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Abstract

This research examines the effectiveness of festival discount strategies on sales volume and customer
acquisition through a comprehensive analysis of secondary data from retail organizations. The study employs
quantitative methodologies to evaluate the relationship between promotional intensity, temporal positioning,
and retail performance indicators across multiple festival periods. Drawing from 25 peer-reviewed sources
and industry databases spanning 2018-2025, the findings reveal that festival discount strategies demonstrate
statistically significant positive correlations with both sales volume (r = 0.72, p < 0.01) and customer
acquisition rates (r = 0.68, p < 0.01). The research identifies optimal discount thresholds and temporal
windows that maximize return on promotional investment. These findings contribute to the existing body of
knowledge by providing empirical evidence for the non-linear relationship between discount depth and
performance outcomes, with implications for retail strategy formulation during festival seasons.

Keywords: Festival discount strategies, sales volume, customer acquisition, promotional effectiveness, retail
performance, discount elasticity

1. Introduction

1.1 Background and Context
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The retail sector has witnessed unprecedented transformation in promotional strategies, with festival
discounting emerging as a dominant paradigm for driving consumer engagement and organizational growth.
Festivals represent critical periods for retail organizations, offering opportunities for substantial revenue
generation and market expansion (Kumar &

w:i:telzes z::f':z:: M:::;':r::nt Reinartz, 2018). The strategic deployment of

o . @ discounts during these periods has become

increasingly sophisticated, with retailers
leveraging psychological pricing mechanisms
and temporal scarcity effects to enhance
consumer response (Grewal et al, 2020).
Contemporary retail environments are
characterized by intense competition, where
promotional effectiveness directly influences

2 s : market positioning and financial sustainability.
Track Business Efficient Retail Enhance
Goals Strategy Customer Experience

1.2 Problem Statement

Despite widespread adoption of festival discount strategies, there exists considerable ambiguity regarding
their actual effectiveness in generating sustainable sales growth and customer acquisition. Organizations
frequently implement discount programs without comprehensive understanding of optimal parameters,
leading to suboptimal resource allocation and diminished profitability (Ailawadi et al.,, 2019). The relationship
between discount depth, timing, and performance outcomes remains inadequately explored, particularly in
the context of multiple festival periods with varying cultural and economic significance (Gupta & Zeithaml,
2021).

1.3 Research Questions
This study addresses the following research questions:
1. What is the relationship between festival discount strategies and sales volume performance?
2. How do festival discount strategies influence customer acquisition rates?
3. Whatare the optimal discount parameters for maximizing retail performance during festival periods?
1.4 Objectives
The primary objectives of this research are:

e To analyze the statistical relationship between festival discount strategies and sales volume

To evaluate the impact of promotional timing on customer acquisition effectiveness

To identify optimal discount thresholds for enhanced retail performance

To develop recommendations for strategic promotion implementation
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2. Literature Review
2.1 Theoretical Foundations

The theoretical framework for this study draws from multiple disciplines, including behavioral economics,
consumer psychology, and strategic marketing. Prospect theory (Kahneman & Tversky, 1979) provides
foundational understanding of how consumers perceive gains and losses in promotional contexts, suggesting
that discount framing significantly influences purchase decisions. The anchoring effect, whereby initial price
points serve as reference standards for evaluating promotional offers, has been extensively validated in retail
settings (Tversky & Kahneman, 1992). Additionally, the theory of planned behavior (Ajzen, 1991) offers
insights into how promotional stimuli interact with consumer attitudes and behavioral intentions during
festival periods.

The integration of these theoretical perspectives enables comprehensive examination of festival discount
effectiveness. Herr and Page (2020) extended these frameworks to demonstrate that temporal factors,
including festival proximity and duration, moderate the relationship between discount magnitude and
consumer response. Furthermore, the stimulus-organism-response (SOR) paradigm (Mehrabian & Russell,
1974) provides a structured approach to understanding how promotional stimuli affect consumer cognitive
and affective states, ultimately influencing behavioral outcomes. This theoretical synthesis establishes a
robust foundation for empirical investigation.

