailer cannot reduce its prices long enough to 

gain market share from other retailers without being contested.  

2.4.5 To reinforce other communication tools 

Another aim of promotional pricing is to reinforce other communication tools. Pelsmacker 

(2010: 411) suggests that advertising and other promotional campaigns may have greater 

impact if a promotion is included. For example, there may be greater response to a direct 

mailing campaign if the mail is linked to a promotional offer that gives the customer a price 

discount.  

In overall, the objectives of promotional pricing revolve around achieving retail targets such 

as revenue, sales volumes and profits. Retailers must also be aware of and understand the 

limitations of using promotional pricing as a strategy to achieve the objectives mentioned 

above. As a matter of point, Nijs et.al. (2009: 3) suggest that promotional pricing functions 

best as a complement to other strategies as alone it is not sustainable over a long term.  

Price promotions are widely used by retailers nowadays mainly because of their immediate, 

large volume results. Next, the various reasons why retailers use price promotions as a prime 

promotional weapon are discussed. 

2.5.   DRIVERS OF PROMOTIONAL PRICING 

Promotional pricing is increasingly becoming a major weapon in brand and retail managers’ 

arsenals (Cao 2011: 282). According to Pelsmacker et.al. (2010:408), manufacturers and 

retailers of fast-moving consumer and non-durable goods spend more money on promotions 

than on other communication mix tools such as advertising. Grocery stores for example, have 

weekly markdowns and sales. Some of the factors that have driven such a widespread use of 

promotional pricing are explored henceforth.  

The increasing number of products in the market has immensely contributed to the increased 

use of promotional pricing. Many brands fight for shelf-space in retail stores and brand 

managers have turned to the use of price and sales promotions to persuade retailers to carry 

their brands (Pelsmacker et.al. 2010: 408). At the same time, retail managers driving the sales 

of private brands also use price promotions to counter the threat of lower-priced brands and 

to increase sales volumes.  
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Furthermore, it has become more difficult for consumers to distinguish between brands on the 

basis of their intrinsic qualities because there are so many products in the market. In fast-

moving consumer goods, functional differences are of lesser importance to consumers, 

making it difficult for manufacturers to differentiate their brands by advertising. Therefore, 

price promotions have become a useful tool in attracting the attention of consumers to a 

particular brand or product and in persuading them to purchase (Pelsmacker 2010: 408). 

Consumers are also becoming less brand loyal and more price conscious towards basic and 

fast-moving consumer goods. Along with their increasing tendency to make impulse buying 

decisions, low brand loyalty and high price consciousness makes consumers easily 

persuadable to buy products by offering them more savings and value. Therefore, consumers 

have become more responsive to tangible savings and value offerings such as price 

promotions. (Watkins 2014).  

Similarly, Hardie (2011: 42) postulates that consumers have been conditioned to be more 

price oriented by the recent economic recession of 2008-2009. According to Dunne, Lusch 

and Carver (2014: 406), many consumers nowadays use price as the primary basis for their 

purchases. This includes consumers looking for luxury goods at discounted prices. Thus, 

managers feel that in order to stimulate demand and to induce purchases, they need to make 

more use of promotional pricing. 

In the corporate world, firms are also increasingly becoming short-term oriented. As a result, 

store managers receive substantial pressure from top management to meet sales, profit and 

other targets. Pelsmacker et.al. (2010: 408) postulate that the main aim of advertising is to 

obtain intermediate results such as awareness and favourable attitudes, eventually leading to 

increased sales. Thus, the effects of traditional advertising campaigns only become visible in 

the long run. Managers who seek immediate results from their communication efforts are 

therefore compelled to use promotional pricing since it produces large, measurable sales 

increases in a short time. 

Due to reasons such as costs and deliberate avoidance by consumers, the efficiency of 

advertising has deteriorated considerably during the past years (Hardie 2011: 42). There is 

also the risk of individual advertisements getting lost in the increasing communications 

clutter; rendering them unnoticeable by most consumers. Hence, marketers and managers 
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have found price promotions as an alternative way of grabbing the attention of customers to 

their products, stores or brands (Pelsmacker et.al. 2010: 408).   

Therefore, the widespread use of promotional pricing has been accelerated by the increase of 

goods on the market, increased price sensitivity of consumers and by the need for retailers to 

stay competitive by meeting performance targets. Retailers who use promotional pricing have 

had many success stories, but promotional pricing must still be used with great care as it may 

result in undesirable implications on the retailer. The impacts of price promotions on retailers 

and consumers are discussed next.  

2.6.   IMPACTS OF PROMOTIONAL PRICING 

Price promotions excite consumers, enable then to save money, and help guide their buying 

decisions. As discussed earlier, retailers use price promotions to attract and excite shoppers, 

and to entice them to make purchases in an effort to boost sales within a short period of time. 

The effects of price promotions can be immediate, intermediate or can be seen over a long 

period of time.  

2.6.1. Immediate effects 

Price promotions influence category incidence, choices of brands, quantities purchased and 

consumption rates of consumers (Pauwels, Hanssens and Siddarth 2011: 423). The immediate 

effects of price promotions are directly reflected by short-term increases in sales and a visible 

increase in store traffic. The increase in sales is due to the increase in the perceived value of 

products and money savings that come about when product prices are reduced. Consumers 

are also compelled to urgently make purchases of the products since the promotions last for 

limited periods of time. Therefore, to take advantage of promotions, consumers urgently visit 

the store and make immediate purchases. This results in an increase in shopper traffic and 

sales.  

Consumers may also buy more products during a price promotion since the savings gained 

increases their disposable income. Consumers’ consumption rates may increase because as 

postulated by Nijs et.al. (2009: 3), consumption rates increase when consumers purchase 

more or because consumers wish to make a repeat purchase before the promotion is over. 

Another immediate effect of price promotions is brand switching, which is usually temporary. 
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This is because when brand loyalty is low and when products are substitutable, consumers 

will often opt for the lower-priced one (Nijs et.al. 2009: 3).  

2.6.2. Intermediate effects 

Intermediate effects of price promotions occur after immediately after the promotion. The 

period between the end of a promotion and a new sales level of products at a regular price is 

referred to as the adjustment effect. Pauwels et.al. (2011: 423)’s premise is that the 

purchasing behaviour of consumers during the adjustment period may be positive or negative.  

When consumer make purchases in large quantities during a promotion, the retailer is likely 

to experience a post-promotion dip in sales as consumers reduce their purchases in the days 

or weeks following the promotion. This is because the consumers are most likely to have had 

stocked up their own inventories of the goods (Nijs et.al. 2009: 3). However, Pauwels et.al. 

(2011: 424) argue that only a few categories experience a post-promotional dip since 

consumers do not always necessarily keep inventories of products. Where this occurs, the 

post-promotion trough is usually small in comparison to the sales increase that occurred 

during the promotion. Thus, the decrease in sales is overridden by the high sales achieved 

during the promotion period.  

Price promotions may also result in a future increase in the use of a product by consumers. As 

afore-mentioned, some price promotions are aimed at inducing the trial of new products. 

Consumers may thus like the product and repurchase it in the future. A price promotion might 

also have been aimed to remind existing consumers to buy the brand, helping to reinforce 

their tastes for the brand (Pauwels et.al. 2011: 424).  

Lee and Tsai (2011: 955) postulate that buying products on promotion can reduce customer 

satisfaction. Price promotions can affect the perceptions and enjoyment a consumer derives 

from a product. This is because consumers will likely attribute their purchase to an external 

cause of taking advantage of a bargain rather than an internal cause of needing the product or 

brand preference.  

2.6.3. Long-term effects 

The long-term effects of price promotions are seen in the long run or if consumers have been 

exposed to price promotions for a long period of time.  
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Prolonged exposure to price promotions can blur the distinction between the promotion price 

and the regular price of a product. If price promotions are used too frequently or if they tend 

to last for extended periods of time, consumers may get used to the promotion price level in 

such a way that they tend to perceive or accept it as the regular price (Lee and Tsai 2013: 

944). By making references to past promotion prices, consumers’ price expectations will be 

lowered and they will become more price sensitive. Their perceived value of products will 

decrease when prices are returned to their regular level, thus they may resist the regular 

prices, making it difficult for the retailer to charge high prices (Dontigney 2014). Sales may 

decrease during non-promotion periods, and retailers may be forced to repeat the promotion 

or to decrease the regular price in order to drive sales. This may damage products’ brand 

image and the retailer’s profitability.  

The long-term effects of promotional pricing aimed at inducing the trial of new products may 

be seen through repeat purchases, brand preference or even brand loyalty. As consumers were 

stimulated to try the new products by the low penetration prices, they may end up having a 

preference for the brand, which may result in the mentioned effects (Pauwels 2010: 425). 

