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ABSTRACT

Theemergingonlineeconomyprovidesconsumerswitheasyaccesstonumerouschoices.Thisarticle
investigatestheeffectsofpricepromotionframingmessagesonperceivedvalueandonlineconsumer
purchaseintention.A3(pricepromotionframing:singlediscount/multiplediscounts-largediscount
firstandsmalldiscountlast/multiplediscounts-smalldiscountfirstandlargediscountlast)×2(price
levelofproduct:low/high)experimentaldesignisconducted.Theexperimentresultsdemonstratedthat
priceframingofsinglediscounthasagreaterinfluenceonperceivedvaluethanmultiplediscounts.
Perceivedvaluehasapositiveinfluenceonpurchaseintention.Additionally,pricemoderatesthe
effectsofpricepromotionframingonconsumerpurchaseintention.Thisfindingofferspotential
forfindingbetterwaysforsellersormanagerstopresentdiscountsinonlineshopping.Finally,the
conclusionpresentsimplications,limitations,anddirectionsforfutureresearch.
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1. INTRODUCTION

Duetotherapidtechnologicalprogress,theriseofInternetfacilitatestheopeningofwebsiteand
thereforeelectroniccommercehasbecomemoreanewbusinesschannel,inadditiontotraditional
wayofmarketing(Toetal.,2007).Theemergingonlineeconomyprovidesconsumerswitheasy
access to numerous choices. In recent decades, discount promotion has been a popular kind of
marketingpromotionsforconsumerproducts.Exploringeffectsofsalespromotionisoneenduring
issueinmarketing.Marketersusesalespromotionstoattractcustomersandmotivatecustomersto
buyproducts(Grewaletal.,1998;ChenandWang,2016;Mukherjeeetal.,2017).

Priorstudiesshowedthatchoicescouldbeinfluencedbytheframingofdecisionalternatives
(ChenandChang,2016).Framingresearchhasshownthatdifferentwaysofpromotingaspecific
behaviorcaninfluencebehavioralintention(Chen&Wang,2016).Thecontentofpricepromotion,
suchassomeofcommunicationmessageisreferredasmessageframing.Manystudieshavefocused
ondifferenttypesofpromotiondiscountsofconsumptionbehaviors,forexamplepricediscounts,
bonuspacks,pricepresentation(dollars,cents-off,percentage-offandrevisedprice),discountlocation
(proximal,distal) (Chenetal.,1998;DelVecchioetal.,2009;DelVecchioetal.,2007;Hardesty
andBearden,2003).Thisstudyisbasedonpercentagediscounts.Amultiplediscountisdefinedas
twoormorediscountsofferedthatcanbecombinedtocreateabiggerdiscount.Thisstudyusesa
relativelyformofpricepromotiononasingleproductversemultiplediscounts.Thisstudyalsotested
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whethertheorderinwhichthemultiplediscountswerepresentedinfluencedconsumerevaluations.
Moderatingvariablesthatcouldaffectconsumerperceptionsofpricepromotionsinthisstudyisthe
product’spricelevel.Theproduct’spricelevelmaymotivatedifferentevaluationprocessesofthe
pricediscounts.Anexperimentof3(pricepromotionframing:singlediscount/multiplediscounts-
largediscountfirstandsmalldiscountlast/multiplediscounts-smalldiscountfirstandlargediscount
last)☓2(pricelevelofproduct:low/high)betweensubjectsdesignwasused.

Discountframinghasbeenwidelydiscussed(Gendalletal.,2006;Chungetal.,2011).Research
onpricepromotionshasfoundthatconsumersevaluatedealsdifferentlyrelyingonhowthepromotion
offerhasbeenframed(Chenetal.,1998;KimandKramer,2006).Researchhasinvestigatedthe
effectofnumerouspricingtacticsincludingdiscountframing(Chenetal.,1998;KimandKramer,
2006)anddiscountlocation(DelVecchioetal.,2009).However,suchresearchhasmostlyfocused
onsinglediscountscenarios.Theconceptofmultiplediscountsreferstothesituationwhentwoor
morediscountsarecombinedtogether,andresultinginadiscountlargerthananyoftheindividual
discounts.Previousstudiesprovidelittleattentionabouttherelativeeffectivenessofsuchdiscounts.
Therefore,themainobjectiveofthisstudyistoinvestigatetheinfluenceofpricepromotionframing
messages(singlediscountandmultiplediscounts)onconsumerwillingnesstobuy.

Pricediscountsoffereconomicbenefitstoconsumers,influenceconsumerdecision(Grewalet
al.,1994;Olshavskyetal.,1995).Thaler(1985)usedmentalaccountingtheorybasedonprospect
theory.Thepsychologyofconsumerpsychologicalstatusandchoiceincreasesapotentiallydimension
toprice framing.Price framingcuesare thephysiologicalprocesses thataffectconsumeronline
behavior.Thisstudyexaminesthepsychologicaleffectsofheuristiccuesonaproducttogainabetter
understandingofonlinehumanbehavior.Toaddressthepurposesofourstudy,thisinvestigationfirst
presentstheliteraturereview,followedbytheconceptualmodelandderivedhypotheses.Subsequently,
themethodologyanddataanalysisarepresented.Finally,theresultsarediscussed,conclusionsare
presented,andfutureresearchdirectionsareidentified.

2. LITERATURE REVIEw

2.1. Price Framing
Someofthecommonformsofpromotionaltoolusepricediscountsinmodernmarkets(Chenand
Wang, 2016; Mukherjee et al., 2017). Price framing is how the offer price is communicated to
consumers(Krishnaetal.,2002).Differentpriceframingleadstodifferentdealevaluation.In1979an
articlewaspublishedbyKahnemanandTversky’sprospecttheorythathasbeenthesubjectofmuch
discussionanddebateeversince.Theyhaveshownthatthemessageframingofdecisionpromotion
problemscanaffectconsumers’decisionmakingandcognitivejudgments.KimandKramer(2006)
comparedthenoveltypeofdiscountpresentation(e.g.,“Pay60%oftheregularprice”)versusthe
regularprice(e.g.,“Pay40%offtheregularprice”).Manystudieshavebeenfocusedtotheframing
ofpromotiondiscountsinconsumptionbehaviors,forexamplepricediscounts,bonuspacks,price
presentation(dollar-offandpercentage-off)(Chenetal.,1998;DelVecchioetal.,2007;Hardesty
andBearden,2003),Thisstudyisbasedonpercentagediscounts.Ingeneral,primarilymessages
framingcanbeviewedaseithergain-framedorloss-framed(KahnemanandTversky,1979).This
studyisbasedongain-frameddiscounts.

2.2. Order Effects
Previousresearchonmultiplediscountshasbeenscarce.But,therearealotofsituationsthatwe
encounterpriceframingormultiplediscountsinourlife,forexample:Ifyouarespentmorethan
threethousanddollars,youwereget10%offdiscount.Secondexample,ifyouaretheVIPinthe
store.Whenyouareshopping,youcangetextradiscounts.Anotherexample,whenyoushopinthe
retailstore,youcanseedifferentdescriptionaboutpricediscount,suchas“20-50%off,”“Upto70%
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