Coupon Redemption Behaviour: A Malaysian Cross-Segment Investigation
Introduction

Sales promotion activities are indispensable in promoting incremental sales, creating awareness and building brand equity among consumers. As sales promotions incur substantial costs, it is important to target appropriate market segments. This is in line with studies that argue that sales promotion tools for the right product to the right target market positively influences sales performance.  As price is among the most influential factors in purchase decisions (Nagle and Holden, 2002), price oriented sales promotional tools such as coupons can be used to compete for consumers’ attention (Huff and Alden, 1999).  In the 21st century the majority of sales promotions are heavily price-oriented; and this despite the strong warning of John Philip Jones article over two decades ago (Jones, 1990) that too much promotion focussed on price results in a degenerative cycle from promotion to commotion to demotion of brands to commodity-like products (see also Kitchen and de Pelsmacker, 2006). 
Valasiss (2009) reports an increase in overall coupon usage in recent years.  An understanding of coupon redemption is important, particularly in understanding the suitability of coupons for segments so that budget and incremental sales for couponing campaigns and other integrated marketing promotional activities can be decided (Reibstein and Traver, 1982; Kitchen, 2010). However, this understanding is not limited to the ability to accurately identify and segment markets but also on attitudinal characteristics toward coupon redemption intention.  As such this paper examines differing attitudinal characteristics (attitude and subjective norms) and perceptions of coupon characteristics (coupon value and coupon expiration date) toward coupon redemption based on psychological and demographic segments of consumers who may well differ in their purchase motivations and accompanying decision-making. 
The paper trajectory is as follows.  A review of literature based on attitudinal characteristics (attitude and subjective norms) and coupon characteristics (coupon value and coupon expiration date) toward coupon redemption behaviour are provided.  The role of demographic and psychological segmentation in relation to redemption behaviour is then discussed.  Research methodology and findings are presented.  We conclude with recommendations for further research and nascent guidelines for marketing managers.   
Attitudinal characteristics: Attitude, Subjective Norms and Coupon Redemption Behaviour

The Theory of Reasoned Action asserts that behavioural intention is a function of attitude and subjective norms toward that behaviour (Fishbein and Ajzen 1975; Ajzen and Fishbein 1980).  Although both attitude and subjective norms are important in predicting behavioural intention, their predictive roles differ, as importance is highly dependent on the individual and situation. In cases where individuals do not care about how others think of them, subjective norms would carry little weight in predicting actual behaviour.  For those who place high emphasis on what others think of them, subjective norms would carry a heavier weight in predicting their behaviour. Similarly Bagozzi, Baumgartner and Yi (1991) add that behavioural intentions of people is a function of their subjective norms but not attitudes.  When compared to action-orientated consumers, this would be a function of attitudes but not affected by subjective norms. In this regard, Mittal (1994) states that the degree of coupon usage by consumers is determined by their attitudes toward coupons. Moreover, in a collectivist society social factors strongly influence consumers’ attitudes toward coupon usage (Huff and Alden, 1999).

Coupon Characteristics: Coupon Value, Coupon Expiration Date and Coupon Redemption Behaviour
Most research on coupon redemption and utilization can be categorized into two dimensions.  The first concentrates on the antecedents that prompt consumers to use coupons and define the characteristics of consumers who are “coupon prone” (Narashimhan, 1984; Bawa and Shoemaker, 1987; Levedahl, 1988).The second focuses upon modelling coupon usage rate based on coupon characteristics, such as investigating the effect of such characteristics on redemption intention (Shoemaker and Tibrewala, 1985) and behaviour (Reibstein and Traver, 1982).   Bawa, Srinivasan and Srivastava (1997) however, assert that coupon characteristics attractiveness need to be taken into account when measuring consumer coupon proneness; as both criteria are important in predicting redemption rates. On a similar note, Ramaswamy and Srinivasan (1998) stress the importance of coupon characteristics on redemption intentions and argued that most of the time there is a gap between intention and actual behaviour, and that coupon characteristics are crucial in closing the gap.  In this paper coupon characteristics are defined as coupon value and expiration date.  Discussions of both follow:

a) Coupon Value (Perceived Economic Benefits)

The net benefit of using a coupon is a function of the benefits gathered minus the costs involved (e.g. economic and psychic benefit and substitution and effort costs) of using coupons.  The perceived importance of  each of the components by consumers will directly influence coupon redemption intentions For example, if a consumer perceives  a higher economic and psychic benefits of using a coupon relative to his/her perceived substitution and effort costs, then his/her redemption intention will be higher than otherwise. Many related studies acknowledge that there is a positive relationship between coupon face value and redemption intention/rate (Ward and Davis, 1978; Shoemaker and Tibrewala, 1985). As such, it can be anticipated that the higher the coupon face value, the higher the redemption rate for a particular couponing campaign (Reibstein and Traver, 1982; Bawa et al., 1997). However, the perceived value of a coupon might vary across different segments of consumers although it presents the same face value; as it offers different perceived economic benefits to each consumer segment. In that, it can be suggested that the perceived coupon value is comparable to the perceived economic benefits that a coupon will bring to a consumer if redeemed. Again, the higher the perceived coupon value is, the higher redemption intention.

