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5T B 5t B0 P 3 18 4K F 3 (Lamberton and Stephen,,
2016), KTz TR SCHRAT 2 T 7E— 20 59w FIA
R BT UMEGEARAY TLE DT MR E
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P e T AR 504547 A 55 A 520, Krishna 45 (2002)
RVEM R 5 AL B 25 52 B T B M i o %
ORI A HsE . BRI, ARSI & B BRI
E—2 F= 5 A YA 5T U 5 B R A S A AR 5

- 17 -



2021.6

W gEes- kA (ERAR)

MARKETING

K.

ARTCNE 25 S A R B S5 1 SR ST T AR HL
(4 116 M & S5 (O 2L 8 55 00 9% o i o 22 (1]
KRR ST T ICo 0T . WFFE R L B, L EE
LR A TE AT A TR e DA S
HR/NK 0331, A, ASGRKILT 2R SR
TR ZE 7= S RRAE R 38 R 2 8 R AE R R X 2
V5590 9% e 1 22 ) A 56 R LA B T VR
TEPL SR BT R, SO0 B 25 0 O 25 B R
EL BT 0 (55 & AT ) T =Xk A T TR s 2 2
TR PR 1) 7= S R R, 0 B S5 00 5T B X 2%
4 M b7 ) T [ S0 B 5 > ST 9 2 b S AR
HIR(GL T St i, o s B X 2 Uik
(4 IE ) SE MRS o A6 I ARAE B 2, 2 P B
R AR 7= R 2 AR (5 S ) B, DI B K 9
) 1, P 5 00 658 /1N 5 A P 4D it L %) 7 et A A 2
R X R IBIFTE S, I 2 e S e SR e
AR O B 5 0 D B ) B AT 2R REE R R
AT, 2491 2 5 2SO0 B A b o BB 3 S iz 3 2%
H VAT I A 1R B, L B B X
B0 S ) RE M AN

ARWFFEEAE T — N TR N ES
TH % X B 5 0 oL 1 e AT AE B, A R F 255 i
AN TR 155 55 PR 22 X 21 2 i g A B 5 1 9 R
WA eA B TR A E e i HAR AT 58 A — Uk
B MNE RS SRR A RGBT WL RE R Al ik
THARI T BRI A 7 F A HE R 48 R L

1 XEERIR R R RiE

Ve — R A% AL 8 75 =, DR B 25 T LA g 2% 3
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“discount” “face value” “SMS” LA} “redemption” 55 5
7] 7 EBSCO. ABI/INFORM Global . JSTOR ., ProQuest
DA e e el 0 ) S5 40 T v EA T I R L AR R
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— BT , T R]— SR 5T A JLAN A0 ST AR AR AN
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IR BIFE Hh S IR RN R B R (B 18, 2415
BN ANEL 16% . FHELT Troy %7(2008) & Chang

1 WANRESRE N ESHBEMMN TR CESIR
1k i Rt B | O AR | AT
Raghubir 1998 | Coupon value: A signal for price 1 4 7680
Dahl et al. 1999 | Encouraging use of coupons to stimulate condom purchase 1 2 7680
Garretson and Clow 1999 The inﬂuence of .coupon face value on service quality expecta- | | 304
tions , risk perceptions and purchase
Raghubir 2004 | Coupons in context: Discounting prices or decreasing profits 1 2 75
Eunha et al. 2006 | The effects of coupon promotion on repeat visits in restaurants 1 2 810
Drossos et al. 2007 | Determinants of effective SMS advertising : An experimental study 1 1 97
Chiou—Wei and Inman | 2008 |Do shoppers like electronic coupons? A panel data analysis 1 2 12052
Nies and Natter 2010 |Are private labelusers attractive targets for retailer coupons 1 12 48000
Spiekermann et al. 2011 iz:;ttizlarketing: How proximity and context drive coupon re- | | 9880
Molitor et al. 2013 (l;’ieriiszl:(iingetl}(lleeig:it::s;ltess of location—based advertising: A ran- 1 4 399913
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Wierich and Zielke 2014 How retailer coupons increase attitudinal loyalty: The impact of | | 772
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Danaher et al. 2015 Where, wh(.en, and how long: Factors that influence the redemp- | 6 23486
tion of mobile phone coupons
Fong et al, 2015 Geo.—conquesting: Competitive locational targeting of mobile pro- | 18 36000
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Bues et al. 2017 How mol.)ﬂe in—store .‘ddyﬂl‘tlsll’lg influences purchase mtentAlon: | | 1394
Value drivers and mediating effects from a consumer perspective
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