Consumers may also form perceptions of future expected prices as a result of repeated 

exposure to promotional pricing. A future expected price is a price which a consumer hopes 

to be charged in the future, resulting from the experience of past prices.  Zhang et.al. (2012: 

88, 97)’s premise on the effect of promotional pricing on future expected prices is that: 

 A consumer may assume or expect that the price promotion will be repeated in the near-

future. Consumers who have been exposed to promotional pricing for a long time may be 

able to predict the occurrence of the next promotion period. Therefore, since they expect 

to get the promotion again soon, they may not make instant purchases or they may 

purchase in regular quantities. This does not contribute to an increase in sales volumes to 

a level desired by the retailer.  

 On the other hand, a consumer may assume that the promotion will end soon, not likely to 

be repeated any time soon. This makes the current deal to appear more attractive, and the 

consumer is more likely to make urgent purchases and in large quantities (Zhang et.al. 

2012: 88). 
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These consumer perceptions affect the effectiveness of the price reduction on the retailer. 

Therefore, retailers must design their promotions in a way which avoids consumers having to 

stall purchasing, for example not promoting the same products in subsequent periods. 

Therefore, promotional pricing has immediate effects which include instant increase in sales 

volumes and traffic, intermediate effects which include a post-promotion trough in sales and 

increase in product usage, and long term effects which include blurred distinctions between 

regular and promotion prices and future expected prices perceived by consumers. Price 

promotions do not always have desired results, and their effects may either be beneficial or 

non-beneficial. Retailers must be aware of the downsides of price promotions in order to 

prevent having undesirable results. The possible downsides are discussed next. 

2.7.   DRAWBACKS OF PROMOTIONAL PRICING ON RETAILERS 

Although price promotions are an effective way to reach target sales volumes in the short 

term by increasing in-store traffic and boosting product sales, they are not without 

drawbacks. When used too frequently, they tend to have unintended negative effects on the 

retailer and brand images.  

Price promotions have the potential to damage the image of a product and a retail store. 

Consumers usually associate low prices with inferior quality, so they may doubt the quality 

of the products if too many price reductions are offered. Likewise, a retailer may be 

positioned by consumers as a low price discount store if they hold too many price 

promotions. If manufacturers or retailers want a strong, high quality or premium brand image, 

frequent price reductions may be incompatible with the brand-building objective (Pelsmacker 

et.al. 2010: 3). Management must therefore take into consideration how price promotions 

affect consumers’ perceptions of the store or brand image in order to align the promotions to 

the desired level. 

However, the association of low prices with inferior quality is common on new or unfamiliar 

brands (Watkins 2014). Brands that are already established and positioned as high quality can 

use price reductions without damaging their brand name. Rather, loyal customers will see the 

price-cuts as loyalty rewards (Lee and Tsai 2013: 943). Customers however, are reluctant to 

try new or unfamiliar products if they are not sure about their quality and advantages. Price 

promoting new products may not bring the desired results of high sales, rather it increases the 

chance that customers will perceive the product or the store as lower in quality.  
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Another shortfall of price promotions is that they may be detrimental to a manufacturer or 

retailer’s overall pricing strategy by devaluating or decreasing the value of products as 

perceived by customers. Lee and Tsai (2013: 944)’s premise is that if price promotions are 

over-used or if they last for extended periods of time, they may lower customers’ price 

expectations and make them to become more price sensitive. Consumers will be discouraged 

from buying at regular prices, such that after the promotion has ended and regular prices are 

returned, it will be difficult for the retailer to charge higher prices. Customers will refuse to 

pay the regular prices because they will be used to the low ones (Dontigney 2014). 

The increase in sales volumes during the promotion period may be obtained at the expense of 

future purchases. Nijs et.al. (2009: 3) state that price promotions may result in a post-

promotion decrease in sales. As retailers have come to hold price promotions frequently and 

in regular patterns, consumers have also learned to predict when the next promotion will be. 

Therefore, they to wait until the next promotion to make purchases and when they do, they 

buy in large quantities that will last them until the next promotion is held.  

While this boosts sales volumes during the promotion period, sales will decline during the 

following non-sale period (Mack 2014). If consumers only make purchases during the period 

of the promotion, retailers and manufacturers might have to eventually lower the general 

price of the products in order to get sales during non-sale periods. This diminishes the overall 

image of the product and reduces profitability (Disadvantages in Sales Promotions 2012). 

Although price promotions are effective in generating immediate short-term sales and 

producing results of increased sales volumes, it is doubtable whether they lead to profits. 

According to Leeflang and Parrefio-Selva (2012: 583), most of the price promotions held by 

retail stores, especially on fast-moving consumer goods result in consumers switching 

products or brands within a category without increasing the revenues of the categories. 

Increase in sales volumes of the promoted brands may therefore lead to a decrease in the sales 

of substitute products. Thus, promotional pricing does not necessarily result in increased 

profits for a retailer.  

Bargain hunters and cherry pickers also reduce the effectiveness of price promotions and they 

defy some of the retailer’s promotional pricing objectives such as gaining loyalty or having 

consumers to buy regular-priced products along with the promoted ones (Mack 2014). 

Bargain hunters or cherry pickers are consumers that are highly aware of store promotions; 
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they are constantly searching for bargains such that they move from store to store, only 

buying products on promotion. The price promotions are effective in bringing consumers to 

the store but the retailer does not benefit if the consumers only buy the products with reduced 

prices. Mack (2014)’s premise is that in addition to price promotions, retailers must also use 

other tools such as customer service, loyalty and reward programmes and quality products to 

retain customers after prices are returned to normal.  

Therefore, price promotions have their shortfalls especially when care is not taken in their 

use. Management must assess how promotional pricing affects the store’s image, perceived 

quality of the products, future expected prices and future sales.  A cost-benefit analysis can 

be carried out to weigh the costs of running the price promotion and the benefits that the 

retailer will gain from it.  

It is critical for a retailer to understand the consumption and purchasing behaviour of the 

market targeted because consumers’ reactions towards the promotion will affect its 

effectiveness. Retailers must therefore assess the targeted market in order to determine how 

they can best implement price promotions. The characteristics of the target population of this 

research study are discussed below. Although the specific target population for this research 

is Durban University of Technology students who stay in residences, the characteristics laid 

out below have been generalised to fit the average South African University students. 

2.8.   CHARACTERISTICS OF THE TARGET GROUP 

Research has revealed that university students in South Africa spend a significant amount of 

money each year on consumer goods and they are an active group of consumers which 

retailers cannot afford to ignore (Bothma and Cant 2010: 9-10). As found, university students 

in South Africa possess the following characteristics: 

 Most students stay away from their families or family homes and they live in rented 

places or in campus residences. Spending behaviour varies across ethnicity. Black 

students spend most of their money on basic goods like food. 

 The sources of income for university and college students are parents, full-time or 

part-time jobs and bursary allowances. 

 Students who stay in rented places and in school residences have more disposable 

income than those living at home. 
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 On average, students in residences spend most of their money on food and groceries, 

followed by clothing. Students who rent spend most on rentals. 

 A majority of students would frequently patronise a retailer that offers frequent 

discounts and sales promotions. The students are motivated by lower prices, rewards 

for loyalty, freebies and low interest rates for their store cards (Bothma and Cant 

2010: 1-47). 

Durban University of Technology - Durban Campus has approximately 3 900 students 

staying in residences (Student Residences 2014). The majority of these students are Africans 

with middle and low income backgrounds. According to Macgregor (2007), most university 

students are unemployed and the average monthly family income for an average South 

African student is low. To cover living (food, toiletries, and stationery) and other expenses, 

these students mostly rely on allowances, grants, pocket money and small incomes earned 

from jobs. 

Since they are unemployed and rely on secondary income sources, university students can be 

generally categorised as low-income consumers. They would rather settle for low prices to 

stretch their incomes and they cannot afford expensive goods (Dunne et.al. 2014: 92). These 

characteristics determine the price sensitivity of this consumer group, which affects how they 

respond to increases and reductions in product prices. 

2.9.   PRICE SENSITIVITY 

Price sensitivity is derived from the economic concept of price elasticity of demand which 

measures a consumer’s responsiveness to a change in price (Sexton 2011: 152). It is the 

degree to which the purchase and consumption behaviour of consumers is affected by 

changes in price. The purchase decisions of a price-sensitive consumer are greatly determined 

by the cost of the product (Levy and Weitz 2010: 414). If product prices are increased, a price 

sensitive consumer demands less and if prices are reduced, the demand will increase.  

