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Abstract—There is a large amount of literature discussing the promotional methods and strategies to ensure that promotional
issues regarding promotion and how important the key factors  activities can be carried out smoothly, and ultimately achieve
are. Most of the existing researches use the exact data to analyze the objectives of the enterprise.
problems, but there always exist various uncertainties in real-
world problems. It is usually hard to define a traditional
quantitative approach to solve these problems. Our research II. THEORETICAL BACKGROUND
incorporates method to identify affecting promotion and to In recent years, domestic and foreign scholars concerned
analyze the pairwise relationships of these factors via the relevant about the use of corporate promotion from different angles, so
mathematical models. According to the results of this study, we the overall research is relatively rich.

conclude that employing the proposed approach to identify . . )
promoting to provide top managers with reference to draw up ~  Zhang Yan, Peng Pinzhi [3] proposed that in the current
the marketing strategies. information age, promotion is the most important mouthpiece

of marketing, which is in the essential place of the product and
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Quantitative Method, Marketing Strategy retailers and consumers. Promotion strategy is not only a
strategic issue of marketing, but also import aspect of business
. INTRODUCTION development strategy.

Since the Reform and Opening, China's economic  Zhang Wanggiang and Chen Rong [4] using the hotel as
develops rapidly and its people's living standards continue tan experimental scene, from the perspective of behavior to
improve, with the number and variety of consumer goodbuild research framework, state that the higher the perceived
increasing. According to the data released by the Ministry ofalue of the integral promotion, the higher the effectiveness of
Commerce on January 20, 2017, the total retail sales of sockile integral promotion, and that the lower the perceived risk of
consumer goods reached 33.2 ftrillion yuan in 2016, athe consumer, the lower the value of the customer's
increase of 10.4% over the same period of last year. Theromotion.
contribution rate of consumption to national economic growth Dong Yanni, Li Wei [5] find that the purchase of gifts

o . .
was 64.6%, 4.7 percentage points higher than the data of 2Ojt:%n better reduce the perceived risk of consumers and improve

Such a large market has attracted many domestic armnsumer perceived value, thereby increasing their willingness
foreign enterprises, among which the competition igo buy.
'Srg;ﬁg?e'nggoil%rﬁ;?gm{fn p%ic%a%%mr}?son%guhslsd gﬁghec;ﬂeto Th.e.refore, thr.ough.the establishment of a pa?h mo_dgl of
Promotion refers to the use of various short-term incentives %IOSI-CI‘I_SIS promotion’s influence on the consumption willing,
encourage consumers to purchase their products or servic Y ﬂnd- the. _better promotion method - to IMprove
[1]. The real purpose of the promotion is to provide customer((’%;nsumptIon willing after_ crisis: non-money promotion s

oy . getter than money promotion on market recovery.

with more product value, stimulate customer demand, an
attract more new and old customers to buy the brand products Zeng Yurong, Le Wei, Zhao Feng [6] think that under the
[2]. Practice has proved that different promotional activitiesvhole store promotion and single product promotion, two
will give consumers different perceptions, and the resultinglifferent forms of promotion, there is a significant difference
promotional effect is also very different. between the consumer's internal reference price in the

The success of using promotional activities directly relateé:/”mgness to pay and the reasonable price, and that reference

X i . . price of single product promotion under the whole store is
to the survival of enterprises. Most companies use promotio
i : . : en lower.
casually, which will affect the effectiveness of promotions.
Enterprises should take the market environment into  The degree of intervention and the price sensitivity of the
consideration, making the choice and strategy to match thgonsumers have a significant effect on the consumer reference

Copyright © 2017, the Authors. Published by Atlantis Press.

This is an open access article under the CC BY-NC license (http://creativecommons.org/licenses/by-nc/4.0/). 301



ATLANTIS . .
PRESS Advances in Intelligent Systems Research, volume 131

price. Hence, the use of the promotion form should be mor -
prudent, otherwise the consumers reference price will reduc a9 4 » Fi
the consumer's judgment on the real price, thereby reducir Ak SRS >
the effect of promotions. I Ny 42
- 7 "
. Pl . 4
Ill. METHODOLOGY F2 bl M 357 | 4!
- 5 | 3 * g
A.  Seps of Applying DEMATEL P e & v [ e 4
Step 1: Define the influential factors in the research 3y gy [T : A
problem and design a survey that can reflect relations amor o NN 44 —% F7
these factors, which means this study will evaluate the ™ i A Sy st ) 3.3 4
influential level between each pair of factors, and in the F3 #— 3 #Fl08 ~ i
meanwhile establish the quantitative table of these relation: = 274 e "4
We can use 1, 2, 3 and other numbers to describe the relati 1A, 4 T 3
levels from weak to strong. The survey designed will ask 4 4, 4y ' Fé
people to answer questions about factor relations based ¢ 1 | 1 A4 = \ |
their subjective opinions, using the number symbols % e
mentioned above. ,
& i 1 F4
Step 2: Organize and collect questionnaires. Build direc YF5s M 4 >
relation n-times-n matrix according to the relation scales o -
pairs, where the entry corresponds to the influence of the FIGURE 1. FACTOR RELATION
factor on factor.
Step 3: Build the standardized direct influence matrix. 0 R 7] 3]
Step 4: Using the standardized matrix, by formula, Fl 0,734 097 L.652 L0193
determine the overall influence matrix. : :
F2 030 1% 2] 29 I
Step 5: Calculate the sum of each row, deno_ted the sumc g 03652 0452 0.814 0460
each column, denoted the sum of every row in the matrix . ] i 7
which shows the level of the factors being influenced by other  F4 (.63 0.822 1.584 MG
factors directly or indirectly. E5 080 08k LS 024
Step 6: Calculate the center degree and reason degree 1 gj 0310 0479 [ 785 016
each factor. Using and we obtain from step 5, known tha - - , -
show the strength of relation among factors (center degree E7 0.5 0.766 L.534 D004
show the level of factors influencing other factors and being  F& (0. 760 0,750 1.538 (001
influenced by other fact_ors (reasqn degree), we can use tr F9 0661 0,666 L6 0006
value to analyze influential factors in the problem.
F10 L.O00 (1553 L.553 447

