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While monetary discounts (e.g., <20 € discount=) are 
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(e.g., under 100 €)

< =

€ item seems more appealing than a 5 € discount, regardless of whether 

priced goods (e.g., over 100 € ) particularly in scenarios 



control is <a central 

function of the self and an important key to success in life= (p. 351
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reflect a consumer’s tendency to react positively to promotions (e.g., <I enjoy shopping more 

when I find items on sale=). Th high internal consistency (α = . 90). 

reflects consumers’ desire to get maximum value for money and was 

measured using six items from Lichtenstein et al. (1993) (α = .83). A sample item: <

=.

the significance of the product categories for respondents (α = 0.753

validated items. The scale is widely used in consumer research and has great reliability (α =.92) 

€ off)
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=

ng internal consistency (Cronbach's α =.8 3

I have a hard time breaking bad habits. 2

I am lazy. 2

I say inappropriate things. 2

I do certain things that are bad for me if they are fun. 2

discipline. 2

Pleasure and fun sometimes keep me from getting work done. 2

I have trouble concentrating. 2

Sometimes I can’t stop myself from doing something, even if I know it is wrong. 3
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Base prices of 5.99 € and 799 € with a 20% discount ensured consistency 
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. Participants who answered incorrectly or selected <Not 

sure= were excluded by automatic skip logic (n = 94) to ensure that only attentive respondents 

17.42, p <.001, η² =.099).

square value ((χ²(17) = 40.79, p < .001) were 



α 

≥.70 α ≥.80 

reliability (α =.815). Five items were 

excellent reliability (α =.934). 
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€. A full demographic breakdown is 
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PIᵢ = β  + β¡·PromotionPresenceᵢ + εᵢ for i = 1, ..., 320

3

3 3

intention was reported by participants in the promotion condition (B = 0.942, SE = 0.165, β = 



ᵢ μ  + μ¡· ᵢ εᵢ
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ᵢ μ  + μ¡· ᵢ εᵢ



PIᵢ = β  + β¡·DiscountFormatᵢ + β¢·SelfControlᵢ + β£·(DiscountFormatᵢ × SelfControlᵢ) + εᵢ

for i = 1, ..., 214

3

control (β = 0.18, p = .644) nor 

the main effects of discount format (β = 0.14, p = .636) or self control (β = 3

The interaction explained no additional variance (ΔR² = .001, 



PIᵢ = β  + β¡·PromotionPresenceᵢ + β¢·SelfControlᵢ + β£·(PromotionPresenceᵢ × SelfControlᵢ) + 

εᵢ for i = 1, ..., 320

3 3

3

3

Purchase intention was considerably raised by the presence of a promotion (β = 0.89, p <.001). 

control (β = 3

and discount type (β = 0.07, p =.827). No explanatory value was added by the interaction (ΔR2 

3



4 < = 4

ᵢ β  + β¡· ᵢ β¢· ᵢ β£· ᵢ β¤· ᵢ

+ β¥·( ᵢ ᵢ β¦·( ᵢ ᵢ



+ β§·( ᵢ ᵢ β¨·( ᵢ ᵢ εᵢ

3



exposed to a discount compared to the control group (β = .305, p < .001), 

Ajzen’s (1991) Theory of Planned Behavior suggests that external cues like discounts influence 

Thaler’s (1985) Transaction Utility Theory highlights the psychologi

perceived <good deals,= which may explain the heightened intent to purchase discounted 

Mehrabian and Russell’s (1974) Stimulus

4

4 <discount = value=) rather than deliberate 
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discounts is influenced by the product’s price level.



β

4

no moderating effect was found in this study (β = 0.07, p = .827; ΔR² = 



4

4

4

(α

The initial model (R2 =.293) revealed that personal relevance (β =.427, p <.001) and sale 

proneness (β =.348, p <.001) were significant predictors, thereby indicating that motivational 



price level (β =.103, p =.109) was still not significant. The notion that 
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Several promising avenues for future research arise from the present study’s limitations and 
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Discount strategies should therefore be tailored to the product’s price level to optimize 
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  Stimuli Distribution











Homoscedasticity (using Levene’s test)      



Hypothesis 1B: Percentage discounts have a stronger impact on purchase intention for low-price products than for high-price products
H1B: Independent Samples t-Test     H1B: Testing Normality & Sharpio-Wilk





Hypothesis 2: Self-control moderates the relationship between price discount promotions (monetary vs. percentage) and purchase intention.
H2: Regression, Linearity 



H2: Skewness & Kurtosis



H2: Kurtosis & Shapiro-Wilk-Test  





















Self-Control: Shapiro-Wilk-Test 

Self-Control: Skewness & Kurtosis

    



Price Point: Regression, Linearity 



Price Point: Skewness & Kurtosis PROCESS Model 1: Value Consciousness

Price Point: Shapiro-Wilk-Test 



PROCESS Model 1: Personal Relevance            PROCESS Model 1: Sale Proneness



PROCESS Model 3: Self-Control    PROCESS Model 3: Price Point  
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