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Abstract

In accordance with prior research into mental accounting and promotional framing, the
authors suggest that consumers confronted with price promotions are more likely to
integrate the discount into their purchasing costs and consider it a reduced loss. In contrast,
consumers offered a bonus pack or an upgrade should separate the promotions into accounts
other than purchasing costs and consider them extra gains. The bonus pack and upgrading
promotions thus should be more salient and attractive than the price discount promotion.
Three experiments examined these propositions: Experiments 1 and 2 showed that
participants preferred bonus pack to price discount promotions, mainly because they
differently assigned the discounts to specific mental accounts across two promotional
frames. Moreover, the results excluded an alternative explanation related to the silver lining
principle. Experiment 3 confirmed that upgrading promotion was more attractive than price
discount promotion. This study thus offers key theoretical and practical implications.
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TTEH N EAH 5 2 AN R S AR AL AR O B B I S B - I EAS T
{l2$H (Price Discount * Z1 : ¥4 ~ E#&E(E ~ Ir{EZF ) ~ BEE(EH (Bonus Pack » 401
B E 25%)  #6 T EAYNE & (Extra-Product Promotion » 41 @ SRS ) ~ FHRAIEEH
(Upgrading Promotion * 41 : % Efif R E H R 2 a5 fig ) - # = € #5 (Volume
Promotion » 41 : E—i%—) » slEBRESEMBITHIIE R EE MR (20 - M 75 97
B ST ) F e eHiIMI R EREE THE B Y AN FEE AR HEA A F A EFHE
(Diamond, 1992; Hardesty & Bearden, 2003) ; [t4h - HEWIRE - ZEHESHITIIDAAN
[FIHYHEZE (Framing) SN2 - G2 8HE &Y HIRELPIFREE « Rl -~ 54
HEE = JfH (Barnes, 1975; Chen, Monroe, & Lou, 1998; Diamond & Sanyal, 1990; Grewal,
Marmorstein, & Sharma, 1996; Harlam, Krishna, Lehmann, & Mela, 1995; Seibert, 1997;
Sinha & Smith, 2000; Smith & Sinha, 2000) °

ASCAEAR TR EAIISE - EEHASEEE N EIRESHIHESE ( BIRHHIE B 72 S5 2R
DI FIR R =025 ) - Rl EARITHIEsH (K 60 TTUmWEFT 75 #1 ) AH¥ R &
(S (FRFT 45 TTUNE SRR T8 2RI ) - DU BRI EH (JRE 2000 TTHYFH 44
VIP ZEZRFT 84T ) FHE R FHFAR 8 ({8 1200 HYE 44 & 35 00 A S o5 B FHil e
VIP FEAL ) A B R NHE ) O E G S HEE - (FRR I RIEAE AR sHHESE T -
IHE SRS R TR SN R DR - E— P BRI T iIr Mt
FAHER G ] « AR FIRIE B SHE#= Ry - (EMHEEIRIRAT - HERERS T
HUEE L BCE (A0 R8RS R IIE ) BRI EH Tk (e Y E e RIS AEAE R
AT - [ HEEIERS TSRS E TR (AR TR VIP FEAT ) HIESH

RO GG - P2 2E TREBE R (A& ) NFEBEA AR (A%
B ) B 5 B E BACIR A BiE - 1 EE S i R RS o AEE M - E e S B B
B A B, —EURF (AERSITN) - (BB S B S BB E AR P - iR iRk
AJIE > (Diamond & Campbell, 1989; Diamond & Sanyal, 1990; Sinha & Smith, 2000) - 1R
B —HR AL (Silver Lining Principle) @ JHE & & RIS (25T ) BRI
& (BERA ) BERATEIRFMIEE G E —ERE - 20 0L 88 & s E I
PHER 5[] - #EAREEE A —EERF4E (Diamond, 1992; Hardesty & Bearden, 2003) #£5
B R P B E AR TR SR AR S 5 [ 7 » AR @E KRR SR Al e 2R T — 28— E Y &G
5 o 40 - Diamond B2 Campbell (1989) YW FERE B AS HT A2 SHAH A G B (L 5y e
EyEE & H BRI ZZEE - ZR0 » Diamond (1992) PLK. Hardesty B Bearden
(2003) BB ZE AN S R A7 B SAR TR - JHE & (R ir i EE8 - e STl
B - HE B R ER TR - RERITHIREEENRE EREE R EREER
HHEEMPRIZ2E @R - R - BRIl T - HE B EZ R SR mIE
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EASITHIME S - RO AT E A REIAZ S » R ATEEIT IR - HEE G RT
EAR TR EHIRE ? fEBRE @A RIS B SHRIMHBANT FE iR - (FEEN - SR E R
BB TR T 4 B TR SR R R B B HIRE S AT EL - BIA - 64 oz./ $4
FIMEARBIER S T2 T 25% HI= (ie., 80 oz./ $4) » MEGMEITHIESHE T » BT
25% HUHMH (i.e., 64 oz./ $3) » 3G TAERHTIIKAE T FEME RS NAVIHE & R AEML
HEE AT TR KA E - RtERR - RS T AR —EnIES - AT ERL AT
DAFHERASGRAE (AR R S /K HE T » IS EAE SRS [T & S ERSITHOESY - SREhEEE
TRDAN TR @AM S Z R R AR R R —(E EH Y -