b) Coupon Expiration Date

Coupon expiration date refers to the validity period of a coupon wherein  consumers can access promised benefit(s) (Kim, Nam and Jang, 2006). A number of studies have been conducted to investigate the relationship between coupon expiration date and redemption intention. However,  results are varied. According to Bowman (1980), redemption rate is at its peak immediately  after coupon issuance and drops rapidly thereafter. However, Inman and McAlister (1994) suggested that consumers will make an effort to remember the coupon expiration date as the date approaches and attempt to redeem it to avoid economic loss. Lee and Yeu (2010) also found that coupon expiration date was positively correlated to coffee shop coupon redemption intentions in Korea.

c)  Coupon Redemption Behaviour
Behavioural intention has been found to predict actual behaviour (Fishbein and Ajzen, 1975): “
Intentions are indications of how much effort a person will put into performing certain behaviour; the stronger the intention to engage in a certain behaviour, the more likely that performance” (Ajzen, 1991, pg.181). 
Thus, intensity intention is positively correlated to actual behaviour and intention to act is the strongest predictor of actual behaviour. Ramaswamy and Srinivasan (1998) logically suggest that redemption intention will be formed before the actual behaviour of redeeming which takes place later as coupon redemption is not performed immediately.  Exceptions do exist as in Canada, Italy, and France where immediate price-off promotions are made available on selected items (so much better than the chore of saving coupons and remembering to redeem). Leaving these innovation aside, it  is rational to use coupon redemption intention as a proxy to predict actual redemption rates.
Why study demographic and psychological segments?

Gender, income and household size (Hill and Harmon, 2009; Teel, William and Bearden, 1980; Bawa and Shoemaker, 1987) are demographic variables used to examine consumer characteristics in couponing. Studies tend to correlate demographic variables to coupon redemption behaviour.  However, the findings across all studies are inconsistent.
For example, Cotton and Babb (1978) indicate a negative relationship between household size and redemption behaviour; Teel et al. (1980) and Bawa and Shoemaker (1987), on the other hand, show that redemption behaviour is positively correlated to household size.  A Nielsen survey (1980) revealed that coupon usage was then positively correlated with income and household size.  Five demographic variables were determined from previous studies and are used here as the basis of the demographic-based segmentation for this study: Gender, Household Income, Ethnic, Job Group and Household Size. Each are discussed:
(1) Gender: Males have traditionally considered shopping as an activity driven by need to buy, while females have viewed it as more intrinsically satisfying (Campbell, 1997).  A recent study by Hill and Harmon (2009) found that females are more inclined toward bargain shopping and have more positive attitudes toward coupon usage. They also found that male respondents are concerned about time and image implications of coupon submission. 

(2) Household Income: A few coupon studies revealed that, contrary to the expectation that lower household income group would be more coupon prone, higher household income groups generally had  a positive relationship with coupon usage (Blattberg et al , 1978; Teel et al., 1980; Bawa and  Shoemaker, 1984). Nevertheless, some studies found the results varies across household income groups - while one group has high coupon redemption, the next group has low redemption, and so forth (Cotton and Babb, 1978; Nielsen, 1985; Narasimhan, 1984).  This has not stopped this variables being continually incorporated in many studies.
(3) Ethnicity: Coupon studies among US ethnic groups found that coupon redemption activity was largely influenced by culture (Donthu and Cherian, 1992; Hernandez and Kaufman, 1989; Tat and Bejou, 1994).  In the Malaysian context, Lai, Chong, Sia, and Ooi (2010) found that Malay and Chinese, the two major races in Malaysia, who differ in culture and religions, are dissimilar in purchase decision making, product selection and the ways in which they respond to advertisements or  sales promotion,  Given this, it is reasonable to suppose  that there may well be differences between ethnicities  in Malaysia in terms of  coupon redemption intention.

(4) Job Group:  The major cost of coupon usage is the effort and time taken to obtain and redeem. Strang (1981) suggested there was a slightly higher tendency for non-working consumers to utilize coupons. As different job groups have different work commitments, there may well be differences in terms of coupon redemption intentions.  