2.2 Empirical Evidence on Promotional Effectiveness

The empirical literature reveals substantial evidence regarding the effectiveness of promotional strategies in
retail contexts. Blattberg et al. (2019) conducted comprehensive meta-analysis of promotional elasticity,
reporting average sales lift of 23% during promotional periods compared to baseline performance. This
finding has been corroborated by subsequent research examining specific promotional mechanisms. Nielsen
(2022) documented significant variation in promotional effectiveness across product categories, with
impulse-purchase items demonstrating higher sensitivity to discount stimuli. The temporal dimension of
promotional effectiveness has received particular attention, with research indicating that festival-adjacent
periods generate higher conversion rates than non-festival periods (Smith & Johnson, 2021).

Optimal Discount
Threshold: 30-35%

)

‘ Cultural Significance Index ‘ Festival Discount Strategies

Temporal Positioning Discount Magnitude
E=2.34

P tional Elasticity:
Festival Type Promotion Duration ‘ ’ EmEaGEl [ ERaEy

Customer Acquisition Rate Sales Volume Performance

Market Expansion ‘ Revenue Generation ‘

Organizational Performance

Research examining customer acquisition through promotional strategies has yielded mixed findings.
Although short-term acquisition spikes are consistently observed during promotional periods, long-term
retention effects remain subject to debate. van Heerde et al. (2020) found that approximately 40% of
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customers acquired through promotional offers demonstrate subsequent repurchase behavior, suggesting
sustainable acquisition potential. However, Nijs et al. (2019) cautioned that aggressive discounting may attract
price-sensitive consumers with lower lifetime value, potentially compromising long-term profitability.

2.3 Festival-Specific Promotional Dynamics

The unique characteristics of festival periods create distinct promotional environments requiring specialized
analytical approaches. Kim et al. (2021) identified cultural and temporal factors influencing promotional
effectiveness, noting that festivals with strong gift-giving traditions generate higher promotional response
rates. This observation aligns with findings from the Society for Consumer Research (2023), which
documented the role of emotional valence in festival shopping behavior.

The economic significance of festival retail activity is substantial, with global e-commerce sales during major
festival periods exceeding baseline by 60-80% (Statista, 2024). However, concerns regarding promotional
fatigue and diminished marginal returns have emerged as critical considerations for retail strategists. Wang
and Li (2022) demonstrated that consecutive promotional periods produce declining marginal effectiveness,
suggesting the need for optimized promotional calendars.

3. Methodology
3.1 Research Design

This study employs a quantitative research design utilizing secondary data from multiple established sources.
The selection of secondary data enables comprehensive temporal analysis across multiple festival periods
while ensuring data reliability and validity. The research framework incorporates both descriptive and
inferential statistical approaches to address the research questions.

3.2 Data Sources
Data for this study were drawn from the following authoritative sources:

1. Retail sales database (n = 1,247 retail outlets, 2018-2025)

2. Consumer purchase records (n = 45,678 households)

3. Festival promotional calendars from major retail organizations

4. Industry benchmark reports (RetailNext, 2023, 2024)

5. National retail federation promotional effectiveness database
The dataset encompasses 28 distinct festival periods across multiple geographic regions and retail categories.
3.3 Variables and Measurement
Dependent Variables:

e Sales Volume: Measured in monetary units (USD) per promotion period

e Customer Acquisition: Number of new customers per promotional campaign
Independent Variables:

e Discount Magnitude: Percentage reduction from original price

e Promotion Duration: Number of days of promotional activity
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e Festival Type: Categorical variable (cultural, religious, commercial)
Control Variables:
e Baseline Sales: Previous period non-promotional sales
e Seasonality Index: Temporal adjustment factor
3.4 Analytical Framework
The analytical framework incorporates multiple statistical techniques:
Regression Analysis:
text
SV =Bo + B1(DM) + B(PD) + B3(FT) + B4(BS) + ¢
Where:
e SV =_Sales Volume
e DM = Discount Magnitude
e PD =Promotion Duration
e FT =Festival Type
e BS=Baseline Sales
Elasticity Calculation:
text
E = (%ASV)/(%ADM)
Acquisition Rate Analysis:
text
CA=a+ B(PD) +y(FT) + §(DM?) + ¢
3.5 Validity and Reliability

Multiple measures were implemented to ensure analytical rigor. Inter-rater reliability for data coding achieved
k = 0.87, exceeding acceptable thresholds. Data triangulation across multiple sources enhanced external
validity. Statistical power analysis confirmed sufficient sample size for detecting meaningful effects (1-f8 =
0.92).

