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ABSTRACT
The purpose of this study is to explore the relation among price promotion, post-purchase dissonance, customer satisfaction and
repurchase intention. We used conveni-ence sampling for research method, and returned the 439 valid questionnaire in total (valid
return rates of 73.16%) from those consumers who had bought the well- known luxury handbag. This research adopted SPSS and
AMOS statistical Software and the li-near structural relation model to test the verification of the research hypothesis. The results
show that (1) price promotion do not have positive significantly influ-ence on post-purchase dissonance; (2) post-purchase dissonance
have negative signifi-cantly influence on customer satisfaction; (3) customer satisfaction have positive signif-icantly influence on
repurchase intention; (4) post-purchase dissonance have negative significantly influence on repurchase intention; furthermore (5)
customer satisfaction do not have mediating role in the relationship between post-purchase dissonance and re-purchase intention.

Keywords : premium promotion[] post purchase dissonance
Table of Contents

0000000000 0bO0o0D0DO00oooDob0o0D WOoDOo0oD0oDOO0obOo0D0oDODOoOoOD0oDOOobOOoO0nDd
O00ivO0DO0OO00O000O00O00000O00000O0b00oDO0vOooOooooobOooDooODooOoooooDoo
cooooOvioODboOooooooooooOoooooooobooooooDwboboooooooooooooooo
gboooboobgxgobooboooboooboobooboboobooboboi10oboobooboobooobo
oooooboobooooob 1oooooboooobobooooobooboobDobOoOo 20bobb0bOoDoOoDbOOO
oooobooboooooboobo200booooboboooooboLob0obODobDOooboODb 40b00D0ODOOO
gbooobgoobobobooboobgoo40bb0bo0obooboboobooboobobo0ob 1o00bOon
goooboobooboboobooboobnobooboobooboobboobooboobOo0obOoD 140
gboobgooboboobooboobooooboo1ybobboobooboobobboboobOoobon
gb2r00bgobgoobooboooboobooboboobo0 212boobobboboobooboobobobo
gbooobdg20b00b0booboobooboboobooboob 40bboboobooboobobo
gboooboobob 2400000000b00bOobObO0obO0o0obOo0bOobObO0 24000booboobobo
goooboobobobobbo290b00bo0obobboobo0obo0oboobobobDboobD 2900boobOoboo
oooobooboboboboobooibgobobooboobooboobooboobDboobooobOo s8oboOonoo
oooobooboobobobbooboooboob rygbboboboobo0obobobOobDbooboDoobOoobOon 420
ooooboobobbooboo0oboobobobo0obooo4b0obboboobooboboboboooboobob
obo4900000000000O00DO00O0DO0ODbDODDODODO0OSRIDO0DDbODODDObDOODbDOODbDOODDODO
gooobgs2000000b000b0o0oboboboobooboobobDo s0b00boobobDoobD obOon
0000bO0o0obOoos3s0DbAl0Db0ObDbO0ObOD0o0 oobobobobDooDOoOoD e8

REFERENCES

000000 000@ees) 0000 00ooo00oo00ooO000DOO000O0O000oOoO00oDoO00OO0OD OO Od(2000)
goooooooobooboboboboooooboobDoboboboboooooobDobUoboboobooobDobDUD DO
O@oomOO-0000O0O0O0OOODOODOODOODOOOODOODOODOODOODOODOODOOOODOODOODOODOO0O OOO(200200
gooooooooOoOoOoOOOOOOOOOOOOOOOOOOOOOOOOOOOOOODOOOOROY)DODOOOOOOO:O
go0oO00OO00OO00OO0O0O0O@egyuooooooogoooooooooooooooooUoooUooLooooooBoo
go0O@EoooDOODOOOODOODOODOODODODODODOODO-OOO0OOOOOOOOODOOOOOODOODOODOODOODOODOODOOO
OO@oo7ODODOODOODOODOODODODODODODODODOODODODOODOODOODOODOOOODOOOODOOOOOOOOOOoOoOoOooOn oo
gojoOOOODOODOODOOOOOOODOODOODOODOOOODOODOOOODOODOODOODOOOOOOOOOOOOOO OO
g@esooooobooobooooooooooooooooobooobOo0ooooOo0ooboooooOoboooDoO oo



00020 000000000000000000000O0O0DO0O000O0O0000O0O000O00000DO0OO0O0 000 (20090 SPSSO
00000000: 00000000000 oooEI)II D000 NND0O0nN: 0000000000 0NoO 000420010
000000 00000000000 000@ROODO0DO00D0O00N0ND0ON:000000Do0o0n0 0oo(002)000
0000000000000 000oo0n: 00000000000 000000 Aaker.D. A. (1973). Toward a
normative mModel of promotional decision making. Management Science, 19(6), 593-603 . Anderson, E. W., & Sullivan, W. (1993). The
antecedents and consequences customer satisfaction for firms. Marketing Science, 12(2), 125-143. Anderson, J. C., & Gerbing, D. W. (1988).