BT —#R AR RSN - 55— TR B AR R 0 B R EASTIR P IR SH 1B 3 (TSR
BRI FHIESH ) 2K E R ERIEEE T - WA A K5/ (Chandran & Morwitz,
2006; Nunes & Park, 2003) = SR (E HH A1 25t Y BEE PR Bl — R A e [ HIET mT DU RER s T 15
SR E R ERITHMES - Bl N HIKEET - (BN & BT EmERRE A AHIA] -
FLFAAN [FIIR R L I B & B HE 2R AE AN RIRI R $H 7K HE N 2R E ARy« MK
o —ERAEREE R R IR R NS RIRTE » B E B IEZEELR FEE (e s i
ZRAEFI G TN N [ » PR fr] e B G B 0 & 5 R {12 S AE 2R U 2 AR FERI BE —E H
H °

% B H &F % 2 & (Chandran & Morwitz, 2006; Diamond, 1992; Diamond &
Campbell, 1989; Diamond & Sanyal, 1990; Nunes & Park, 2003; Thaler, 1985) F=5RAN[E]HY
(e $H A B EZE & (IS H B B D BER PRI B 5 - AR - a0 Bt Bt &
HEBEFEER NHREHE I E (BARRETE BERINIRIE ) 2G5 EAE
BRI+ ASHEFERY S8 =08 H i RIDR AL BB & <2 HIE TN R SHAEZE T B R 5 1Y 55
K - R ANHFTELL R Z BiTRIWEsE e i 38 E e s -

iR 0 Ry TR e FoRE 208 - (FEE 2 BT 1B E R TR
PHAAEEI S [T - MR R T SR E B TRR T e S AU THBRRERE - (HE SutfisesE
T E R A R R g 2 23 (Bolton, Lemon, & Verhoef, 2008) EXiH % & (Okada,
2001, 2006) FEFRHT ZE el E i ik aE an IR RE - Al REREHERS ST 2R (R S5
FHHOHEZEEEWRG(JT - AR - BHEAE L TR sl EMeE s i TEZ— (#
Al - EEEAIREBETHRZE VIP AL ) - Kt - SFREDEHRES E G EMAZEE G
THHY o TEEFAAHE YR EE HESRH (Chandran & Morwitz, 2006; Diamond, 1992; Hardesty &
Bearden, 2003) » {E3& FE iR R TF#5E $51H B R E S IR S8 ) o0 B L I B BOA iR
5o At R EUE B R B 5 [0 o JANET T AR S5 B (E AR S TR SH AR B 5 [ T D2 At
FEREEVY(E ERY

AL PIT=(EEE - B8 E T HEE RTS8 mIFESITHIES -
1T HAEZLRAE A R B R SHIT 1K ME TR 2R E 1Y - (BRI BRER T — R AR Al
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HRRSEIRRE - tHEEE 7 o EEIR P RO ESS R 2R B e s BRE I - SR (e B BR A
N T HE B EEBITHIE S T E SR e i R BRI R - TAERE B8 T 5 S
RS R BSNIRIG » EERASIRIE M T ARV SIF AR R - &k - B=
AR ERTT0 (EMERET) ~ (B0 B ER DU A FRUHTAIIKEE - #553R
s B e SHAR R AT SR BE B 5 [0 - S5 (E B B rss R s b 7 AR Fe & A
BERE - WA T E B ERUTRIS R 5 &k o (EER a7 AR T i R BB E
FARELAEEE -

