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Abstract

The purpose of the research the views of consumers to explore the discount store
promotional activities (100 activities to send thousands to buy) and the customer perceived
value of the impact on purchase intention.Finally to the results of the study to do with the
actual authentication discussed.

Survey by the Department of comparison and analysis of the whole, the study found that:
1, buy send a hundred thousand activities and customer perceived value has a significant
impact
2, Customer perceived value on the purchase of the will of no significant impact

3, Activities to send a hundred thousand to buy and willingness to purchase a significant
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impact
4, Different demographic variables to send a hundred thousand in the activities of buying, the
customer perceived value and willingness to structure the purchase of some significant
differences in levels of gender on willingness to buy there were significant differences in
buying professional to send a hundred thousand activities, customer perceived value and
purchase intention were significantly differences in level of education to send a hundred
thousand in buying activities, customer perceived value there were significant differences in
family income to send a hundred thousand in buying activities, there were significant
differences in purchase intention, marriage to send a hundred thousand in buying activities,
there were significant differences in willingness to buy.

For these findings, the Department will be to study the conclusions of the whole and
make recommendations for the provision of discount store industry to improve the strategy of
the future reference.
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