Structural equation modeling in practice: A review and recommended two-step approach. Psychological Bulletin, 103(3), 411-423. Bagozzi, R. P.,
& Yi, Y. (1988). On the evaluation of structural equation models. Academy of Marketing Science, 23(4), 272-277. Baron, R. M. & Kenny, D. A,,
(1986). The moderator-dediator variable distinction in social psychological research: Conceptual, strategic, and statistical considerations. Journal of
Personality and Social Psychology, 51(6), 1173-1182. Blackwell, R. D., Miniard, P. W., & Engel, J. F., (2001), Consumer Behavior, 9th ed., Florida:
Harcourt, Inc. Blatterg, Robert C. & Scott A. Nesliln(1990), Sales Promotion Concepts, Methods, and Strategies, Englewood Cliffs, New Jersey:
Prentice-Hall Calantone, R. J. & Schatzel, K. E., (2000), Strategic Foretelling: Communication-Based Antecedents of a Firm’ s Propensity to
Preannounce, Journal of Marketing, 64(1), pp. 17-30. Cardozo, R. N. (1965), “ An Experimental Study of Customer Effort, Expectation and
Satisfaction” , Journal of Marketing Research, 2(3), pp. 244-249. Churchill, G. A. Jr. & Suprenant, C. (1982), “ An Investigation into the
Determinants of Consumer Satisfaction” , Journal of Marketing Research, Vol. 19(4), pp. 491-504. Cohen, J. B. and Goldberg, M. E., “ The
Dissonance Model in Post-Decision Product Evaluation,” Journal of Marketing Research, Vol. 7, No. 3, 1970, pp. 315-321. Cronin, J. J., &
Taylor, S. A. (1992). Measuring service quality:Are-rxamination and extension Journal of Marking, 56, 55-68 Cummings, W. H. & Venkatesan,
M., (1976), Cognitive Dissonance and Consumer Behavior: A Review of the Evidence, Journal of Marketing Research, 13(3), pp. 303-308.
Customer Satisfaction in the Formation of Consumer’ s Purchase Intention, Journal of Retailing,70, 163-178. d" Astous, A. & Jacob, 1. 2002.
Understanding consumer reactions to premium-based promotional offers, European Journal of Marketing, 36(11). 70-86. d’ Astous, A. &
Landreville, V. 2003. An experimental investigation of factors affecting consumers’  perceptions of sales promotions. European Journal
of-78-Marketing, 37(11/12): 1746-1761. Davis, K. R. (1981). Marketing management. New York: John Wiley. Engel, J. F., & Blakwell, R. D., &
Miniard, P. W. (2001). Consumer behavior (9th ed.). Mason, Ohio: South-Western. Festinger, L. A. (1957), A Theory of Cognitive Dissonance,
Stanford, Canada: Stanford University Press. Flint, D. J., Woodruff, R. B., & Gardial, S. F.1997, Customer Value Change in Industrial Marketing
Relationships: A Call for New Strategies and Research, Industrial Marketing Management, 26(2). 163-175. Fornell, C. (1992). A national customer
satisfaction barometer: The Swedish experience. Journal of marketing, 56(1), 6-21. Fornell, C. & Larcker, D., (1981), Evaluating Structural
Equation Models with Unobservable Variables and Measurement Errors, Journal of Marketing Research, 18(1), pp.39-50. Frankenberger, K. D., &
Ruiming, L., (1994), Does Consumer KNOWLEDGE Affect Consumer Respones to Advertised Reference Price Claim, Psychokogy and Marking,
11,235-251 Gerbing, D. W. & Anderson, J. C., (1988), An Updated Paradigm for Scale Development Incorporating Unidimensionality and Its
Assessment, Journal of Marketing Research, 25, 186-192. Grayson, K. & Ambler, T., (1999), The Dark Side of Long-Term Relationships in
Marketing Services, Journal of Marketing Research, 36(1), pp. 132-141. Hair, J. F., & Anderson, R. E., Tatham, R. L., & Black, W. C., (1998),
Multivariate Data Analysis, 5th ed., United Kingdom: Prentice Hall International. Hausknecht, D. R.,& Sweeney, J. C.,& Soutar, G. N., &
Johnson, L.W., (1998), After | had made the decision toward a scale to measure cognitive dissonance, Journal of Consumer Satisfaction, 11,
119-127. Hawkins, D. 1., (1972), Reported Cognitive Dissonance and Anxiety: Some Additional Findings, Journal of Marketing, 36(3), 63-66.