&8l XRREY
— ~ fEHTHEZR

FBERG LA S EER AR T SO EMR T HIE $8 e BT R R A N2 4h
AT DRSS I N EEZE - DI B B E S S EERAE - HEMiESEE =
EEFH o FrEEtEZLIR (Framing Effect) s&FEME[R] AR SRR RE LA E RO T X2 8
G ENHE FE AN FRRTAIE BGEEE RS (Kahneman & Tversky, 1979) ©

TESHEZE | BT _FAHSE (Economically Equivalent) HY{E §H DA [E] YL
FFH R (Harlam et al., 1995) - fH{LIMHE > fEEEE T EIHIEZIE | MRS
FER DU FE R G2 & B S LR S A w4 A B B = - D
Barnes (1975) #HEEEDL FIRVEH A 2NN - g8 HEENENBEER - /£
"HRiE 87570, ~ T25% off-$75 7T 4 ~ T JFE{E $100 JT - FHE $75 7T 4 F=FEEE
EWFAF - HEERmWLG " RE$100 7T » FFE $75 7T 5 BIMEEHIEZE 5 Chen et al. (1998)
HIT SR e St — A 3 T S E R E DL B B 2R E N EA RS 7 - THEERE
i vH 2 R fm i AT 08 43 ery 5 oK 230 - 35 EeFsers SR ETaE A T - BEEAER
AR—ERAEWT - (EHEERE g B R HE EIHE R -

R ARl PHIEZRIS - A I REE BT FIEBAYES - FIE —%— (BET)
PSR 5 3T CREUES ) ~ B A 1 B S EFE 399 7T (FL &P AL sy ) FHERR
H 399 JUHY A PR EE % B an (BGALIESH ) ARSI RS R IYE 75 Hr (BT
RS ) AHE A AR B RO (=R ) » BEAR 2R 77 AN E (R 2
BAFEFERAESH ) - HELERE LAHERRE AN FHGR 5= (2 EHEAE
FARPEAE A @ —RAESH =0 ) - TR A DURE.Z i R (e SHAEZRATE A -

o (e SHEZR SO I &R

OHEEFHETE M A EREH « FFEMECHEM BVEBIRURERNER] » AlE—fk &2
A G E R ARG s B T ) - LE e T B ER R R (B AN 2 P ALt g A LB
ATAREC sk A B T ED - i HLE it E LE B e sk S AU & At AR R AR R B B A Y TR R AR 2
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(Thaler, 1985, 1999) o L&+ EZHETDUN ={EREGH : (—) » B —ERE S 2
I EE B R - BIEE B R SRAEHE » () ~ IRFRY BB S HRY
¥R (=) IRFFHERSHER

AL AR A O3 & F AR = B B AR ER FA (R SHHEZRAYREE » 4] » Thaler B
Johnson (1986) 3% ks 1H 2 & 2 LU 512 Il (Hedonic Editing) 2K #mEE LEEIR & - FrDUE T
B A NP RS AR B A R ERRVIB R Y - FERZIR L 55 B —(EIR = i IR R & 8 R AR
BRZHF - ERENEEH GG EMREL (Concave) MIEKZIMPHEL (Convex) HIAR
'8 H IR RY RO o BOFE B 15 9 RO pREOR IS BE BYA% I © 205 Thaler B Johnson
(1986) HYRRIERAL » A ERTA HIIESH — N am S EISITHI I 58 (Rebate) —#BIEEZE 77
BEEE E AR Z SN R — IR - R (e SR A R I E S R L pEER N - R
[ » Thaler (1985) H CHIWFFEAN 2 B EAS TR AR E R ER T -

Thaler (1985) FRy AU R e & 21 B i o i B B B AE P3| (Physical) DU A
| (Temporal) 530@ » FrDAVHE & & T (e 85 R 8 LR = iR < Bl i S E R
WA L HrRE A S A EAS T (SRR EEAH ) By 5 [ ]85 - Diamond B Campbell
(1989) Jz Diamond E Sanyal (1990) thit—2045H1 » FE&H81%E (Nonmonetary) FI{EH
gt 2 B fL A AL (288 ) NRIBVIESH (A EE5H - BEE ) - HRE
AL FIE M EE - BREE DI R - &R R B B RO RIRIR = - T
T FZRY NI RIS 5 AHRCHE - B3 (Monetary) FU(ESH » Higk 2 Hl zE L AR B A7 A
[FIFPE B (ANMEARS T FO B HTEE ) - AR (e 6 B (07 B 2 L fE RS B AL — 3 AR BB &R
7 i B A [ — (R 2 N - IRBIEZAR$H & #H B & i R B ARl 5 anpt - AHER
DR A R 50 (B A f1 B RIS 22Tl - HEE G REZ DG
it (B A XEEZPITH B) « AR - IRBE—IRAEER] - BRI AIES (TR
TEIESH ) BB SR FEIESH (S8 TEIEH ) RYRTHE 2 (e SHAH A R I B AR LI 22
& SrBEMR RS E S G AR - MIREETEF - FF (e s EE RIS oA Ehi
DN—TEFRAEHY -

