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Abstract

The purpose of this study was to investigate the effect of usage-situation-schema in relation to co-promotions. The proposed
model of how consumers evaluate co-promotional coupons called for the following steps: 1) usage situation schema is activated,
2) complementarity of products is noted; 3) centrality of products for the usage situation decision is made; 4) if centrality of one
of the products fails to be satisfactory then another reason for the products to be used becomes effective, i.e., distinctiveness.
Hypothesis 1 proposed that centrality of focal and partner product of co-promotion and coupon use intention are positively
related. Hypothesis 2 proposed that distinctiveness of focal and partner product of co-promotion and coupon use intention are
positively related. Hypothesis 3 proposed the moderating effect of distinctiveness on the effect of centrality on coupon use
intention. The experiment provides evidence of the outcome at each of the four steps and support hypotheses.
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