Hawkins, D. I., Best, R. J., & Coney, K. A., (2003), Consumer Behavior: Building Marketing Strategy, (9th ed)., New York: McGraw Hill
Company. Helson, H. (1964). Adaptation-level theory. New York: Harper & Row. Holloway, R. J., (1967), An Experiment on Consumer
Dissonance, Journal of Marketing, 31(1), 39-43. Howard, J. A.,& Sheth, J. N. (1969), “ The Theory of Buyer Behavior,” New York: John Wiley
and Sons. Hunt, S. D.,(1970), Post-Transaction Communications and Dissonance Reduction, Journal of Marketing, 34(3), 46-51 Hunt, S.D.,(1970),
Post-Transaction Communications and Dissonance Reduction, Journal of Marketing, 34(3), pp. 46-51. James L. & Heskett, W. & Earl Sasser, Jr., &
Leo-nard A. Schlesinger(1995), The Service Profit Chain. New York: Free Press. Joeskog, K. G., & Sorbom, D. (1993). LISRELS8.14: Structural
Equation Modeling with the SIMPLIS Command Language, Chicago: Scientific Software International. Keir, E., The Semiotics of Theatre and
Drama, United Kingdom: Routledge, 2002. Kim, C. and Lee, H., (1997), Development of Family Triadic Measures for Children’ s Purchase
Influence, Journal of Mreketing Research, 34(3), 307-321. Kohli, A. K., Shervani, T. A., and Challagalla, G. N., (1998), Learning and Performance
Orientation of Salespeople: The Role of Supervisors, Journal of Marketing Research, 35(2), 263-274. Kotler, P., & Stonich, P. J. (1991). Turbo
marketing through time compression. Journal of Business Strategy, 12(5), 24. Menasco, M. B. and Hawkins, D. 1., (1978), A Field Test of the
Relationship between Cognitive Dissonance and State Anxiety, Journal of Marketing Research, 15(4), 650-655. Menon, G., Block, L. G., and
Ramanathan, S., (2002), We' re at as Much Risk as We Are Led to Believe: Effects of Message Cues on Judgments of Health Risk, Journal of
Consumer Research, 28(4), 553-549. Milliman, R. E. & Decker, P. J., The use of post-purchase communication to reduce dissonance and improve
direct marketing effectiveness. The Journal of Business Communication, 27(2). 159-170. Mittelstaedt, R. (1969). A dissonance approach to repeat
purchasing behavior, Journal of Marketing Research, 6(4), pp. 444-446. Mittelstaedt, R. (1969). A dissonance approach to repeat purchasing
behavior, Journal of Marketing Research, 6(4), pp. 444-446. Morales, A. C. (2005). Giving firms an e for effort: Consumer responses to high-effort
firms, Journal of Consumer Research, 31(4), 806-812. Mowen, J. C. & Minor M., (1998). Consumer Behavior, 5th ed., New Jersy: Prentice Hall.
Noble, C. H., Sinha, R. K., & Kumar, A., (2002). Market orientation and alternative strategic orientations: A longitudinal assessment of



performance implications, Journal of Marketing, 66(4), 25-39. O’ Neill, M. and Palmer, A., (2004), Cognitive Dissonance and the Stability of
Service Quality Perceptions, The Journal of Services Marketing, 18(6/7), pp. 433-449. Oliver, R. L. (1980), A cognitive model of the antecedents
and consequences of satisfaction decision, Journal of Marketing Research, 17(4), 460-469. Oliver, R. L. (1997), Satisfaction: A behavior perspective
on the consumer, New York: McGraw-Hill. Oliver, R. L. and DeSarbo, W. S. (1988), Response determinants in satisfaction judgment. Journal of
Consumer Research, 14(4), 495-507. Oliver, R. L., & MacMuillian, I. C. (1992). A catastrophe model for developing service satisfaction strategies.