Chandran £ Morwitz (2006) 1£ & B 5L HIFZEH - FEH T 55— (S EEL - ffrIf
FE R o0 B B S AR S A EAS T HO 5E 5 5 R VH B B B R DA S [E] A8 5 26 {2 81 A Bl Y A8
% EEREREN SRR GBS ELIVER D - BUSIESHEEE T - 4]
Bha * S BRI 5 (R B AR 2 IR R AN [RIR o B R S RO BEEE 1 - RIS 0 7 2
5177 5 FEACLEY R BEH BE 7R Y Nunes B Park (2003) FURRFZEH o /F & A AR BT FCER Y
Chandran Eil Morwitz (2006) FYEELTIE—KRAERGER] - RUBIERE AT - IIEFTE
HIESH T ELBIED 2R/ Y »
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Diamond Ei Campbell (1989) HI5EEE BI(E SHIEZRRY T N 72 8 H AR E Ly 25
{EA% o MRS E Bk 2 M5 o B PUEE - 20 5 — (I B ARG R A R (M $3.62) it
% 20 FERIESEN o —HHESRERISZ 0 B B8 HAEE L& 2 20 JEGEARES T
et + BB EEEUEH A2 W E F 2N BEEEMIEEE 20 EETERAERSTT
fll (i.e., $1 Off) ; SHAEF{ET EeER 02 sHHYZ M5 Al 53 BB F 0 B A e 2 20 H
HETTHE L EY (i.e., FREE, Fabric Softener Value $ 1) DA IS EAESH (i.e., 28% More Free $
1 Value) © f&5R - EASITHIIESHHE R RIS TR S 8 Nn (e s IR T1HE &%
BREEMAPYZZER - R - 8 HRHAE AR S I e 2 R -

Diamond (1992) sE—A MG ESITHIE S RIS E (L SHAIAHE RS 1) - EERAEHY
HIRE M fy 64 oz, 2EBA(H $4 HUVYEER] - R EMITHIEHBER S EEEZNEEL
ERIT (e.g., $1 Off) » HEEMEHH AN/ EREEIY = /EEH (e.g., 16 oz. Free Extra Product)
oA E (2 $H (e.g., $1 Free Extra Product) 5 44 H #THIE R4 & (e.g., 25
Cents, 50 Cents, 75 Cents, $1, $1.25, $1.5, $1.75) » fEE{E 3( #1720 ) X 7( Fril#HieE )
AIRHNERET (Within- Subject) HF » fFE R HZ & 1544 HITHIFGERES - SR S8
RS » MAERE/ N - RS RiFEEN 12 -

Grewal et al. (1996) f5Ht - FEHFHEITHIKEET - HREAEENEEE - HES
FEREENENER ; ME&EEDLAREIHIKET - TR ENER &
R EREEITI N BRI S MR EEITII T B2 R R i s A Bt
BEAh - R ERS BT E (L 4 52 (Diamond & Sanyal, 1990) * fff LA Hardesty B
Bearden (2003) FiREEEENEHE (S EEREII R EERI) BER T - HE
HE R EREITHE M IEY Z(ESH - Hardesty £ Bearden (2003) FYRF5EHIEEE » 7
E AR SHKHETS (A 50% WIHTH ) - Z W F R ESITHIE S m IR =25 - mAEH
& (25%) AR (10%) FTHIRIED T - HEE W H BN R =5 -