(5) Household Sizes: Although this may seem to be positively correlated to coupon usage, Cotton and Babb (1978) found that this criteria was negatively correlated to deal promotions in their study on dairy product promotion. This proved exceptional, however, as many subsequent studies revealed that the larger the household size, the higher the coupon usage (Teel et al., 1980; Nielsen, 1985; Bawa and Shoemaker; 1987).  Additionally, Murthi and Rao (2012) found that large families and deal-prone families are more likely to evaluate prices on more occasions.
Several studies have also indicated that psychological attributes are pertinent to consumers’ coupon usage behaviour and redemption (Lichtenstein, Netemeyer and Burton, 1990; Ramaswamy and Srinivasan, 1998; Rud, 2001; Martinez and Montaner, 2006; Zhang and Zhang, 2007).  For instance, Bawa and Shoemaker (1987) classify consumers based on their response to coupons.  For example, consumers who are more responsive to coupon promotion are classified as ‘coupon-prone’, while less responsive consumers are known as ‘non-coupon prone’.  Ramasamy and Srinivasan (1998), on the other hand, classify responses into three typologies: Coupon Chasers, Easy and Picky Couponers.  In addition, several scholars (e.g. Lichtenstein et al., 1990; Wells and Tigert, 1971; Laurent and Kapferer, 1985) found that coupon usage behaviour and redemption depend on coupon proneness, value consciousness, price consciousness and brand involvement.  Whilst manufacturers are feeling the pressure to retain their ‘Value Conscious’ consumers by promoting their national brands (Ailawadi, 2001), the attractiveness of store brands sales promotions cannot be ignored as more and more consumers are buying this type of brands and retailers are heavily promoting their store brands (Ailawadi, Neslin and Gedenk, 2001). According to Ailawadi et al. (2001), promotion usage depends on different psychographics behaviours. For example, national brand usage and store brand usage are two different segments (Ailawadi et al., 2001). While national brand usage (known as out-of-store promotion) like coupons, enjoy and plan their shopping with low store switching cost, the store brand usage on the other hand, will focus on more everyday low price store brands and do not mind compromising the product quality (Ailwadi, 2001). Martınez and Montaner (2006) further explains coupon proneness group are the in-store promotions consumers that are price consciousness and attach less importance to the product quality,  enjoy planning and shopping, usually an impulsive buyer and  enjoy brand switching. However, both segments do accept/use sales promotions and there is also the one that do not use at all (Ailawadi 2001). Thus, although it may hurt the national brand’s market share, image and encourage price sensitivity in the long-term, manufacturer still spend enormous amount of sales promotions to encourage sales due to the potential segments that may uses both store brands and national brand promotions (Ailawadi, 2001).
Thus, this study will use psychological attributes (coupon proneness, value consciousness, price consciousness and brand involvement) and apply these as the basis of segmentation vis-a-vis consumer’ attitudinal characteristics, and perception of coupon characteristics and redemption behaviour.  Psychological attributes include:
1. Coupon Proneness: Consumers who respond to deal offers have been referred to as ‘deal prone’, Thaler (1983) suggests that deal prone consumers are those who make purchase decisions primarily because of availability, and not due to a need for a particular product or service. Hackleman and Duker (1980) assert that a deal prone consumer is one who finds it very difficult to decline a deal. Zeithaml (1988) moreover, indicates that most deal prone consumers use coupons as an extrinsic signal of good deals and rely on them without further evaluation of  price relative to other brands. Some authors claimed  that the reason coupon prone consumers take up a coupon is not because of economic benefits received or anticipated, but the emotional involvement and sense of achievement they enjoy through the act of redeeming coupons (Schindler, 1998; Garretson and Burton, 2003).  All these findings suggest that, coupon prone consumers will have high redemption intentions toward coupon offers.
2. Value Consciousness is characterized by Zeithaml (1988, pg.14) as “the consumer’s overall assessment of the utility of a product based on what is received and what is given”. It is also defined as consumers’ concern for the price paid and  quality received (Lichtenstein, Ridgway and Netemeyer, 1993). Both definitions are consistent with the conceptualization by Monroe and Petroshius (1981) where value is illustrated as the ratio of quality to price. A value conscious consumer is more likely to redeem a coupon due to increase in value because of the lesser cost paid  due to coupon offers; contrary to the coupon prone consumer who enjoys the coupon offers regardless of the value offered.
3. Price Consciousness refers to consumers who are always searching for the best lowest price. Lichtenstein et al. (1993) suggest that price consciousness can be explained narrowly as the degree to which the consumer focuses absolutely on paying low prices. They are more likely to purchase products or brands because of the lowest perceived price offered among  brand or product categories and without considering other factors, such as quality and features. They are highly sensitive to price-oriented promotion which seems to offer the best lowest price. As coupons are   a price-oriented promotional tool, the chances of price conscious consumers redeeming the coupon are expected to be high if the coupon offered is perceived to provide the best lowest price.
4. Brand Involvement. Consumers may vary greatly in decision-making processes and information search based on brand involvement (Laurent and Kapferer, 1985). Brand loyalty refers  to repetitively repurchasing the same brand over a period of time (Lin, Wu and Wang, 2000).  Highly brand loyal consumers are less sensitive to other brands promotional activities (Neslin and Shoemaker, 1993). Most importantly, previous studies on coupon usage indicate that brand loyalty is negatively correlated to coupon redemption intentions (Teel et al., 1980; Bawa and Shoemaker, 1987). 

