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The impact of sales promotion in "ARDIS mall Oran' on customer
purchasing behaviour

Abstract: Sales promotion is a set of short-term stimuli aims to Increase sales
volume in stimulation period, unlike other means of communication cadvertising,
personal selling, public relations, and direct marketing) which usually seek to
change customers attitudes towards products and try to improve the image of the
mstitution we find that sales promotion has a purely quantitative goal which I1s
increasing the sales volume of product.

This study aims to identity how the buying decision of Algerian customer is
affected by promotional offers provided by “ARDIS mall” Oran, we concluded
that sales promotion has a great impact on purchase decision because it motivate
and push customer to take a buying decision.

Keywords: sales promotion, purchase decision, motivation, ARDIS mall Oran.

JEL Classification : M31, M37, M310, M30.
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