B L HIRFSE (Diamond, 1992; Hardesty & Bearden, 2003) ELf&HEET T B =2 54
BERSITII(ESHAY A= 52 - R - SELEpF9ei BhEE A2 7 — 280« SR ERITHIE S
[R5 B F AL R 22 {E K% (Diamond & Campbell, 1990) » FARPE » HIJ GG (] fE
PrizKEET - JHEH EZIRIF I £ M IFERITIIES - KRBT E ARSI 53
FA o AR R S T IR JHE B R ERS I B IR 22552 (Diamond,
1992; Hardesty & Bearden, 2003) ? —{[&i R]GERY 5 Rl i AHBA R 220 AR 2L HH B
TEANFHESH BB RIS H — 3 - #2123 © 7 Diamond (1992) WUBFFEHR » 75 HARE
JF1{E $4 B 64 oz. WERABIRIHFZEH - [FlERZE $1 B9 EESHTTI - EEMITIIEEH -
ZHIF AT $3 TUIERS T 64 oz. HYPEERA » MAEEE NS & 5UE AR Y E (8 51 1Y 2 1] 4l
P H $4 JE15 80 oz. HIVEERH - AH{LIHY - 7E Hardesty £ Bearden (2003) HYFST » [Elfk /2
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$0.65 Hy4 HARSHITHD » 2B AEEARITHIE B S AR ERS IS I (e.g., $2.59/5.2
oz. BYEE LB EIIFR $0.65 HYFTH ) + MIEM ERIHAVIESL - 2B # &/ DUV R
ERERIREENR T 1S x% BT (e.g., 25% More Free 6.5 oz. at the 5.2 oz.
Price) < WIBLAYEZET - I BIEN EIEHANHE S - R imalE S M A7 2= (Ff
BIEAESRSHITIIAED T ) - IR 7 H R IEsHEYRAF (Sinha & Smith, 2000) ° iE
{E 3 Fm (£ 7T DAR 2R i Diamond (1992) DA Hardesty £ Bearden (2003) FYRFZEAS R
TE/ NIRRT IS - JHE (R g EE 80 m IR EAR TS s AT IR - 15
HE R ERITI - BURERHEITIIZ T - WEEEH (MHERERITIIES ) #A]
RERE E i E & TR =TS -

G REER - WSS E R E et bry25 - 765 | FHAERE SR
EF - IR AT RE & AR DU R S TR YE T FEEZ PR EUE S ITHIE 8 + 28 » WSRPE &
F RIS AR A TERITE—ZI BT - FffTa] ATE(E SHEZR I RUCR ERZ 2R ERY 5 [t
A PEHISZCHE (B8 ) MR — B 2 HE S (e ) 8 SREER -

HBPEE - JH B B & AT G 7 0 A P B E AR P F R SR e 2 B:hS L EIR = o JE R
B (EER R ERITHIHE R 5B SR E L E AR —ERF A - A E i f e

THERRRA 5 MHECHE  BE EE S RS B AL B e BN [E] » FT AR A SRS TE
7l E R IIR T - WISt o Ry T ARSNORITE o MER T EEIR S RESHE R
ZH# M (Chandran & Morwitz, 2006; Nunes & Park, 2003) * {E¥& HEGm il S sHAHB A (E
TR SH B B AHER G [ )

H & & A0 AEEIT IR G FE BREA PT R BT - AaEoMBEARIrde sl - HEH

TRIBITHEERSE -

H1 R F B @K MERZ R - ERE 523 PRI HE I = ARk 4 — E 1B i
T HEZESEGAE R RIRIESH /K EE T HRTRERY » M E R ERE [ (R Ek Bl A A5t
F&HR (Diamond, 1992; Hardesty & Bearden, 2003) B FiN[E] o FAh - fEEEE R A
R ETTMIEFHRIEEET (Between-Subject Design) P97 =BG S H1 » (EE IR S fER
st 7R 5 e A2 32 B E A R A — B BRI R 22 » st 2 FR iR =2 105 [ 1R [ ¥ e A
HEZE » FE n] g W fE fE 2L R IR 722 S AYIR 52 (Wiseman & Levin, 1996) ° i@ RMFEHL
BURTERANERET (FEEAMHRIEEET ) T » HEZERCERAHE & k%5 < #1400 » Levin » Johnson
Bl Davis (1987) RUMFFC-R#EBAH N B E T & BES SRR A (AR ET T R B
EHINEZRAEE ) 5 Levin » Gaeth » Schreiber 2 Lauriola (2002) 1883 7FH A% &1 HYIE
T - HEHEZE (Goal Framing) HR & NEE (RE ) 5 AR » B 17 EE #h 2 5§ HI R