Why study coupon characteristics/attractiveness?
Prior studies on coupons can be categorized into two broad streams. While one stream relates coupon redemption to individual consumer variables/characteristics (see Narashimhan, 1984; Bawa and Shoemaker, 1987; Levedahl, 1988; Mittal, 1994); the other stream concentrates on modelling coupon characteristics on redemption rates (Henderson, 1985; Shoemaker and Tibrewala, 1985). However, Bawa, Srinivasan and Srivastava (1997) argue that coupon attractiveness needs to be taken into account when measuring coupon proneness; as both criteria are important in predicting redemption rates. Many coupon studies revealed a positive relationship between coupon face value and the redemption behaviour and redemption rate (Ward and Davis, 1978; Shoemaker and Tibrewala, 1985; Reinstein and Traver, 1982; Bawa et al., 1997). Studies on coupon expiration date have generally resulted in inconsistent findings. Bowman (1980) claims that the redemption rate of a coupon is at its peak immediately  after coupon issuance and drops rapidly thereafter, while Inman and McAlister (1994) argue that consumers will make effort to redeem a coupon when the expiration date approaches, hence the redemption rate will be at its peak  then. Reibstein and Traver (1982) suggest that coupon delivery vehicles play an important role in redemption rates. Chakraborty and Cole (1991) also suggest that ease in obtaining and redeeming a coupon will impact on coupon usage positively. Due to these inconsistencies, it is difficult to discover whether these criteria apply in a Malaysian context or not.  Thus, incorporation of coupon characteristics  seems appropriate.

This research will therefore examine the differences between demographic-based segments and psychological-based segments of consumers in terms of their attitudinal characteristics, perceptions of coupon characteristics and redemption intentions. The next section describes the research methodology. 

Methodology

Instruments and Selection of Measures  
Measurements utilised are adopted from established scales with minor adjustment to fit the Malaysian context.  The survey questionnaire was divided into five parts:

· Demographics: gender, age, marital status, education level, ethic group, occupation, household income, and household size.

· Coupon redemption data: number of coupons redeemed per month and coupon redeemed product category. 

· Psychological segments represent four different groups - (1) Coupon Proneness (eight items); (2) Value Consciousness (seven items (both taken from Lichtenstein et al, 1990), (3) Price Consciousness (four items from Wells and Tigert, 1971), and (4) Brand Involvement (six items from Laurent and Kapferer, 1985). 
· Attitudinal measures (five items) and subjective norms (five items) toward act of redeeming coupon were both adapted from Shimp and Kavas (1984). Coupon value, was adapted from Mittal (1994) while three items on coupon expiration date were adopted from Lee and Yeu (2010).
· The final part comprised of five items on redemption intentions adapted from Lichtenstein et al. (1990). 
All items were evaluated using 7-point Likert scales where 1 indicated ‘strongly disagree’ and  7 ‘strongly agree’;  three items of coupon expiration date were measured using the semantic-differential scale where  scale anchors were short/long, dissatisfied/satisfied and unsuitable/suitable.  For coupon type, a dichotomous (Y/N) scale was used.  
Sampling Procedure

Data was collected through convenience sampling where questionnaires were distributed and collected through ‘mall intercept’ to shoppers in malls in the vicinity of the  Klang Valley ( a major shopping area) in Malaysia. Although convenience sampling was applied, ethnic and gender composition of the population was used as guide to ensure sufficient Malays, Chinese and Indians respondents were included, as well as male and female respondents. The survey questionnaire was pre-tested with 20 respondents to check for any bias or ambiguity and adjustments made before data collection commenced. 
Data Analysis

In order to examine differences between psychological and demographic segmentation in terms of  attitudinal characteristics; coupon characteristics, and  coupon redemption intentions, analysis began with profiling respondents into the four proposed psychological-based segments (i.e. Coupon Proneness; Value Consciousness; Price Consciousness and Brand Involvement) using exploratory factor analysis (EFA) via the  principal component extraction method. 
EFA and zero order correlation were also performed on all other variables to ensure construct validity of the attitudinal and coupon characteristics and coupon redemption intentions. Specifically, the underlying construct of the items were retained if they loaded 0.5 or more on a factor; did not load more than 0.5 on two factors, and if the reliability analysis indicated an item to total correlation of more than 0.4 (see Hair et al., 1998). Whilst EFA was used to profile the psychological-based segments, demographic-based segment was determined by using the ddescriptive technique. This procedure was then followed by ANOVA with Post-Hoc to examine differences between the two segments on the three variables of interest. 
The Findings
Response Rate and Respondents Profile

A total of 320 questionnaires were distributed through ‘mall intercept’ to shoppers and offices in the vicinity of Klang Valley, Petaling Jaya and Kuala Lumpur (in Malaysia). There were 255 returned responses, and 3 were discarded due to incomplete information. The overall response rate was 78%. The demographic-based segments were:  male 36.9% (n= 93), 63.1% female (159). The higher female respondents here were due the fact that majority of the shoppers were female. As for ethnicity, the Malay ethnic constituted 40.5% (n=102), Chinese 45.2% (n=114), while Indian ethnic made up of 10.3% (n=26) and other ethnic 4.0% (n=10). Malays were somewhat under-represented.  About 56% (n=114) of the respondents were single, 42.4% (n=107) were married and 1.6% (n=4) were widowed/divorced.  As for Age, majority of the respondents fell in the age group of 22-30 (n=117 or 46.4%) and 31-40 (n=90 or 35.7%), only 12 were below 21 and 9 were in the age group of 51-60.  54% (n=136) of the respondents had a bachelor degree, 11.5% or 29 had postgraduate degree, 19.4% or 49 were Certificate or Diploma holders while 11.5% (n= 29) had Secondary/High School education. Professional certificate holders only made up of 3.2% (n=8). The education background of the sample was consistent with the characteristics of urban community population where the sample was drawn from. 38.1% (n = 96) of the respondents were executive, 22.6% (N=57) were managers or professional. Students made up 11.9% (n=30) while non-executives were 9.5% (n=24), other occupation categories included were self-employed/business owner 6.0% (n=15), supervisor 1.6% (n=4), not working/retired 2% (n=5) and others 8.3% (n=21). 