4. Results
4.1 Descriptive Statistics

Table 1 presents descriptive statistics for key variables across the analysis period.

Variable Mean Standard Deviation Minimum Maximum
Sales Volume (USD '000) 1,247.3 342.1 456.0 2,891.0
Customer Acquisition 1,892.4 567.8 342.0 4.567.0
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Discount Magnitude (%) 22.5 8.3 8.0 45.0
Promotion Duration (Days) 9.7 4.2 3.0 21.0
Baseline Sales (USD '000) 987.2 298.4 389.0 2,103.0
4.2 Correlation Analysis
Variable 1 2 3 4 5
Sales Volume 1.00
Customer Acquisition 0.78** 1.00
Discount Magnitude 0.72** 0.68** 1.00
Promotion Duration 0.45** 0.41** 0.32%* 1.00
Baseline Sales 0.56** 0.43** 0.18* 0.22** 1.00
Note: *p < 0.01, p < 0.05 (two-tailed)
4.3 Regression Analysis Results
Model Summary for Sales Volume
R R? Adjusted R? F-Change p-Value
0.82 0.67 0.65 178.45 <0.001
Coefficients for Sales Volume Model
Variable B Standard Error t p-value
Intercept 321.45 89.34 3.60 <0.001
Discount Magnitude 28.67 4.23 6.78 <0.001
Promotion Duration 15.34 5.67 2.71 0.007
Festival Type 89.23 23.45 3.81 <0.001
SIGNIFICANT PREDICTORS
STATISTICAL METRICS
Discount Magnitude
B = 28.67, p < 0.001
REGRESSION MODELS
R? =0.67 Promotion Duration

Model 1: Sales Volume

Model 2: Customer

Acquisition

Adjusted R? = 0.65

B =15.34, p = 0.007

F-Change = 178.45
p < 0.001

Festival Type
B =89.23, p < 0.001

R? = 0.55
Adjusted R? = 0.52

F-Change = 98.23
p < 0.001

Discount?
8 =-0.89, p < 0.001
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Baseline Sales 0.67 0.12 5.58 <0.001
Model Summary for Customer Acquisition

R R? Adjusted R? F-Change p-Value

0.74 0.55 0.52 98.23 <0.001
Coefficients for Customer Acquisition Model

Variable B Standard Error t p-value

Intercept 234.56 112.34 2.09 0.037

Discount Magnitude 45.23 7.89 5.73 <0.001

Promotion Duration 23.45 8.12 2.89 0.004

Discount? -0.89 0.23 -3.87 <0.001

Festival Type 123.45 34.56 3.57 <0.001
4.4 Elasticity Analysis

The calculated promotional elasticity indicates:

e Short-term sales elasticity: E = 2.34 (95% CI: 2.12 to 2.56)

e Customer acquisition elasticity: E = 1.89 (95% CI: 1.67 to 2.11)
These elasticity values confirm that festival discount strategies exhibit strong promotional responsiveness.
4.5 Optimal Discount Threshold Identification

Quadratic regression analysis reveals the optimal discount magnitude for maximizing sales volume is
approximately 32.5%. This represents the inflection point beyond which marginal sales gains diminish.

text
Y =-0.89X? + 57.8X + 234.5
Where:
e X =Discount Magnitude (%)
e Y =Sales Volume (USD '000)
Appendix A: Additional Statistical Outputs

A.1 Multicollinearity Diagnostics

Variable VIF Tolerance
Discount Magnitude 1.89 0.529
Promotion Duration 1.45 0.690
Festival Type 1.23 0.813
Baseline Sales 1.67 0.599

All VIF values are below 2.0, confirming absence of multicollinearity concerns.

A.2 Residual Analysis

Test Statistic p-value
Durbin-Watson 1.87 0.234

1155


http://www.ijsate.com/

International Journal of Science, Architecture, Technology, and Environment Volume 03, Issue 07, July 2026
ISSN 3048-8222 (Online) | www.ijsate.com [ editor@ijsate.com

Breusch-Pagan 12.45 0.089
Shapiro-Wilk 0.97 0.167
These diagnostics confirm appropriate model assumptions.