V. RESULT
This article selects five experts includingvall-known
beverage sales manager, two retail sales directors and two With  th id ic devel ial
retail store managers as the object of the survey. According to Ith —the ‘rapid economic development, = materia
problems that enterprises may face during Operaﬂngroductmn surplus, supply is greater than demand, product or

promotions, this study determines the influential factors of thi ervice homogeneity is serious, and the difference is not

promotion, and defines them as following: product brand (Fl)obvious. In this case, the brand will undoubtedly become the

. . “hain symbol of the distinction between similar products.
product_category (F2), merchandise display (F3), Celebni)rz;‘aving a brand will not only bring a stronger competitive

effect (F4), public relations activity (F5), salesperson qualit d but al ) busi ting i | dded
(F6), media selection (F7), POP advertising (F&) Activiie00¢: but lso & premium business, resuiing in value-added.
(F9), business promotion activities (F10). The questionnair € establishment of a product brand should be a long-term

studies the importance of the ten factors and their relatior%?lt'ﬁg ttt]rztn%ustw:?grsen;l:j]tsi?:rrse rtgéghneizggh;r:(;rl?u\égg"I;[r):e
between each other. ) g )

Research result was shown as Figure 1. easi(_ar to spread, it; i.mpact on the promotic_)n is the_ largest.
Public relations activities will play a special role in the
promotion. It emphasizes to establish and maintain a good
relationship to the public, building proper external
environment that is good for their promotions. Public relations
activities also build the corporate images and stimulates
consumers’ interests in the enterprise and its product, to
improve the result of product sale. So, public relations

FIGURE 2. FEELATION TABLE OF D-R AND D+R
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activities are the second important factor behind productuch as decision making problem in agriculture, biomedical,
brand. Beverage industry in the promotion and spreading theansportation and so on, providing research fellows or
brand image commonly use the way of celebrity endorsementpmpany decision maker a scientific, simple, easy and
with celebrity "fame" to improve the consumer audienceeffective decision-making analysis method.

attention to the product. This method not only attracts
consumers to know the brand, but also improves the brand's
popularity to achieve the purpose of promotion, which is the
third most important factor affecting the promotion. Now the [1]
quality of the staff on the overall requirements improves. the
sales staff is no exception. Consumers are more personalized
features, with the technical means of progress, consumer ]
access to information from more and more channels, therefor
they are less dependent on sales staff, which result in the least
importance of salesperson quality among all the factors. Whe 3]
the enterprises carry out promotional activities, they often us
multi-way publicity. Retail enterprises in the display of goods
often show the map, so compared to other factors, the dispIaY4]
of goods on the promotion as an impact is relatively weak. It is
only more important than the quality of sales staff.

From the perspective of reason degréesiness [5]
promotion activities have a large influence on other factors.
When doing promotions, companies should first determine the
plan for this factor. Product brand (F1), celebrity effect (F4), [6]
merchandise display (F3) and sales staff quality (F6) have a
negative reason degree, which suggests that these factors are
easily influenced by other factors. Business promotion is thel7]
most popular form of promotion, often used in short-term
promotional activities. As an effective form, compared with
other factors, it can quickly generate incentives to achieve the
purpose of the transaction. Its effectiveness has a great
impact on other factors. Therefore, enterprises in the
promotion must first determine the business promotion
program to achieve the promotional effect, publicity product
brand. Product brand, celebrity effect, merchandise display
and sales staff quality are very susceptible to other factors[®]
Therefore, enterprises in determining the promotion program
cannot ignore the impact of other factors on these factors
should take integrity into consideration. Only by doing this [10]
can enterprises build competitive brand and good corporate
image, and finally improve promotion effectiveness.

[11]
V. CONCLUSION
These findings can provide a basis for business decision
makers to make decisions. Using artificial intelligence, [12]
combined with the idea of triangular fuzzy numbers to discuss
these ten factors and to analyze rationally their intelligent
relations between each other, we can obtain from the result
that the usage and simplicity of this method is approved,
which suggests that this method can be spread to other fields,
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