In terms of monthly household income, 44% (n=112) of the respondents had a monthly household income in the range of RM2,000 - RM5,000
. About 19.4% (n=49) earned between RM5,001-RM8,000. 43 of the respondents (17.1%) earned less than RM2,000 per month while 9.5% (n=24) of them earned between RM8,001-RM10,000. Only 9.5% (n=24) earned more than RM10,000 per month. As for household size, 31.7% (n=80) had 5 or more family members, 21.8% (n=55) had only 1 member, 19% (n=48) had 4 members while household which had 3 family members constituted 14.7% (n=37) and lastly those had 2 family members constituted 12.7% (n=32). The high number of the single member household was consistent with the characteristics of the urban community, especially in Petaling Jaya and Kuala Lumpur where many of the population were originally from other states or sub-urban areas, who work in this vicinity due to higher job opportunities.  Summary of the respondents’ profile is listed in Table 1 below.
Insert Table 1 about here
Initial Analysis - Psychological Segment and Attitudinal Variables, Coupon Characteristics and Coupon Redemption Behaviour

EFA was conducted for the four proposed segments, attitudinal (attitude and subjective norms) and coupon characteristics (coupon value and expiration date).  Principal component analysis revealed that the presence of six components with eigenvalues exceeding 1, explained 28.97%, 12.62%, 9.75%, 6.61%, 5.45% and 4.07% of the variance respectively.  An inspection of the resultant scree plot revealed a clear break after the fourth component; and consistent with previous work, (e.g. Lichtenstein et al., 1990; Wells and Tigert, 1971; Laurent and Kapferer, 1985), it was decided to retain only the first four components since the other two components were not theoretically meaningful. Table 2b exhibit these four psychological-based segments. The process then continues to assign each of the respondents to relevant psychological-based segments (i.e. a respondent could falls under one of these groups: coupon proneness, value conscious, price conscious or brand involvement). This process is guided by Lichtenstein et al., 1990. The process is done by calculating mean scores for each segment variable mentioned above based on the items retained in EFA. Once this is done, respondents were then assigned to their respective segment based on the highest mean score they obtained in one of the variables. For example, respondent 1 score highest in coupon proneness was then assigning to this group. This process was then repeated throughout all 255 respondents and Table 2c below shown the descriptive results for each segments derived.    
Discriminant validity was tested for the four psychological dimensions by using Pearson Product-Moment Correlation Coefficient. The results, r range from 0.281 to 0.433 (p ˂ 0.01, n = 252) confirmed that there were weak correlations between the four variables, discriminant validity were supported and supported  the use of coupon proneness, value consciousness, price consciousness and brand involvement as separate variables. The internal reliability of the measures was performed using the Cronbach’s Alpha  and  all were above the recommended level, for example, coupon proneness (.87), value consciousness (.84), price consciousness (.71), brand involvement (.83). The details are shown in Table 2a - 2c below:
Insert Table 2a-2c about here
In terms of attitudinal variables, coupon characteristics and coupon redemption behaviour, factor analysis revealed that presence of five components with a total of 79.11% of the variance explained. The five-component solution explained a total of 79.11% of the variance; their respective contributions were: Component 1, 48.62%; Component 2, 10.19%; Component 3, 8.88%; Component 4, 6.85% and Component 5, 4.57%. The internal reliability of the measures was performed using the cronbach’s alpha test and all were above the recommended level, for example, subjective norm (.95), attitude (.91), coupon value (.92), expiration date (.90) and redemption behaviour (.89).

Testing Differences - Psychological Segment and Attitudinal Variables, Coupon Characteristics and Coupon Redemption Behaviour

A one-way between-groups analysis of variance with post-hoc tests was then conducted to explore whether there were significant differences between the mean scores on the attitudinal variables, coupon characteristics and coupon redemption behaviour variables across the four derived psychological-based segments: coupon prone, value conscious, price conscious and brand involvement respectively.  There was a statistically significant difference at the p ˂ 0.05 level in the Attitude toward the act of redeeming coupons: F(3, 248) = 4.0, P = 0.008 and Redemption Intentions: F(3, 248)= 3.8, p = 0.11 for the four segments. Post-hoc comparisons using the Tukey HSD test indicated that the mean score of Attitude towards the act of redeeming coupons for Coupon Prone (M = 5.26, SD = 0.87) was significantly different from Value Conscious (M = 4.58, SD = 1.02). Price Conscious (M = 4.91, SD = 1.09) and Brand Involved (M = 4.64, SD = 1.22) did not differ significantly from each other and also Coupon Prone and Value Conscious.