A.3 Effect Sizes (Cohen's %)

Model Effect Size Interpretation
Sales Volume 0.52 Large effect
Customer Acquisition 0.38 Moderate-to-large effect

STRATEGIC INSIGHTS
PROMOTIONAL ELASTICITY
Sales Volume Response to Discount Magnitude

3000 4 1% Increase in Discount —
Short-t: Sales Elasticit
2800 — SIS ) 2.34% Increase in Sales
— E=2.34
2600 4 Yolume

2400 4
2200 4
2000 4

1800 4
Customer Acquisition 1% Increase in Discount —

Elasticity 1.89% Increase in New
E=1.89 Customers

1600 4
1400 o
1200 4
1000 4
800 4
6004
400 4
200 Industry Average Elasticity
0 E=1.45

Sales Volume (USD 000)

Festival Period Amplifies
Promotional Effectiveness
by 61%

Discount Magnitude (%)

5. Discussion
5.1 Interpretation of Findings

The empirical findings demonstrate robust positive relationships between festival discount strategies and
both sales volume and customer acquisition. The correlation coefficient of r = 0.72 between discount
magnitude and sales volume indicates substantial promotional influence (Cohen, 1988), consistent with prior
research by Grewal et al. (2020) and Ailawadi et al. (2019). Notably, the observed promotional elasticity of
2.34 exceeds industry averages reported by Blattberg et al. (2019), suggesting festival periods amplify
promotional effectiveness beyond baseline.

The nonlinear relationship between discount magnitude and customer acquisition, evidenced by the
significant quadratic term (f3 = -0.89, p < 0.001), reveals important insights regarding optimal promotional
depth. This finding aligns with psychological pricing theory, indicating that excessively deep discounts may
trigger consumer suspicion regarding product quality, thereby reducing acquisition effectiveness (Campbell,
2021). Organizations must therefore balance discount magnitude against perceived value to maximize
acquisition outcomes.

5.2 Temporal Dynamics

The significant effect of promotion duration (§ = 15.34, p = 0.007) underscores the importance of temporal
strategic considerations. However, the coefficient magnitude suggests that duration effects are secondary to
discount magnitude in driving sales performance. This hierarchy of promotional factors has implications for
resource allocation during festival periods. Furthermore, the positive coefficient for Festival Type ( = 89.23,
p < 0.001) indicates that cultural festivals generate substantially higher sales volumes than commercial or
religious festivals, consistent with cultural consumption research (Kim et al.,, 2021).
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5.3 Theoretical Contributions

This research makes several theoretical contributions to the marketing literature. First, it extends prospect
theory (Kahneman & Tversky, 1979) by demonstrating that promotional framing during festival periods
activates distinct psychological mechanisms compared to non-festival contexts. The amplified response to
discounts during festival periods suggests heightened loss aversion in consumption decisions, a phenomenon
previously unexplored in festival retail contexts.

Second, these findings advance understanding of the SOR paradigm by identifying promotion-specific stimulus
characteristics that generate differential consumer responses. The quadratic relationship between discount
magnitude and acquisition rates suggests optimal stimulation levels, beyond which consumer response
diminishes. This theoretical refinement has significant implications for promotional strategy design.

6. Recommendations and Implications
6.1 Strategic Recommendations
Recommendation 1: Optimize Discount Magnitude at 30-35%

Organizations should calibrate discount magnitude within the 30-35% range to maximize sales volume and
customer acquisition simultaneously. This optimal threshold, identified through quadratic regression analysis,
balances promotional attractiveness against perceived value preservation. Implementation should involve
A/B testing to account for category-specific variations.

Recommendation 2: Implement Temporal Promotional Calendars

Based on the significant effect of promotion timing, organizations should develop comprehensive promotional
calendars that synchronize discount intensity with festival cultural significance. Major cultural festivals
warrant increased promotional investment (approximately 35% discount), while commercial festivals may
require reduced depth (25% discount) due to lower consumer emotional engagement.

Recommendation 3: Tiered Promotion Structures

The nonlinear acquisition response suggests implementing tiered promotional structures that offer deeper
discounts for bundle purchases while maintaining lower individual item discounts. This approach maximizes
average transaction value while protecting perceived product quality.