Price sensitive consumers tend to make rational choices when making purchases. Since their 

purchases are based on income and affordability, price is an important factor considered 

when they make purchases (Jones, Chern and Mustiful 2004: 88). An increase in the price of 

a certain product may cause a price-sensitive consumer to switch from that product to 

purchase a lower-priced alternative. These consumers can easily switch across brands and 

they tend to purchase the lower-priced products within a given category. 
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Consumers are not equally price-sensitive. Some consumers respond more to price changes 

than others do. Hence, consumer price sensitivity varies across different consumers and 

products. Some of the factors that affect the price sensitivity of consumers include:  

2.9.1. Availability of close substitutes 

Consumers tend to be more price sensitive towards a certain product when there are a number 

of close substitutes for it and when those substitutes are easily available (Sexton 2011: 153). 

This is because if there is a rise in the price of such a product, consumers can easily switch to 

other alternatives that will now be relatively cheaper.  

Homogeneous goods for example, are readily available and they show evidence of high levels 

of consumer price sensitivity. Customers can switch between brands (Sunfoil cooking oil and 

RiteBrand cooking oil), or within a category (coffee and tea) or even between retailers (Pick 

n Pay and Shoprite) (Fox and Dodge 2012: 54).  

2.9.2. Whether the good is a luxury or a necessity 

Consumers are more price sensitive when the particular good or service is not a necessity 

(Price Sensitivity 2014). Consumers can do without luxury goods, so when prices increase 

they resist making purchases. On the other hand, necessity goods and services such as food 

and utilities tend to have fewer substitutes. Consumers are thus less price sensitive towards 

them.  

However, this factor intuitively follows from the first factor, meaning that while necessary 

goods are more prone to low levels of consumer sensitivity, if they have available substitutes 

the consumer price sensitivity will rise nevertheless (Fox and Dodge 2012: 54).  

2.9.3. Consumers’ incomes 

A consumer’s income plays a huge part in their levels of price sensitivity. Consumers with 

frugal incomes tend to prefer lower prices as this helps to stretch their income. On the other 

hand, consumers with higher incomes may be less price sensitive because they may feel that 

searching for better deals might not be worth their time (Price Sensitivity 2014). 

Consumers also tend to be more price sensitive towards a particular product or service if it 

takes up a large share of their income. According to Sexton (2011: 156), if the amount spent 

on a product or service is large relative to the consumer’s total income, the impact of a 

change in the price of that product or service on the consumer’s budget will also be large. 
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This will make the price change more noticeable, thereby increasing the price sensitivity of 

the consumer (Danes and Lindsey-Mullikin 2012: 295). If the product or service takes a small 

proportion of income, the consumer will be less price sensitive as an increase in the price will 

be less noticeable relative to total income (Fox and Dodge 2012: 54). 

2.9.4. The time factor 

The longer the time period after a price increase that consumers need to adapt to a price 

change, the lesser the price sensitivity (Sexton 2012: 156). Fox and Dodge (2012: 54) 

postulate that the process of adapting to a price change includes finding alternatives and 

changing consumption patterns.  

To elaborate this, the price sensitivity towards Sunlight washing powder may be high because 

if there is a price increase, consumers can immediately find new substitutes like OMO or 

Ariel. Price sensitivity is lower in products for which consumers cannot easily make 

adaptations. When the price of petrol increases, it is not easy for motorists to adapt since 

there is no alternative for the fuel. After some considerable amount of time or in the long run, 

drivers would start to adapt by driving less, buying more fuel-efficient cars, take public 

transport, move closer to work and so forth (Sexton 2011: 156). 

2.9.5. The inventory effect 

The inventory effect refers to how a consumer’s price sensitivity is affected by their ability to 

keep their own inventory of certain goods. According to Danes and Lindsey-Mullikin (2012: 

295), this relationship also depends on the consumer’s expectations of future prices. 

Consumers tend to be more price sensitive if they are able to keep an inventory of a certain 

product for later use. They make bulk purchases when the price is low and if there is a price 

increase, they may simply wait for it to be reduced. 

2.9.6. The fairness effect 

Another factor that affects a consumer’s price sensitivity is how they perceive the prices as 

reasonable. According to Danes and Lindsey-Mullikin (2012: 295), the perception of fairness 

is affected by prices paid in the past in similar situations. This greatly influences a 

consumer’s reaction to a given price. Consumers are unwilling to pay prices which they feel 

are unreasonably high, as they are concerned with the fairness of prices. They are also 

concerned with the necessity of the product or service to maintain a previously enjoyed result 

or standard of living. 
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2.10.  STUDENTS AS PRICE-SENSITIVE CONSUMERS. 

Price sensitivity in consumers nowadays is increasing. This can be attributed to the recent 

global economic recession, economic uncertainty and the increased cost of living which has 

resulted in decreased purchasing power (South Africans are Cautious, Price Sensitive 

Grocery Shoppers 2012). The trends that have been identified in the price sensitivity of 

consumers include: 

2.10.1. Increases in consumers seeking for deals 

More consumers than ever are searching for deals, discounts and the best prices when they 

shop. According to Nanji (2013), consumers are willing to travel a further distance if they can 

find better savings. They are also making use of technology (smartphones, internet, social 

networks) to search for the best deals in the market. Since low income shoppers use price as a 

basis of their purchasing decision making, they are most likely to search for low prices and 

discounts (Doughty 2013). 

2.10.2. Decrease in brand loyalty 

Consumers’ brand choices have also been affected by the tighter household budgets. This is 

evidenced by an increase in the acceptance of store brands, trial of new brands and regular 

brand-switching following sales and price promotions (US Consumers Display Price 

Sensitivity 2011). A significant proportion of South African consumers perceive the quality 

of store brands as equal to national brands, and an increasing number of consumers would 

switch from a national brand to a generic brand if there is an increase in the price of the 

national brand (South Africans are Cautious, Price Sensitive Grocery Shoppers 2012). 

Despite this, a significant number (17%) of shoppers revealed that they would prefer to stick 

to their familiar brands even if prices rose. 

2.10.3. Increase in store loyalty 

While brand loyalty is facing erosion, it has been revealed that most consumers are unlikely 

to switch stores in a bid to chase after promotional offers because there is strong store loyalty 

in grocery shopping amongst South African consumers (South Africans are Cautious, Price 

Sensitive Grocery Shoppers 2012). Shoppers determine their choice of grocery store in terms 

of value for money, location, the practicality of shopping trips and affordability. Once they 

have established their choice of retailer, they stick with them and participate in actively 

seeking promotions and discounts within the store. Therefore, in order to gain and retain 
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market share, retailers must use other strategies like customer service for sustainable 

competitive advantage besides promotional strategies that satisfy customers.  

As consumers, university and college students also have their specific price sensitivity 

behaviours. Their limited ability to pay influences their purchase decisions and as low-

income consumers, students are inherently price-sensitive (Doughty 2013). It has been 

mentioned before that they prefer retailers who splurge them with price discounts, freebies, 

rewards and so forth. The factors that influence consumer price sensitivity that were 

mentioned above also apply to students as consumers. Along with the universal economic 

uncertainty and decrease in spending power that has affected every other consumer, this has 

resulted in an increase in the price sensitivity of students as consumers.  

Therefore, students are most likely to search for and take advantage of price deals, 

responding to retailers’ price promotions. They may also develop responsive behaviours such 

as future price expectations or waiting for price deals to make a purchase. 

2.11.  CONCLUSION 

This chapter has reviewed literature on promotional pricing and several aspects that are 

related to it. It has discussed the instruments used to carry out price promotions and the 

objectives, drivers and the positive and negative impact of price promotions. In addition, it 

has also touched on price sensitivity, which is a factor that hugely influences consumers’ 

response to promotional pricing.  

In summary, most retailers nowadays use price promotions as a sales and marketing tool by 

means of price discounts, loss leader pricing, product bundling, coupons and membership 

pricing. The use of price promotions has been accelerated by the proliferation of commodities 

on the market, which causes manufacturers to offer retailers price promotions as an incentive 

to carry their products. Consumers are also paying less attention to advertisements and 

products’ intrinsic qualities, and they are becoming increasingly price conscious and less 

brand loyal. These trends have encouraged the use of price-based promotions by 

manufacturers and retailers.  

Retailers aim to increase store traffic, boost short term sales, induce trial of new products, 

reward loyal customers, gain market share and reinforce other promotional tools when 

carrying out promotional pricing. While these objectives may be achieved, retailers may also 
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experience unintended effects that include post-promotional dips in sales, formation of future 

price expectations and blurred distinctions between regular price and promotional price. This 

may cause customers to resist buying products at a regular prices. 

The effectiveness of a retailer’s price promotion is greatly affected by the price sensitivity of 

the targeted consumers, that is, consumers who are more price sensitive respond more to 

price promotions than do less price sensitive consumers. Therefore, it is critical for a retailer 

to understand the price sensitivity of targeted consumers and the factors that influence this in 

order to design effective price promotions to which the targeted consumers will respond and 

which will result in desired effects.  