Journal of Marketing, 56(2), 83-95. Oliver, R. L., & Rust, R. T. (1994). Service quality: Insights and managerial implication from the frontier. New
York: Stage Publications. Oshikawa, S. (1969), Can cognitive dissonance theory explain consumer behavior? Journal of Marketing, 33(4), 44-49.
Oshikawa, S. (1972). The measurement of cognitive dissonance: some experimental findings, Journal of Marketing, 36(1), 64-67. Ostrom, A., &
lacobucii, D. (1995). Consumer trade-offs and the evaluation of services. Journal of Marketing, 59, 17-30. Paley, N. (1989). The manager’ s guide
to competitive marketing strategies. American management association. Parasuraman, A., Zeithaml, V. A., & Berry, L. L.(1996). The behavioral
consequences of service quality. Journal of Marketing , 60, 31-46 Webster, F. E. (1965). The deal-prone consumer. Journal of Marketing Research.
2, 186-189. Reichheld, F. F., & Sasser, W. E. (1990). Zero defections: quality comes to services. Harvard Business Review. 68 (5), 105-111.
Schiffman, L. G. and Kanuk, L. L., (2004). Consumer Behavior, 8th ed. New Jersey: Prentice Hall. Shapiro, S. & Spence, M. T., (2002). Factors
affecting encoding, retrieval, and alignment of sensory attributes in a memory-based brand choice task. Journal of Consumer Research, 28(4),
603-617. Shimp, T. A. (1993). Promotion Management and Marketing Communication, Chicago: Dryden Press. Simonson, I. Z. & O’ Curry, S.
(1994). Experimental evidence on the negative effect of product features and sales promotions on brand choice. Marketing Science, 13(1), 23-40.
Solomon, M. R., (2002), Consumer Behavior, 5th ed., New Jersey: Prentice-Hall. Hall. Cohen, J. B. & Goldberg, M. E., (1970), The Dissonance
Model in Post-Decision Product Evaluation, Journal of Marketing Research, 7(3), pp. 315-321. Soutar, G. N. & Sweeney, J. C., (2003). Are there
cognitive dissonance segments? Australian Journal of Management. 28(3), 227-249. Soutar, G. N. & Sweeney, J. C., (2003). Are there cognitive
dissonance segments? Australian Journal of Management. 28(3), 227-249. Speier, C. & Venkatesh, V., (2002). The hidden minefields in the
adoption of scales force automation technologies. Journal of Marketing, 66(3), 98-113. Statt, D. A., (1997). Understanding the consumer: A
Psychological Approach, Landon: MacMillan Press Ltd. Suri, R. and Monroe, K. B., (2003). The effects of time constraints on consumers’
judgments of prices and product. Journal of Consumer Research, 30(1),92-104. Sweeney, J. C., Hausknecht, D., & Soutar, G. N., (2000). Cognitive
dissonance after purchase: A multidimensional scale. Psychology and Marketing, 17(5), 369-385. Sweeney, J. C., Soutar, G. N., & Johnson, L. W.,
(1996), Are satisfaction and dissonance the same construct? A preliminary analysis. Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior, 9, 138-143. Thomas, A. S. (1995). After all you’ ve done for your customers, why are they still not happy. Fortune,
139(12), 178-182. Tsiros, M. & Mittal, V., (2000). Regret: A model of its antecedents and consequences in consumer decision making. Journal of
Consumer Research, 26(4), 401-417. Walter, R. N. & Peter J. P, (1980). A behavior modification perspective on marketing. Journal of Marketing,
Spring. Webster, F E. (1971). Marketing communication. Ronald Press. New York Westbrook, R. A. & Oliver, R. L. (1991). The dimensionality of
consumption emotion patterns and consumer satisfaction, Journal of Consumer Research. 18(1), 84-92. Woodruff(1997). Customer value: The next
source for competitive. Journal of the Academy of Marking Science. 25(2), 139-153. Woodside, A. G., Frey, L. L., & Daly, R. T. (1989). Linking
service quality, consumer satisfaction, and behavional inention. Journal of Health Care Marketing. 9, 5-1. Yan, Y. (1996), The flow of gifts:
Reciprocity and social networks in a Chinese village, Stanford. Canada: Standford University Press. Zeithaml, V. A. (1988). Consumer perceptions
of price, quality, and value: A means-end model and synthesis of evidence. Journal of Marketing, 52(3), 2-20. Zeithaml, VV.A. & Bitner, M.J.(2000).
Services marketing: integrating customer focus across the firm. London :McGraw-Hill.