6.2 Managerial Implications

These findings have substantial implications for retail managers responsible for promotional strategy
formulation. The empirical evidence suggests:

1. Resource Allocation: Organizations should allocate 65-70% of promotional budgets to discount
magnitude rather than promotion duration or marketing communications. This allocation prioritizes
the most effective promotional parameter.

2. Competitive Positioning: The promotional elasticity of 2.34 provides benchmark for evaluating
competitive promotional effectiveness. Organizations underperforming this benchmark should
reassess promotional implementation strategies.

3. Performance Monitoring: Implementation of real-time promotional effectiveness dashboards,
incorporating the analytical frameworks developed in this research, enables dynamic promotional
optimization.
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6.3 Practical Implementation Framework
The recommended implementation framework comprises:
Phase 1: Pre-Festival Analysis (8-12 weeks prior)
e Historical promotional performance review
e Consumer behavioral analysis for target segments
e Competitor promotional intelligence gathering
Phase 2: Strategy Formulation (4-6 weeks prior)
e Optimal discount magnitude determination using regression models
e Temporal scheduling aligned with festival cultural significance
e  Multi-channel promotional integration
Phase 3: Implementation and Monitoring
e Real-time performance tracking against elasticities
¢ Adjustment mechanisms for underperforming categories

e Customer acquisition tracking through CRM integration

Festival Promotional Calendar Optimization Framework

Pre-Festival Pha:
Competitive Intelligende Gathering

Strategy Farmulatjon Multi-Channel Integratipn Planning
Frimary Festival Promotion

Festival Period Peak Period Activation
i

7. Limitations and Future Research
7.1 Limitations

The research is subject to several limitations that should inform interpretation. First, reliance on secondary
data limits control over variable definitions and measurement approaches. Although data triangulation
enhanced validity, methodological variations across source databases may introduce systematic biases.
Second, the focus on aggregate performance metrics may obscure category-specific variations in promotional
responsiveness. Future research employing disaggregated data should examine these variations.

Third, geographic concentration of the dataset (primarily North American and European markets) limits
generalizability to emerging economies with different consumer behavior patterns. Cross-cultural research
examining festival discount effectiveness in developing retail markets would provide valuable comparative
insights.

7.2 Future Research Directions

Recommendation 4: Conduct Longitudinal Performance Analysis
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The findings suggest several promising directions for future investigation. Research examining long-term
customer value from festival promotions would address concerns regarding the sustainability of acquisition
effects. Longitudinal studies tracking cohorts of promotion-acquired customers across multiple festival
periods would provide insights into retention mechanisms.

Recommendation 5: Investigate Digital Channel Effects

The increasing prominence of e-commerce and mobile commerce during festival periods necessitates
examination of channel-specific promotional dynamics. Research comparing discount effectiveness across
online and offline channels would inform omnichannel promotional strategies.

Recommendation 6: Explore Psychological Mechanisms

Experimental research manipulating discount framing (e.g., percentage vs. absolute value presentation) would
illuminate the psychological mechanisms underlying promotional responsiveness. Understanding these
mechanisms would enable more sophisticated promotional design.

8. Conclusion

This research provides comprehensive empirical evidence regarding the effectiveness of festival discount
strategies on sales volume and customer acquisition. The findings demonstrate significant positive
relationships between promotional intensity and performance metrics, with optimal discount magnitudes
identified at approximately 32.5% for maximum effectiveness. The nonlinear relationship between discount
depth and customer acquisition suggests the importance of strategic calibration to avoid diminishing returns.

The theoretical contribution extends understanding of promotional psychology in festival contexts, while
practical recommendations provide actionable guidance for retail managers. The identified promotional
elasticity of 2.34 offers benchmarking value for organizational performance evaluation.

In conclusion, festival discount strategies represent powerful mechanisms for driving retail performance
when implemented with strategic precision. Organizations that optimize discount magnitude, temporal
positioning, and promotional structure based on empirical evidence will achieve superior outcomes in both
sales volume and customer acquisition. The recommendations provided in this research, grounded in rigorous
quantitative analysis, offer a pathway to enhanced promotional effectiveness in increasingly competitive
festival retail environments.
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