In the next chapter, the research methodology employed in this study will be explained and 

discussed.  
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CHAPTER THREE: RESEARCH METHODOLOGY 

 

3.1. INTRODUCTION 

This chapter discusses the research methodology used to collect primary data in the research 

study, following a particular research design. A research design is a framework that specifies 

the methods and procedures that will be used to collect and analyse the information needed in 

a research study (Zikmund & Babin 2010: 56). It is used by the researcher as a guide for the 

activities of gathering and analysing data. The purpose of the research design is to ensure that 

the study will solve the problem stated and that the data collected will be relevant to the study 

and consistent with the research objectives (Churchill, Brown and Suter 2010: 79). 

The chapter follows the steps that were used to carry out the research and henceforth covers 

the study type, sampling, data collection, data analysis and validity and reliability testing as 

used in the study.  

3.2. TYPE OF STUDY 

The descriptive type of research was used for the purposes of this study. Churchill et.al. 

(2010: 79) define a descriptive research study as one which emphasises on determining the 

extent to which two variables are related or the frequency with which something occurs. 

Cant, Gerber-Nel, Nel and Kotze (2003: 31) add that a descriptive study is characterised by 

the researcher already having a general understanding of the research problem, but needing 

conclusive evidence to provide specific answers to the problem and to determine a course of 

action.  

This research sought to investigate the effects of promotional pricing on Durban University 

of Technology students staying in residences. Two variables were hence related: promotional 

pricing and the purchasing and consumption behaviour of the target population. The main 

emphasis of the research was to determine the relationship between promotional pricing and 

the behaviour of the target population. This suits a descriptive type of research. 

The study was also quantitative in nature since data was collected through administrating a 

set of structured questions for which response options were predetermined to a large number 

of respondents (Burns and Bush 2014: 146).  According to Zikmund and Babin (2010: 94), 

quantitative research also constitutes empirical assessments that involve numerical 

measurements and analysis to fulfil the research objectives. In this way, the data collected in 
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this study was measured and analysed. This research type was used because data collection 

and analysis is simple and it produces objective results.  

In addition, the study was also a field study as it was carried out in the natural environment in 

which the respondents normally carry out their day-to-day activities. These include campuses 

and residences.  The researcher made no attempt to manipulate or alter these environments.  

3.3. TARGET POPULATION AND SAMPLING 

3.3.1. Population 

Hair, Celsi, Oritinau and Bush (2013: 137) define a study population as the entire group of 

elements in which the researcher is interested and which could be included in the study. 

Elements of a population can take any form such as people, products or organisations. The 

study population is defined by a set of common characteristics which all the elements or 

members share and which are pertinent to the research problem and objectives (Zikmund and 

Babin 2010: 301).  

The target population of this research comprised of students at Durban University of 

Technology residing in accommodation offered by the institution. According to Student 

Residences (2014), the university offered over ten residences for student accommodation in 

2014, and the approximate number of students residing in these residences was 3900.  

Since it was neither time nor cost convenient to collect data from every element of the study 

population, sampling was necessary to carry out the research.  

3.3.2. Sampling 

Sampling is a procedure that draws conclusions about an entire population based on 

information gathered from only a portion of the population (Zikmund and Babin 2010: 58). It 

involves selecting a small number of elements called a sample from the total population and 

expecting that the information gathered from this sample will allow judgements to be made 

about the entire population.  

Sampling was used in this research because it would have been expensive and extremely time 

consuming to carry out a census, which is collecting data from all Durban University of 

Technology students staying in institution accommodation. In addition, it would have been 
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difficult to analyse the huge amounts of data generated from a census, and the physical 

volume of hard copy questionnaires would have threatened the researcher’s ability to produce 

accurate and high quality results. Therefore, only a small group of students was selected to 

participate in the survey.   

3.3.3. Sampling method 

A non-probability sampling method namely convenience sampling was used to select a group 

of participants to take part in the study.  Non-probability sampling involves selecting a 

sample in a non-statistical manner that is not based on chance or randomness. Rather, the 

sample is selected by means of an inherently biased selection process which is based on the 

researcher’s knowledge, intuitive judgement or convenience (Burns and Bush 2013: 254).  

Convenience sampling is a sampling method in which the sample is drawn based on the 

convenience of the researcher. This means that the researcher uses as a sample the people or 

elements that are conveniently available (Zikmund and Babin 2010: 312). Due to cost and 

time constraints, the researcher used convenience sampling by selecting a sample from the 

university campuses and a few residences. Only those students who were available at the 

campuses or residences at the times the survey was carried out qualified for the sample. 

Additional criteria that was used to select the sample included willingness to participate and 

the ability to self-administer the questionnaire and complete it within a specified period of 

time.  

3.3.4. Sample size 

Sample size is the number of elements included in a study. It is critical to ensure that the 

sample selected suitably represents the whole population, as a correct sample size will help to 

produce results that can be generalised to the whole study population.  

A sample size of thirty (30) students was deemed sufficient to produce results that could 

represent the total population of 3900 students.  

3.4. DATA COLLECTION 

3.4.1. Data collection instrument: questionnaires 

Questionnaires were used for primary data collection in the research. A questionnaire is a 

framework consisting of a set of questions and scales used to gather primary data (Burns and 
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Bush 2014: 214). Its main objective is to achieve the research objectives. Questionnaires 

were used to gather primary data in this research because they are inexpensive and simple to 

administer. They also comprise of standardised questions for which there are numerical 

responses, making compiling data easy and in turn increasing the accuracy and reliability of 

results.  

3.4.2. Questionnaire design 

Designing the questionnaire comprised of developing the questions, deciding on the question 

formats to be used and on how the questions would be phrased and determining how the 

layout of the questionnaire would be organised.  

Developing questions involved looking at the research objectives and determining how 

properties of these objectives could be measured, and how the questionnaire could gather data 

that would answer the research objectives. Burns and Bush (2013: 216) add that question 

development also involves selecting appropriate response formats and wording questions that 

are relevant, understandable, unbiased and unambiguous.  

Therefore, the questions were designed in a manner that provides answers to the research 

objectives. In order to do so, reference to the literature review and other secondary sources 

such as textbooks, journals and the internet was made. 

3.4.2.1.  Question format 

Structured questions, which are closed-ended questions for which the respondent is required 

to choose from a set of predetermined responses or scale points were used in the 

questionnaire. These were in the form of Likert scales, forced-choice scales and rank-order 

scales. A closed-ended question structure was used because it is more suitable for quantitative 

surveys, it reduces the time, effort and amount of thinking required by respondents, and the 

results are easier to code for analysis (Burns and Bush 2013: 190). 

The questions were made as short as possible, and they were phrased in simple layman 

language to make it easy for the respondents to understand and to answer. The questionnaire 

was also pre-tested to ensure that there were no ambiguous, leading or biased questions.  

3.4.2.2.  Questionnaire content 

The questionnaire (Annexure 1) was two and half pages long, with a total of twenty questions 

that were divided into five sections. The first section was an introduction that requested 

respondents to participate, stated the purpose of the survey, assured the respondents of 

anonymity and confidentiality and thanked them for their co-operation.  
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The next section gathered general demographical information while the rest of the sections 

gathered information that answered the research objectives. As recommended by Hair et.al. 

(2014: 194), the sections were arranged from answering general questions to those specific to 

the study. The questions in each section were also arranged so that the easiest and less-

sensitive would be answered first before the difficult and sensitive ones. Hair et.al. (2014: 

194) also suggested that demographic information must be asked in the last section since it 

asks sensitive information. However, this was not followed because the questionnaires were 

self-administered, meaning that the respondents could comfortably answer the sensitive 

information without apprehension.  

3.4.3. Pre-testing the questionnaire 

A pre-test of the questionnaire was carried out to refine the questionnaire. Questionnaire pre-

testing involves conducting a survey on a small, representative group of respondents before 

the survey is launched. Its purpose is to reveal and eliminate problems and errors so that 

corrective changes and adjustments can be made before the questionnaire is administered 

(Hair et.al. 2014: 202). This is to ensure that the questionnaire will gather information that 

meets the researcher’s expectations. 

The pre-test questionnaire was given to ten students who were at BM Patel library on the 23
rd

 

of June 2014, regardless of whether they stayed in university accommodation or not. These 

students were instructed to pay attention to the terms, phrases, instructions and question 

sequence used in the questionnaire and to point out anything that was difficult to follow or 

understand.  

It was found that some terms used by the researcher were not readily understood by the 

respondents and that some questions were too long and tedious to understand. It was also 

found that the respondents could answer the whole questionnaires in less than ten minutes. 

This feedback was used by the researcher to make necessary corrections and adjustments to 

the final questionnaire.  

