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Abstract

With the 2X2 factorial design, this experimental
study was aimed to study the impacts of two factors.
The manipulations were on types of sales promotion
(premium and sweepstake) and levels of brand equity
(high equity and low equity). The dependent variable
was consumer behavior which composed of attitude
toward sales promotion, attitude toward brand,
surprise, brand image, purchase intention and
satisfaction. The data were collected with 120
undergraduate students. The findings showed that
sales promotion factor had no significant main effects
on consumer behavior. However, brand equity factor
presented main effects on consumer behavior. That
is, high equity brand yielded significantly higher
levels of attitude toward sales promotion, attitude
toward brand, surprise, brand image, purchase
intention and satisfaction than low equity brand.
And, when together, the two factors showed no

significant interaction effect on consumer behavior.
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