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Understanding consumer behaviors on price promotions using global positioning
system

Kato, Ryo
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This research investigated consumer®s behaviors when they are exposed to
price promotions by retailers. To reveal them, we used GPS (Global Positioning System) information
combined with consumer®s purchase history data. By conducting two large-scale RCTs (Randomized
Controlled Trials), we estimated the effectiveness of mobile targeting advertising. As a result, it
is revealed that consumers® "area familiarity" and "store knowledge"™ have significant impacts on
mobile ads effectiveness.
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