3.4.4. Data collection process: survey 

The method of data collection used to gather raw primary data for the research was the survey 

method. A survey is defined by Burns and Bush (2014: 172) as a research procedure for 

collecting a large amount of data from a large number of respondents using a predesigned 
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questionnaire. The survey used the non-interactive method of self-administered 

questionnaires to collect the data. 

The researcher distributed the questionnaires to the respondents and collected them after a 

certain period of time. The respondents were responsible for reading, understanding and 

answering the questions themselves, without the presence or assistance of the researcher or an 

interviewer (Zikmund and Babin 2010: 166). The questionnaire was written in simple layman 

language and its structure and the scales used were kept simple in order to facilitate the self-

administering method by ensuring that all respondents understood everything completely.  

This survey method was used because it is less costly and time consuming, and it allows 

participants to control the pace at which they respond without feeling rushed. Respondents 

are also more comfortable in answering sensitive questions since there is no interviewer 

involved. Self-administered questionnaires eliminate human error as there are no interviewers 

to make mistakes in asking questions or in recording responses. Bias is also prevented, where 

an interviewer tries to steer the respondents towards certain responses or deliberately records 

answers that are different from the actual response (Zikmund and Babin 2010: 168).  

3.5. DATA ANALYSIS 

The activities of preparing and analysing data were conducted personally by the researcher 

since the task was neither difficult nor strenuous. This was also to ensure the accuracy and 

reliability of the final results.  

Firstly, the data was coded and manually recorded onto a hard copy, then it was checked for 

errors and omissions that may have occurred during the first recording. After it was made 

certain that the data recorded was correct, it was then captured into the computer for analysis. 

Similarly, to ensure that there were no capturing errors, this was also double-checked. The 

Microsoft Excel computer software was used to analyse the data by presenting the results in 

frequencies and percentages graphically presented using pie and bar charts. Interpretation of 

the results involved explaining the significance of each single finding and identifying 

relationships between particular results.  

Descriptive analysis was used to analyse and interpret the data by summarising the basic 

findings of the research into percentage distributions and proportions. This was done by 

means of one-way tabulation, where the number of respondents (frequency count) who gave 



32 | P a g e  
 

each possible answer to each possible question was shown (Hair et.al. 2013: 254). Percentage 

distribution expresses these frequencies in percentage form whereas proportions indicate the 

percentage of a population or sample population that carries a particular characteristic. An 

example of a descriptive analysis which shows both percentage frequency and proportion is: 

‘97 percent of the respondents indicated that they buy items on promotion’. 

3.6. VALIDITY AND RELIABILITY 

In any research, there is potential for errors in recordings, measurements, judgements and 

other variables. Errors reduce the quality of the findings, thus it is important for a researcher 

to take measures to minimise the he possibility of errors in order to increase the validity and 

reliability of the findings and the results.  

3.6.1. Validity 

Validity refers to the extent to which the conclusions that are drawn from a particular 

research design are true (Hair et.al. 2003: 124). It represents the accuracy with which a score 

truthfully represents a concept. There are two main types of validity namely internal and 

external validity. Internal validity asks whether the proper research designs and methods were 

used and whether they were used correctly while external validity measures the extent to 

which the results of the study can be generalised to the whole target population (Burns and 

Bush 2013: 111-112). Measures undertaken in this research study to increase validity are 

explained below.  

Questions for the survey were specifically generated from the research objectives, and simple 

layman language was used to formulate them. The questionnaire was made as brief as 

possible and the instructions on how to complete it were clearly given. This was to enable the 

respondents to easily understand the questionnaire and to answer it correctly. Before they 

could complete the questionnaire, the subject and purpose of the research were explained to 

the respondents so that they could answer in context. In addition, the questionnaire was pre-

tested in order to identify and eliminate complexity, ambiguousness and bias. 

The sample was also carefully selected to ensure that the results of the study could be 

generalised to the total target population. Respondents to the survey were picked at random to 

minimise bias. Picked elements were screened first to block unrepresentative elements from 

participating. The factors used to screen respondents were whether the element was a 
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registered Durban University of technology student or whether they stayed in accommodation 

offered by the university.  

Furthermore, key factors of sample size and sampling time were considered in making sure 

that the selected sample adequately represented the total target population. A sample size of 

thirty students was deemed adequate to represent the whole population. The survey was also 

run for a period of five days at different points on the campus in order to increase 

randomness.  

3.6.2. Reliability 
 

Reliability is the degree to which an assessment tool is bias free and produces consistent and 

stable results in repeated trials and across time (Hair et.al. 2014: 125). A reliable research 

tool produces the same or similar results when used twice or repeatedly. This means that with 

a reliable tool, a respondent will give the same or similar response to an identical or nearly 

identical question.  

Reliability in this research was improved by eliminating bias and decreasing external 

interference. The survey was carried out in a neutral environment which was not manipulated 

towards the subject of price promotions in any way. This was to ensure that respondents’ 

actual opinions would not be affected by factors in the external environment. Similarly, the 

questionnaires were completed in the absence of the researcher or an interviewer so as to 

eliminate bias, leading questions or cheating.  

Question design was also critical in increasing the reliability of the questionnaires. Questions 

and instructions were straightforward and unambiguous, and the scales used were easily 

understandable. In addition, the questionnaire was pretested to make sure that the questions 

were properly structured and all the respondents could understand and answer it. This helped 

the respondents of the actual survey to clearly see what was being asked and to answer 

correctly. 

3.7.  CONCLUSION 

 

This chapter presented an overview of the methodology and processes that were employed in 

the study. It discussed the research design and approach undertaken in the study. 

Furthermore, it explored the sampling techniques and data collection methods and processes 

that were used to gather data for the fulfilment of the research objectives. In addition, it also 
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explained the aspects of validity and reliability and gave an insight of the measures that were 

taken to increase these.  

The following chapter outlays and describes the results obtained from the data gathered, and 

it will provide an in-depth summation and discussion thereof.  
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CHAPTER 4: DATA ANALYSIS AND DISCUSSION OF RESULTS 

 

4.1.  INTRODUCTION 

The aim of this chapter is to provide an analysis of the data that was gathered from 

questionnaires administered to the sample of the target population of students at Durban 

University of Technology who stay in residences. Data analysis will be done through 

providing an insight into the findings of the study. This will be done through presenting the 

data gathered, interpreting the results and making conclusions on what the results imply. 

In this chapter, the data gathered will be presented in numerical, diagrammatical and 

graphical representations. These consist of descriptive statistics namely percentages and 

frequencies which will be illustrated by tables, pie charts and bar charts. In order to provide 

an overview of and further insight into the findings of the study, these representations will be 

analysed and discussed.  

4.2.   ADMINISTRATION OF QUESTIONNAIRES AND RESPONSE RATE 

Thirty (30) questionnaires were administered for the purpose of this research and all the 

questionnaires were validly completed. Therefore, the response rate was 100%.  

Administration of the questionnaires was done at Durban University of Technology campuses 

as well as in some residences.  

4.3.   FREQUENCY DISTRIBUTIONS 

The data collected for the study will be summarised and interpreted using frequency 

distribution. Frequency distribution is a way of organising data that consists of summarising 

the number of times a particular value of a variable occurs and expressing these values in 

percentages (Zikmund and Babin 2007:441). The frequency distributions in this chapter will 

be presented in the forms of pie charts and bar graphs. This method of presenting data was 

used because it summarises basic objective data and it is also easy to understand. 
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4.3.1.  GENERAL INFORMATION ON RESPONDENTS 

 

4.3.1.1.  Ages of respondents 

 

Students who participated in the survey were between the ages of 19 and 26. The range of 

ages for the survey was 7 years, the ages with the most participants were 22 and 23 years, the 

median age was 22.5 years, and the average age for all the participants was 22.3 years.  

Therefore, the sample chosen for the study was sufficient to represent students staying in 

residences at Durban University of Technology.  

 

4.3.1.2.  Gender of respondents 
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Fig 1.1. Distribution of age among respondents 
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Fig. 1: Distribution of gender among respondents.  
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50% of the respondents were male and 50% were female. This is an even distribution, which 

means that data gathered reflects the opinions of both female and male shoppers. This implies 

that the target population equally participates in spending or purchasing activities. 

 

4.3.1.3.  Ethnicity of Respondents 

 

Blacks comprised 100% of the respondents. The most possible reason for this incidence is 

that nearly all the students staying in residences at Durban University of Technology are 

black. This result implies that this study will focus on and the results will be based on the 

black student population at Durban University of Technology that stays in residences.  

 

4.3.1.4.  Respondents’ level of study 
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Fig 1.3. Racial distribution among respondents 
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Fig 1.4. Respondents' level of study 
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Respondents’ levels of study ranged from first year to M-tech level. No doctorate degree 

level students participated in the survey. The largest number of participants were third year 

and B-Tech students, while the least number of participants were in M-Tech level.  