As for Redemption Behaviour, mean score for Price Conscious (M = 4.45, SD = 1.10) was significantly different from Brand Involved (M = 3.70, SD = 1.53). Coupon Prone (M = 4.43, SD = 1.00) and Value Conscious (M = 3.97, SD = 1.16) did not differ significantly from each other and also from Price Conscious and Brand Involved. Besides that, there were no significant differences in the mean scores for Coupon Value, Coupon Expiration Date and Subjective Norms across the four psychological-based segments. 

The ‘Coupon Prone’ group has the most positive attitude toward coupon redemption, while ‘Value Conscious’ has the least positive attitude. The result is not surprising as ‘Coupon Prone’ (Deal-prone) consumers by definition are those who constantly looking for good deal while coupon promotion is only one kind of deal offered by marketing. As for ‘Value Conscious’ consumers those who constantly compare what they paid with what is received. As such, their least positive attitudes among all the psychological-based segments in the act of coupon redemption might be due to their perception that the  value or benefit offered by the coupon is not comparable to the perceived quality of the product that they will receive. In other words, ‘Value Conscious’ consumers might perceive the value offered by the coupon to be  relatively low compared to the product quality that they will receive, hence not worthy of redemption. The findings are summarized in Table 3: 
Insert Table 3 about here
Testing Differences – Demographic Segment and Attitudinal Variables, Coupon Characteristics and Coupon Redemption Behaviour

A one-way between-groups analysis of variance with post-hoc tests was conducted to explore whether there were differences between the mean scores on the variables under investigation across the demographic-based segments - Household Income, Ethnicity, Occupation and Household Size. There was a statistically significant difference at the p ˂ 0.05 level in the Redemption Intentions: F(4, 247) = 3.0, p = 0.02 for the five different income groups. Despite reaching statistical significance, the actual differences in mean scores between the groups were small, the effect size, calculated using ETA squared, was 0.046. Post-hoc comparisons using the Tukey HSD test indicated that only the mean score of Redemption Behaviour for Group 1 (Below RM2,000) (M = 4.57, SD = 0.91) was significantly different from Group 3 (RM5,001-RM8,000) (M =3.83, SD =1.34 ) and Group 4 (RM8,001-RM10,000) (M = 3.70 , SD =1.17 ). The results revealed that the lowest household income group (Below RM2,000) had the highest redemption behaviour as compared to those in higher Household Income Group. This could be explained as the lowest household income group is likely to have the highest financial constraints compared to other groups and the perceived savings provided by coupons will help them in their expenditure while those in  higher household income groups are less sensitive to coupon promotions due to their relatively lower financial constraints. 

Interestingly, there was a statistically significant difference across all ethnicities (at the p ˂ 0.05 level in Redemption Intentions: F(3, 248) =5.6, p = 0.01) for the four ethnic groups. The effect size, calculated using eta squared, was 0.063, which indicated a medium effect size. Post-hoc comparisons using the Tukey HSD test indicated that only the mean score of Redemption Intentions for Malay ethnic (M = 4.40, SD = 1.08) was significantly different from the Chinese (M =3.83, SD =1.25) and Indian ethnicities (M = 3.59, SD =1.37). In particular, the difference in Redemption Behaviour across Malay, Chinese and Indian ethnicities is likely to be due to cultural differences between the ethnic groups which affect their motivation to redeem coupons. For example, the Chinese ethnic group were  found to be more concerned about “face saving” and personal social status as compared to Malays (in accord with Lai et. al, 2010).  According to Bonnici, Campbell, Fredenberger and Hunnicutt (1996), the worries about “losing face” is one of the main deterrents to coupon usage among this group.  This may well explain why this ethnic group have lower coupon redemption intentions here.

In terms of Job group, there was a statistically significant difference at the p ˂ 0.05 level in the Redemption Behaviour: F(7, 244) =2.7, p = 0.01 for all eight job groups. The effect size, calculated using eta squared, was 0.074, which indicated a medium effect size.  Post-hoc comparisons using the Tukey HSD test indicated that only the mean score of Redemption Intentions for Job Group 1(Managerial/Professional) (M = 3.55, SD = 1.20) was significantly different from Job Group 5 (Student) (M =4.53, SD =0.88), p ˂ 0.05. There were no significant differences on other mean scores across the Job Groups for the variables under investigation. The difference in Redemption Behaviour for Job Group 1 (Managerial/Professional) and Job Group 5 (Student) is likely to be due to the perceived savings provided by coupons may be of less value  for Managers or  Professionals. Members of these groups are less likely to trade-off time to obtain and redeem coupons. On the other hand, students seem to have more time for shopping, and with accompanying financial constraint, coupon redemptions may well seem to provide  some saving.

