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ABSTRACT

Sales and Discounts are promotional tools use that brands use to stimulate sales for a short
period of time. No matter what type of brand it is, it goes to Low Profit, High Volume for a
specific amount of time. Sales and Discounts have their pros and cons and they might affect
how a consumer perceives a brand positively or negatively. My aim is to test this in the
context of Pakistan Fashion Retail Industry and provide substantial argument for both its
benefits and hazards.

The research has been conducted by doing a thorough analysis of the literature. The literature
review provides us with both sides of the story. There are arguments in favour of Sales and
Discounts and there are arguments against it as well. Most authors are of the view that it has
more hazards than benefits in the long run. The literature review helped me re-establish the
variables as well as pointed out an opportunity to take into consideration the type of
consumer who is coming in contact with the brand. The independent variable is Sales and
Discounts whereas the independent variable is Consumer Perception of the brand. Data
collection has been done through a survey questionnaire. The sample population were mostly
residents of Islamabad and Rawalpindi and some were from Multan. Results were entered in
SPSS and analysed. Correlation between the two variables was established and on basis of
this, recommendations to the brands in Pakistan’s fashion industry were given.
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