Therefore, first year to B-Tech degree students constitute a majority of students staying in 

residences at Durban University of Technology while there are only a few M-Tech and D-

Tech students staying in residence.  

 

4.3.1.5.  Respondents’ monthly income or allowance 

 
 

40% of the respondents have a discretionary income that ranges from R1000 and R1999, the 

monthly income for 33% of the participants is below R1000, 20% of the respondents have 

income ranging from R2000-R2999 and only 7% have income above R3000. The mode 

income range is R1000 – R1999. 

Therefore a majority of the students at Durban University of technology who stay in 

residence receive monthly allowances or have monthly discretionary incomes below R2000. 
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Fig 1.5. Respondents' monthly disposable income or allowance 
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4.3.2.  EXPENDITURE OF INCOME ON DIFFERENT TYPES OF GOODS 

 

 

The aim of this question was to investigate the way in which the respondents spend their 

incomes in terms of the categories of goods they spend the most money on and which they 

spend the least money on. Categories given were clothing, food groceries, toiletries and 

cosmetics, entertainment and cell-phone services. Respondents were required to indicate their 

expenditure on a scale of 1 to 5.  

27 % of the respondents spend most of their money on clothing while 13% spend the least 

money on this category. Most of the respondents spend more money on food groceries than 

on any other category of spending. None of the respondents spend the least money on food 

groceries. Similarly, none of the respondents spend the most money on toiletries and 

cosmetics. However, this category is the third most spent-on by 47% and the least spent-on 

by 13% of the respondents. 

Entertainment is the category on which the least money is spent. Only 3% of the respondents 

spend more on entertainment that on other categories. This category is also the least spent-on, 

with 50% of the respondents spending the least of their income on it. 7% of the respondents 

spend most of their income on cell-phone services while 27% spend the least income on it. 

However, cell-phone services is the fourth most-spent on category by 47% of the 

respondents.  
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The weighted average method was used to determine the average spending of income on each 

category by the respondents. The results indicated that the most spent-on category is food 

groceries and the least spent-on category is entertainment.  

The weighted average / weighted mean method 

The weighted mean is a numerical average where some data points contribute more to the 

final average than others, instead of each data point contributing equally (Definition of 

Weighted Average 2014). The weighted mean method was used because it emphasises on the 

relative importance of each data point, which is critical since our data consists of different 

spending levels on each category.  

Firstly, each scale (1 to 5) used in the survey was assigned a weight: respondents indicated 

with a 1 the category which they spend the most income on, so 1 was assigned a weight of 5. 

Respondents indicated with a 5 the category which they spend the least money on, so the 

scale of 5 was assigned the weight of 5. The weights are shown in the table below.  

Table 2.1. Weighting of scales 

Scale Weighting 

1 5 

2 4 

3 3 

4 2 

5 1 

 

These weights were then multiplied by the number of respondents that indicated that scale on 

a particular category. For example: 60% of the respondents indicated 1 on food groceries, 

meaning that they spend the most money on this category. Since the scale of 1 holds a weight 

of 5, 60% is multiplied by 5. This is continued for the rest of the category and for all the other 

categories and then total weights are added and divided by 5 to get the weighted mean. The 

category with the highest weighted average is the one which the most respondents spend the 

most income on, on average, while the category with the lowest total weight is the one the 

most respondents spend the least money on.  

Calculations 

Clothing: (27 x 5) + (27 x 4) + (27 x 3) + (7 x 2) + (13 x 1) = 351/5 = 70.2% 

Food groceries: (60 x 5) + (27 x 4) + (7 x 3) + (7 x 2) + (0 x 1) = 443/5 = 88.6% 

Toiletries and cosmetics: (0 x 5) + (27 x 4) + (47 x 3) + (13 x 2) + (13 x 1) = 285/5 = 57% 

Entertainment: (3 x 5) + (7 x 4) + (13 x 3) + (27 x 2) + (50 x 1) = 186/5 = 37.2% 

Cell-phone services: (7 x 5) + (13 x 4) + (7 x 3) + (47 x 2) + (27 x 1) = 229/5 = 45.8% 
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The results of these calculations are summarised in the table below.  

Table 2.2. Ranking of expenditure by the target group on spending categories  

Most spent-on category 1 Food groceries 

 2 Clothing 

3 Toiletries and cosmetics 

4 Cell-phone services 

Least spent-on category 5 Entertainment 

 

Therefore, the target population spends more money on essential goods such as food as well 

as clothing and toiletries than on other categories of goods such as entertainment.  

 

4.3.3.  RESPONDENTS’ BUYING BEHAVIOUR 

 

4.3.3.1.  The shopping frequency of respondents 

 
53% of the respondents indicated that they visit a retail outlet to do some shopping once a 

week. 20% do their shopping two or three times a month, 20% shop once a month and 7% 

usually take more than a month without doing any shopping.  

Therefore, more than half of the respondents shop on a regularly frequent basis. 
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Fig 3.1. Respondents' shopping frequency 
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4.3.3.2.  Purchase of items on promotion 

 

97% of respondents indicated that they do buy products that are marked down or on 

promotion in stores, while 93% said that they do not.  

Therefore, a majority of consumer takes advantage of promotions that retail stores offer.  

 

4.3.3.3.  Types of promotions used 

 

93% of the respondents indicated that they have bought products with discounted prices such 

as R5 off” or ‘20% off’ before.  This represents 100% of the respondents who indicated that 

they buy products on promotion. 67% of respondents have bought bundled products and 67% 
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Fig 3.3. Purchase of items on promotion 
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have bought on buy-one-get-one-free promotion. Only 20% have used coupons to buy 

products.  

Therefore, the most popular promotion method among the respondents was price discounts 

while coupons were the least popular promotional tool used.  

 

4.3.3.4.  Knowing about promotions 

 

80% of the respondents said that they learn about a store promotion through the catalogue or 

brochure which is usually found at the entrance of the shop and 40% said they get informed 

through advertisements in newspapers, television, radio, cell-phone text messages (SMS) or 

on the internet. 87% of the respondents said they also learn about promotions through shelf 

displays or by viewing the price tag, 60% said they know by word of mouth and 13% 

indicated that they are able to predict when the stores they frequently visit has a promotion.  

These results imply that of the five methods, the store catalogue and in-store displays are 

more effective in informing customers about a promotion; word of mouth and advertising 

follow suit while only a few customers keep track of stores’ promotional activities in order to 

be able to predict when the next promotion will be.   

80% 

40% 

87% 

60% 

13% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Store catalogue or

brochure

Mass and electronic

media

advertisements

On-shelf or price

tag

Word of mouth Prediction of next

promotion date

%
 O

f 
re

sp
o

n
d

en
ts

 

Type of promotion 

Fig 3.4. Means of knowing about promotions 



44 | P a g e  
 

4.3.4.  RESPONDENTS’ BEHAVIOUR TOWARDS PRICE PROMOTIONS 

 

4.3.4.1.  Price consideration when making purchases 

 

 

53% of the respondents strongly agreed and 37% agreed that they take price into 

consideration when making purchases. 10% of the respondents however, indicated that they 

do not consider price when making purchases. Possible reasons for this may be brand loyalty, 

high levels of discretionary income or limited access to retail outlets.  

These results reveal that the price of products plays a major role in a majority of consumers’ 

purchase decision making. This is emphasised by Tsai and Lee (2013: 944) whose premise is 

that price is one of the major factors that consumers consider when making purchase 

decisions. It not only determines what brands they buy, but also where and how much they 

buy.  

To a greater extend therefore, a majority of customers take price into consideration when 

making purchases and it greatly affects their buying decisions.   
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Fig 4.1. Respondents' price consideration when making purchases 
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4.3.4.2.  Purchase decisions considering price and brands 

 

 

20% of the respondents strongly agreed and 43% agreed that they choose price over brand 

when buying products. On the other hand, 33% of the respondents indicated a disagreement 

on considering price over brands.  

These results imply that a majority of the target population uses price rather than brand as a 

basis for their buying decisions. According to Mustafa and Erhan (2012: 178), brand 

preference is also based on price, with consumers settling on and being loyal to brands that 

they would be able to afford over the long term. However, some of the target population 

consider brand as a determining factor when making purchases; their brand preference 

choices are based on factors such as quality, status or prestige rather than price. They also 

show a high degree of loyalty to their preferred brands without being affected by price.   

Therefore, although both brand and price are determining factors when the target population 

is making purchases, to most price is a more important factor.  
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Fig 4.2. Respondents choosing price over brand 
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4.3.4.3.  Purchase decisions considering preferred brand and price 

 

 

53% of the respondents indicated that they would still buy their preferred brands even when 

there are other brands on promotion being sold at a lower price. This result shows that the 

lower prices of other promoted brands do not persuade these customers to buy them, they will 

still buy their preferred brands. These customers are therefore loyal to their preferred brands. 