Finally, household size was statistically significant difference at the p ˂ 0.05 for Coupon Value: F(4,247) = 2.6, p = 0.036 with Post-hoc comparisons using the Tukey HSD test indicated that only the mean score of Coupon Value for Group 1 (for example, the Single member household) (M = 4.50, SD = 1.29) was significantly different from Group 5 (5 or more members) (M =5.02, SD =1.01). Thus, the larger the household size, the more positive their attitudes toward coupon value and redemption (note, most respondents were shopping for household consumption; i.e. it depends on who is doing the shopping). This could be explained by consumption volume which normally more in larger compared to smaller households. Economic savings provided by coupons are perceived to be advantageous. However, perceived savings extended by y coupons may be seen as insignificant by smaller households who have lower consumption levels. These results are exhibited from Table 4a – 4e below.
Insert Table 4a-4e about here 
Discussion

The findings indicate that the ‘Coupon Prone’ segment have the most positive attitude towards coupon redemption compared to other segments. This is not surprising as ‘Coupon Prone’ or ‘Deal Prone’ consumers do not redeem coupons purely for economic benefits, but they experience a sense of happiness as a result of the redemption process and action. In contrast, the ‘Value Conscious’ group has the lowest mean attitudinal score toward coupon redemption which is significantly different from the first segment. One reason could be perceived product quality of couponed brands was perceived to be low by ‘Value Conscious’. According to Ailawadi (2001), although store brand promotion explain high margin for retailers, manufacturers could combat this by offering an-on-going national brand sales promotion. Nevertheless, the on-going sales promotion do hurt the market share of a brand (particularly to the Value Conscious’ group) who do not wish to trade quality with promotion and conclude that retailers needs to balance the promotion between the two categories (Ailwadi, 2001). On the other hand, the ‘Price Conscious’ segment have the highest redemption intentions. As these consumers are defined as those who focus solely on the lowest price available, they are likely to be more sensitive to all kinds of price reduction promotion, including coupons. This corresponds with findings from previous studies i.e.  Moran (1990) who found that consumers with a propensity to coupons also and Tat and Bejou (1994). Ailawadi et al. (2001) also found that the store brand user is among the price conscious group who buy at the expense of quality and high store switching. 
As for Subjective norms, Coupon Value and Coupon Expiration Date, the results revealed that there were no significant differences between the segments. However, from the mean scores obtained for each segments, ‘Coupon Prone’ and ‘Price Conscious’ are generally more positive toward these few variables as compared to ‘Value Conscious’ and ‘Brand Involved’ consumers.

Comparison across demographic variables revealed that several variables contributed directly or indirectly to differences in consumers’ redemption intentions. Here, Household Income, Ethnicity and Job Group did exhibit differences in redemption intentions while Household Size also impacted perceptions of coupon value which positively correlated to redemption intentions.  Generally, the findings showed that the higher the household income, the lower the redemption intentions, this could be explained that those belong to higher household income groups are less sensitive to perceived savings provided by coupons. 

As for Job Group, Managerial / Professional have lower redemption intentions as compared to Student; this might be due to the coupon savings are perceived less worthy relative to the efforts needed to obtain. 

The findings also revealed differences in redemption intentions across ethnic groups. The Malay ethnic group have the highest redemption intentions which significantly differ from Chinese and Indian. According to Bonnici et al (1996), one of the underlying factors that deterred Chinese consumers from using coupons is they feel embarrassed or may lose face in using coupons during shopping. This was also confirmed in a recent study by Lai et al. (2010) comparing culture and consumer behaviour between Malay and Chinese in Malaysia, who found that the  Chinese group are  concerned about “face saving” and personal social status as compared to Malays. Jamal, Peattie and Peattie (2012) further discuss that cultural mindset appeared to play an important role in shaping ethnic consumer decision making and this depends on the nature of shopping context. For example, their research is based family shopping for food in the UK and they found that sales promotion explain the ethnic consumers decision making in different ways. For example, price promotions appear to provide important savings to consumers and improve their overall shopping experience however they also found that money savings are linked with ethnic consumers’ ability to engage in mental calculations, perceived attractiveness and relevance of offer and can make consumers think negatively about a brand if they perceive an offer to mislead or represent any other form of wrong-doing by the brand (for example by making tokenistic offers). Thus, this evidently impacts redemption behaviour. 
The larger the household size, the more positive are perceptions towards coupon value. This phenomenon might be due to higher consumption volume in big households as compared to smaller households. The economic savings provided by coupons are bigger due to their usage volume. Consistently, Murthi and Rao (2012) found that large families and deal-prone families are more likely to evaluate prices on more occasions. The savings provided by coupons for small households maybe deemed as negligible by consumers because of their minimal consumption. While the comparison of mean scores across gender, there were no significant differences on all variables.

Conclusion

In this study, psychological-based and demographic-based segmentation were utilised to derive the respective segments to explore the differences between the segments derived on their attitude and subjective norms toward the act of redeeming coupon, perception on coupon value and coupon expiration date, as well as their coupon redemption intentions. Both psychological-based and demographic-based segmentation do provide, to a certain extent, significant results on the objectives of this study: to explore and identify differences between segments derived on the variables under investigation.

In particular, the findings of the study revealed that the majority of Malaysian consumers are ‘Value Conscious’ (57.5%). They have the least positive attitudes toward coupon redemption and were also relatively low in terms of coupon redemption intentions. While ‘Coupon Prone’ consumers have the most positive attitude toward redeeming coupons, this segment only constituted 11.5% of the consumer population. ‘Price Conscious’ consumers do have the highest coupon redemption intentions among the psychological-based segments. However, this segment only constituted 15.1% of consumer population, which is relatively low as compared to ‘Value Conscious’ consumers (57.5%).

