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This research had two objectives: (1) to study sales promotion strategy of marketers and (2)
to study the effectiveness of sales promotion oriented to consumers. Two research methods
were conducted. One was in-depth interviews with marketing directors of Unilever Thai Holdings
Ltd., Procter & Gamble Trading (Thailand) Ltd. and Big ¢ Supercenter. The other was a survey
research using questionnaires with 406 working women, age 25-44, living  Bangkok.

Results indicated that while marketers of consumer products used sales promotion in order
to increase sales and create product trial, while a marketer of retail modemn trade used itto
increase store traffic. Moreover, marketers foresee that sales promotion will be more and more
important in the future since products are not different  terms of quality.

Results also showed that working women this study had perception, positive attitude and
purchase intention towards sales promotion. However, they had better attitude towards the
monetary than the non-monetary sales promotion. It was also found that while price off deal was
the most effective tool of monetary sales promotion, premium was the best tool of non-monetary
sales promotion. Finally, the most appropriate target group of sales promotion would be working
women with older age, having family and low income.
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