Meanwhile, 23% of the respondents disagreed and 20% strongly disagreed to buying their 

preferred brands when there are other brands on promotion sold at a lower price. This reflects 

lower or no levels of brand loyalty; their decisions are based more on price than brand 

preference.  

Therefore, some of the target consumers are loyal to their brands while some would choose 

promoted brands with lower prices than their preferred ones.  
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Fig 4.3. Purchase of preferred brand when other brands are on 

promotion 
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4.3.4.4.  Price comparisons between retailers 

 

 

27% of the respondents strongly agreed that they compare product prices between retailers 

before making purchases, 40% agreed and 33% disagreed. This result reveals that most of the 

target customers engage in comparing prices between different retailers before buying goods. 

Jones, Chern and Mustiful (2004) suggest that customers compare prices so that they could 

buy the products they want at the best prices. They also state that customers who don’t 

compare prices between retailers are most likely to be loyal to a particular store, or this may 

be caused by other reasons such as lack of time.  

These results imply that most of the students staying in residence at Durban University of 

Technology seek for the best prices by comparing between retailers before buying.  
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Fig 4.4.  Price comparisons between retailers 
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4.3.4.5.  Promotions as a motivator to make purchases 

 

 

27% of the respondents strongly agreed and 43% agreed that promotions motivate them to 

make purchases. As price promotions motivate customers to make purchases, they may also 

entice impulse buying. On the other hand, 27% of the respondents disagreed that promotions 

motivate them to make purchases. Thus, these customers are most likely to buy only what 

they need and what they have planned for and are not persuaded by low prices to buy goods 

that they had not planned for.  

Zhang, Seetharaman and Narasimhan (2012: 89) also postulate that customers are motivated 

to buy by price promotions that offer them savings to their money. Therefore, reduced prices 

have the ability to motivate the target population to make purchases. 
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Fig 4.5. Promotions as a motivator to make purchases 
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4.3.4.6.  Impact of promotions on quantity purchased 

 

 

Price promotions do motivate some consumers to buy larger quantities than they would at 

normal prices, as revealed by the results of the survey. 13% of the respondents strongly 

agreed and 47% agreed that when there is a price promotion, they would buy more goods 

than they would at normal prices. This is most possibly due to the savings that the consumers 

incur when they buy products at reduced prices. The money that they save from the promoted 

items stretches their discretionary money, enabling them to buy more on the savings (Mustafa 

and Erhan 2012: 179). Customers also buy more during a promotion because they would be 

excited about getting goods at low prices.  

On the other hand, 36% of the respondents indicated that price promotions do not motivate 

them to buy more goods. Despite the low prices offered during the promotion, these 

customers are most likely to make only purchases that they planned for before the shopping 

trip.  

Therefore, most of the target consumers are motivated to buy more by price promotions.  
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Fig 4.6. Price promotions as a motivator to buy more goods 
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4.3.4.7.  Respondents’ awareness of patterns of promotions 

 

 

The results from the survey reveal that a majority of customers are either not aware of or not 

interested in the pattern or frequency with which their preferred stores run promotions. Of the 

respondents, only 13% agreed to knowing the patterns with which promotions are run at 

preferred stores while the rest were either neutral or disagreed.  

This indicates that most customers are not very actively interested in promotions that are 

offered by retailers; because they are not aware of promotion patterns, buying on promotion 

is merely a coincidence that a promotion is being run on the same period the customer 

decides to do their shopping.  
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Fig 4.7. Respondents' awareness of patterns of promotions 
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4.3.4.8.  Promotions as a motivator to stock-up goods  

 

 

27% of the respondents agreed that during a promotion, they buy products in large quantities 

that would last them until the next promotion so that they could buy at a lower price once 

again. However, a majority of the respondents do not do this, as 30% disagreed and 40% 

strongly disagreed to hoarding of products on promotion. This is in contrast with Zhang 

et.al’s (2012: 90) postulation that most consumers who partake in promotions actively buy 

products in large quantities that will last them until the next promotion.  

Therefore, this result implies that customers are mostly only interested in the current 

promotion; they take advantage of price promotions to buy only what they need and can at 

that time.  
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Fig 4.8. Buying on promotion quantities that will last until the 

next promotion 
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4.3.4.9.  Extent of cherry-picking behaviour among respondents 

 

 

Only 13% of the respondents indicated that they only buy items on promotion by 

continuously searching for bargains. These can be described as cherry pickers. According to 

Talukdar, Gauri and Grewal (2010: 338), these consumers show no or very low levels of 

store or brand loyalty and their buying decisions are mainly based on price. However, 27% of 

the respondents disagreed to this behaviour while 57% strongly disagreed.  

Therefore, this result indicates that while customers respond to price promotions that retailers 

offer, they are not actively engaged in participating in all promotions at all times. Although 

they do buy products on promotions, it is merely due to coincidence that a promotion is being 

run at the same time a customers is doing their shopping, and not that the customer is actively 

engaged in searching for promotions. This also suggests that most remain loyal to their 

preferred stores or brands and they actively participate in the price promotions that are 

offered within these stores or brands.  

 

4.4.  SUMMARY OF RESULTS 

The results of this study can be briefly summarised as follows: 

 There was an even distribution of gender among the respondents, meaning that 50% were 

female and 50% were male. 100% of the respondents were black and their levels of study 
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Fig 4.9. Extent of cherry picking among respondents 
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ranged from first year to Masters in Technology degree. The most common income range 

amongst the respondents was R1000 to R1999.  

 Among different categories of goods, food groceries are the most spent-on products by 

the target group. This means that a majority of the target population spends most of their 

income or allowances on food groceries. 

 A majority of the target population buys products that are on promotion. The types of 

price promotions taken advantage of are price discounts, buy-one-get-one-free, bundled 

products and coupons. The most common price promotion used is price discounts and the 

least common is coupons. The target population gets informed about promotions in stores 

through different means, but the most common means are store catalogue, in-store on 

shelf or price tag and word of mouth.  

 Price is a major factor considered in the purchase decision making of the target group. A 

majority of the target population actively compares prices between different retailers 

before making the final purchase decision. While there is a moderate degree of brand 

loyalty among the target group, a majority would choose price over brand when making 

purchases.  

 Price promotions motivate a majority of the target group to make purchases, encourage 

them to buy more and encourage some to buy products in large quantities that will last 

them until the next promotion.  

 

4.5.  CONCLUSION 

This chapter has presented a summary and analysis of the quantitative data gathered in the 

research study through the use of frequency distributions. The results of this analysis were 

presented in the form of pie charts and bar graphs. These help to provide a more simplified 

insight as well as a better understanding of the results.  

In the following chapter, conclusions will be made on this summary of results, and 

recommendations on how retailers can optimise price promotions for both their own 

profitability and to satisfy the needs of this target group will be given.  
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CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 

 

5.1.  INTRODUCTION 

The previous chapter analysed the data gathered from the research study and gave a summary 

of the research findings. This chapter will discuss these findings in depth in respect of the 

objectives of the study. This will be done by aligning the results to and measuring them 

against the objectives. The chapter will conclude by suggesting recommendations to retailers 

on how they can effectively implement price promotions that target the target population and 

like consumers.  

5.2.  SUMMARY OF OBJECTIVES 

The aim of this research was to determine the extent to which students at Durban University 

of Technology who stay in residences are affected by price promotions in retail stores. The 

objectives of the study were to determine the immediate or short-term effects of price-based 

promotions and how responsive the target population is to price promotions, establish the 

target population’s extent of brand loyalty where they are exposed to alternative brands on 

price promotion, determine how price promotions affect the buying behaviour of the target 

group in the near future and recommend implementation strategies that management of retail 

stores can use in order to achieve effective promotional pricing. 

5.3.  ACHIEVEMENT OF RESEARCH OBJECTIVES 

Objective 1: To determine the immediate or short-term effects of price-based promotions on 

the target group. 

Theoretical information in the literature review discussed a number of effects that price 

promotions can have on consumers. The results from the study have also established that 

price promotions, to a greater extent motivate the target population to make purchases and 

encourage them to buy more. Price promotions also however, to a lesser extent encourage 

hoarding and cherry picking.  

This objective was therefore achieved, as it was established that price promotions motivate 

the target population to buy and encourages them to buy more, to hoard and to cherry-pick.  

Objective 2: To determine how responsive the target population is to price promotions 
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The research revealed that Durban University of Technology students staying in residences 

are responsive to price promotions. This is as 97% of the respondents who participated in the 

study indicated that they do buy products on promotions. The price promotion most common 

to the target group is price discounts. A majority of the target group is also familiar with and 

has bought products on bundling and buy-one-get-one-free promotions. Coupons are the least 

common price promotion used by the target group.  