As from the examination across demographic-based segments, the results revealed that the higher the household income and the managerial or professional category will tend to have lower redemption intentions. The most interesting finding perhaps lies within the ethnic variable and could offer some new insights to marketers of whom to target if coupon to be used as part of their promotional campaign. For example, the Malay ethnic which constitute the largest ethnic population in the country has the highest redemption intentions among all the ethnics which significantly different from Chinese and Indian. Malay ethnic has the highest redemption intentions which significantly different from Chinese and Indian. 

Although previous work on couponing redemption studies were centred around demographic variables, due to the inconsistent findings, this findings could not be generalised to other cultural context or other countries. For example, for Income, some studies found it is positively correlated to coupon usage (Teel et al., 1980; Bawa and Shoemaker, 1987), while others found the results are varied, where the coupon usage is high for one income group, then low in the next group, and high again in the subsequent group (Nielsen, 1985; Narasimhan, 1984).  This study found that particularly in the research study’s context, marketer could target the ‘Malay’ ethnic in its sales promotion if coupon is to be used in their sales promotion campaign. 

Implications

Evidently, couponing campaign can be used to increase incremental sales if the target market is known to be highly coupon prone. However, in the context of Malaysia based on the findings here, most Malaysians fall under the category of ‘Value Conscious’ as compared to ‘Coupon Prone’, ‘Price Conscious’ and ‘Brand Involved’. The findings also revealed that the attitude of ‘Value Conscious’ (57.5%) towards the act of redeeming coupons is the lowest among the four psychological-based segments. ‘Value Conscious’ also have relatively low redemption intentions as compared to ‘Coupon Prone’ and ‘Price Conscious’. In order to capture a broader market, managers may consider apportioning their promotion funds appropriately but not to allocate all their funds into a couponing campaign. This also constitute the potentiality of using non-price brand sales promotion to this large segment. Marketers  may also consider allocating budget to  advertising or other means of promotion in order to create brand awareness and build brand equity to increase the perceived value of their products, especially to ‘Value Conscious’ consumers , which may  help widen their target markets. Instead of only capturing the ‘Coupon Prone’ and ‘Price Conscious’, they will have higher chances to attract the ‘Value Conscious’ to participate in the coupon promotion if they are able to increase the perceived value of their products to this group.

On the other hand, the results from demographic-based segments revealed that the couponing promotion likely to be a more successful one if the target markets are students; from low household income group (monthly household income below RM2,000); has big household size (5 or more family members) and Malay ethnic. Interestingly, ethnic has certainly impacted decision making of the consumers. While Malay ethnic is more likely to redeem their coupon, the Chinese ethnic are not. This is important to be realised by managers as to communicate the right message to the different segments because to the Chinese it will be embarrassing for them to redemption the coupon and if wrong messages are given by marketers could cause irritation or frustration. For example, when targeting ethnic consumers, managers should specifically focus on the range of benefits valued by a specific segment and try their best to avoid those that caused irritation and frustration (Jamal et al., 2012). In line with Cui and Choudhury (2002), unique cultural experiences and tendencies can also result in differences in motivations and responses to marketing activities such as sales promotions. Even when ethnic consumers may not have a unique need for certain products, they can still be more responsive to marketing activities if these activities reflect cultural values and tendencies. Thus, in the Malaysian context, different message need to be communicated to the different ethnics groups. 
Limitations of the Study and Further Research 
There are some limitations here. First, the sampling frame was limited to consumers in the Klang Valley and Kuala Lumpur (urban community). As such, the results should be read with caution as not to overgeneralize to reflect the overall Malaysian consumers, as the rural area population were not included in the research. The distinctive dissimilarity in socio-economic status, lifestyles and the psychographic profile between urban and rural consumers might cause further differences in their coupon redemption intentions.  Further research may clarify this.

Secondly, this study was done generally across a few product categories: fast food, household cleaning products, canned food/drinks and personal care products. However, previous coupon studies argued that coupon redemption behaviour varies with product categories. Differences arise possibly due to different factors: average price level, purchase frequency, coupon availability, brand loyalty, etc. 

Further research will be needed to investigate on the effectiveness of coupon as a promotional tool for a particular product category will provide better insights for managers to design their couponing campaign. Also, it is suggested that further research can be done on consumers’ preferences on different types of promotion tools, such as price-oriented promotion (coupon, in-store price discount) to non-price promotion (buy 1 free 1, sweepstakes) to provide better ideas for managers to decide on the best promotional tools or mix of promotional tools to increase their market shares. Despite these limitations, the research has displayed conformity to other papers in the sales promotion domain. Evidently, price related couponing promotions need to be carefully aligned with correct understanding of segment perceptions, redemption intentions, and related behaviour.  Despite the non generalizability of the findings, there is sufficient evidence to show that coupons need to be carefully targeted to appropriate demographic or psychological segments.  For example, it may be better to target different segments with different (albeit related) promotion, some price related, some brand equity related. Given an antipathy by some segments to collect or redeem coupons in store, other methods of obtaining benefits (i.e. online) come to mind.  Certainly, attention is drawn to understanding the dynamics of served markets, and not in assuming that the old mass markets of yesteryear are still pertinent in today’s world.
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