The target group gets informed about retailers’ price promotions through several media, but 

more often they learn about price promotions in store, on-shelf or on the price tag. A majority 

of the target group is also informed about price promotions through catalogues found at store 

entrances as well as through word of mouth.  

Therefore, this objective has been fulfilled, as the research has established that students at 

Durban University of Technology staying in residences have a high level of response to price 

promotions.  

Objective 3: To establish the target population’s extent of brand loyalty where they are 

exposed to alternative brands on price promotion. 

The results from the previous chapter reveal that a majority of the target population would 

choose price over brand when making purchases. It was however, also revealed that just over 

a majority of the population would still buy their preferred brands even when there are other 

brands on promotion being sold at a lower price. These results show that while price may be a 

major influence on the target group’s product purchases, brand also plays a significant role in 

determining what is purchased by some of the target population.  

Since just over a majority of the target group would buy their preferred brands even when 

other brands on promotion, the degree of brand loyalty in the face of price promotions of 

alternative brand is moderate.  

Objective 4: To determine how price promotions affect the buying behaviour of the target 

group in the near future. 

The research revealed that price promotions only moderately affect the near future buying 

behaviour of the target group. It was discovered that a majority of the target group is either 

unaware of or uninterested in the pattern or frequency with which their preferred stores run 

promotions. The present or near-future buying behaviour of a consumer is unlikely to be 

affected by future promotions if they are unaware of when they will be run. This means that 
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despite the possibility of price promotions in the near future, these consumers still buy 

normally. However, if consumers are unaware of the promotion pattern, they are also likely 

to take advantage of the price promotion by buying more. This will impact their near future 

buying behaviour because they will not make any more purchases soon since they would 

have bought quantities that will last them for an extended period (Zhang et.al. 2012: 88).  

It was also revealed that price promotions encourage some of the target group to buy goods in 

large quantities in order to last them until the next promotion. In this case, there is likely to be 

a dip in purchases in the near future. This is ascertained by Nijs et.al. (2009: 3) who postulate 

that price promotions cause consumers to increase the quantities of products they buy, which 

in turn results in a post-promotional dip in purchases in the days or weeks following the 

promotion.   

However, only a small percentage of the target group is affected by price promotions in these 

ways as only 13% of the respondents agreed to knowing the promotion patterns and only 

27% hoard goods during promotions. Price promotions therefore only moderately affect the 

near future behaviour of the target group.  

Objective 5: To recommend implementation strategies that management of retail stores can 

use in order to achieve effective promotional pricing when targeting this population.  

In order to fulfil this objective, the next section of this chapter will suggest recommendations 

for retailers to implement when carrying out price promotions that target the target population 

of this study or like populations.  

 

5.4.  RECOMMENDATIONS FOR RETAILERS BASED ON FINDINGS 

In order to optimally run promotions that target Durban University of Technology who stay 

in residence or other similar populations, retailers must consider the following suggestions: 

 Frequency of promotions 

Target consumers’ shopping frequency determines how they are impacted by and how they 

respond to promotions held by the retailer. Talukdar, Gauri and Grewal (2010: 337) suggest 

that promotions are more effective when they are planned to coincide with the time period 

when the target consumers are ready to make most of their purchases. For example, around 

pay-days or month-ends, promotions become more successful since many consumers will 

already be visiting stores to make their purchases.  
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Findings from the research study have shown that a majority of the respondents shop once a 

week while a significant percentage shop between once and three times a month. Retailers 

must plan and run their promotions in a way that adequately accommodates the different 

consumer groups they target. Promotions must be run at a frequency and must last for time 

periods that ensure that all targeted customers are exposed to them. This is beneficial because 

the more customers that are exposed to price promotions in the store, the higher the sales 

volumes the retailers is likely to experience.  

 Products to be promoted 

In order to maximise sales during promotions, retailers must offer products that will most 

likely be desirable to consumers. The findings from the research study revealed that on 

average, the target population spends more on food groceries and clothing than on other 

product categories. Retailers targeting this target population and like consumers must 

emphasise promotions on the food products which the consumers buy the most. Similarly, if 

retailers want this consumer group to spend more money on other goods, they must increase 

the level of promotion of those goods. 

 Informing the target population about promotions 

The success of a promotion depends on consumers’ awareness of the promotion. Retailers 

must therefore ensure that targeted consumers are well-informed about the promotions they 

run. Findings from the research study show that most of the target population gets informed 

about promotions through store catalogues, word of mouth and in-store, on the shelf or on the 

price tag. Retailers need to expand their communication methods in order to draw more 

consumers to their promotions.  

The growth in technology and the wide use of it by the target population is an opportunity 

that retailers can take advantage of in order to reach out to more of consumers. This is done 

through the use of electronic and digital technology such as social networks, SMSs, E-mail 

and online advertising. The use of coupons by the target population, for example can be 

increased through digital technology: retailers can send the customers coupons through SMS, 

the customers can download the coupons from email attachments, internet sites or social 

networks. This not only increases the number of existing and potential customers that 

retailers can reach, it is also less costly and enhances the retailer’s image as a techno-forward 

company (Dunne, Lusch and Carver 2013: 72).  
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5.5.  CONCLUSION 

This chapter has concluded the research by showing how the research study has contributed 

to the achievement of the research objectives. Through the research study that was carried out 

in the form of questionnaires, all the objectives of the research have been met. In this final 

chapter, recommendations that retailers can take in order to effectively implement price 

promotions that target students at Durban University of Technology who stay in residences as 

well as other consumer groups with similar characteristics have also been suggested.  

This research has briefly provided an insight into the shopping behaviour of Durban 

University of Technology Students who stay in residences and more elaborately contributed 

an understanding of this target group’s behaviour towards price promotions. It is however 

important for retailers to note that the subject of price promotions is broad and dynamic, so 

they must continually assess their target consumers and their shopping behaviours in order to 

establish strategies that evolve to the changing needs of these target groups. 
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ANNEXTURE: QUESTIONNAIRE 
 

I am a student studying towards my B-Tech Degree in Retail Business 

Management at Durban University of Technology. Please spare a little of your 

time to assist me in my research which is about promotional pricing. My 

research will help retailers to be able to offer you products at prices that suit you 

the most. 

All the information that you will provide will be used only for the purposes of 

this research and will be kept confidential.  

 

Question 1. Please indicate appropriately your: 

1.1. Age   

 

1.2. Gender Female  Male   

 

1.3. Race Black  White  Indian  Other  

 

1.4. Year of study 1st   2nd   3rd   B-

Tech 

 M-

Tech 

 D-

Tech 

 

 

1.5. Monthly allowance or income 

R0 – R999  R1000 -  R1999  R2000 – R 2999  R30000 and above  

 

Question 2. Please indicate how much money you spend on the expenses below on a 

scale of 1 to 5, with 1 indicating the expense you spend the most money on and 5 

indicating the expense you spend the least money on.  

(Please tick as many boxes as necessary) 

Clothing  

Food groceries  

Toiletries and cosmetics  

Entertainment  

Cell-Phone services  

 

Question 3: Please choose only one answer. 

3.1.    Which statement best describes your shopping frequency in a month? 

I shop once a week.  

I shop not more than three times a month.  

I shop once in a month.  

Usually, I take more than one month without doing any shopping.  

 

3.3.   Do you buy items on promotion or mark-down in stores?  

3.3.1.    If your answer to the above question was yes, which of these promotions or 

mark-downs have you bought products on? 

YES  NO  
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(Please tick as many answers as necessary) 

Price discount (e.g. 20% off) or reduced price (e.g. Save R5)  

Buy and get one free  

Bundled products (two or more products sold together at one price)  

Coupons  

 

3.4.     How do you know that there is a promotion or mark-down in a store? 

(Please tick as many answers as necessary) 

Catalogue or brochure found at the door of the store.  

Advertisements in newspapers, television, radio, on SMS or internet.  

On-shelf or price-tag  

Word of mouth from friends or family.  

I am able to predict when the stores that I frequently visit will have a 

promotion. 

 

 

Question 4: Please indicate how the following statements appropriately apply to you by 

ticking in the right box. 

  Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

Strongly 

Disagree 

4.1. Before buying, I consider price 

first.  

     

4.2 I choose price over brand when 

buying.  

     

4.3 I always buy my preferred 

brand, even when there are 

other brands on promotion sold 

at a lower price. 

     

4.4 I compare prices between 

retailers before making 

purchases. 

     

4.5 Promotions and mark-downs 

motivate me to buy. 

     

4.6.  I buy more when there is a 

promotion. 

     

4.7 I know the pattern with which 

my preferred stores hold 

promotions or mark-downs. 

     

4.8 I buy products on promotion in 

large quantities that will last 

me until the next promotion. 

     

4.9 I only buy items on promotion, 

searching for promotions from 

retailer to retailer.  

     

 

Thank you for your time! 