¥ ! Levin * Schneider i Gaeth (1998) & 43 — Fl £ 2 & 5 ¢ Jol Fir 14 I 22 328 #5220 5 (Risky Choice
Framing Effect) » & PEHEZL 2R (Attribute Framing Effect) DA K B AEAE 2254 5 (Goal Framing
Effect) » {35 B ARAE 2L R Y 2R -
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IFAT Ry - PERIEES 2L - SRR T A BERIRCR (Wiseman & Levin, 1996) ©
AR T B EEAH N B B s s iy 7 =0 B RN 2 AR A (Keren
& Gerritsen, 1999, E &Y ; LeBoeuf & Shafir, 2003, & — ; Liu, 2011, g — ) » DUK
P BRI IE - BRI H WERAHE S BE « EHEELBERTT
e sH A G EAEHE Fr AR~ SRS =128 -

2 Bi—  IMIESREEE RS

— ~ HEE 1A
(—) Bzt

B T EEEE H1 > (EETER 1A - (B3GR -

[(EBIESE] « M JoEE Z Se A3 E EEE Tk - Fr iR 5 E#EEAE 60 7T
TEnin R S )5 ST — P KA EEAE 60 TTAYMINES BHE - SR B - M e B IWERF
FEHLIYEE S EEETINE N INE(E S5 7EE) - I DUH I 45 STRYES B 2R
HIYE - BT CAMAE T 45 TTE T —FORFRINgESNE BT 5 Z Sed= Einwkes - Sk
SHIE IEAEHELT A 75 rvfEsiiEE) - MthfE T 45 5TE T —FRFmbEsNE BT -

BEZR M Sz Bl Z Se AR [RIRRATHY 45 JSTE T —FORRRineE - (B ECERE - FERIIR
B15 M JeAEl 7 Je R BS R i 2 <2

EEEEBEEES - MAcAERTEEE " WEREHEZR, (NESNE) - mZ
SeAE SRR T EEITIIEZE ) (KRR 75 3T) 0 @E M Sed i 7 SeAET HARIRIRY
SBEES AR IR - (EESHAEZR A R G S A E AR LB EHE
{F - M B SR IR BEE MR A - 2B EET S 5% - BRI
M e Bl 7 Se A E RIS 2o (M ik~ R s Z e =EE ) - BT
HBIEH B E Smith Bl Sinha (2000) DA Diamond (1992) HYRFFEEEET + B B8y
et HIERFH B Arkes (1996) ~ Shafir £ Thaler (2006) » Thaler £ Johnson (1990) * Thaler
(1985) FHIMFSE -
(=) HRAEETRAAR

113 (KA RERIE SR 2 B E i - 2w S AR E B L2 HAVIE R T H
B BN HIEEE - FTDIE AR E I $E - 2 HIBES — G — RS - BEIEER
% - HEEE NEREIE R -
(=) & Rt

IR 26 B <2 T (65.5%) 38Ry M S Bl 7 S e 5 — BRI A E BT S - (H1ER
F B R — BRI T RS0 H FEEA @ 24.8% 2 HIEERE M A HIRZHY
FIEEE - A 9.7% B2 AEE s Z oA g FIER L HIETE - HIRAERERIGEA
et - ZWEFRFE R AWEESE - 8A] e 25 RIRIIIR S - Kk - WFE AT
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FeHIRE E /770 (Keren & Gerritsen, 1999; LeBoeuf & Shafir, 2003; Liu, 2011) * {E& S
PR SLAECA T —20 04 - FE R - FRIGEEIR G ERAIEARR - ZRES
HET ERYEEES (¢ (1; N=39) =7.41, p < .05) - BEHEM T » HI1 BEFLHEF « FHENREAITI
{ESHHEZE - ZHEHFERIFIE MR T - T 1A IR R ETHE T — L8
W17 8 A B ERZ DAY S (e $HAE 2R 1 2 EEAS I IHE 2L AR HETT (R 81 - AN BEiHE &
AR AHE R R HI A -

BEIRE R 1A FEE 7 HL > 280 - LEE Y —FR A B0ER (Thaler, 1985, 1999) th
AR AAREE B 1A HURE SR o sl B H & & FI )/ NIS BB R - & R is
/HSELRARIL 3 BABE B (ANEIRF ) IR Ot B ([Fl—{E#R = ) - 35 /2 Diamond
Eil Campbell (1989) & Diamond EH Sanyal (1990) 5852 BEIR P HIESH S B/ & GHIE S
fEPHAI T GmEERE -

AWTFERE Ry H1 2 OEE TR 2H A (Thaler, 1999) DUR R $HA i HOREE 14
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AR S 72X R ER TS R E S - ShEBE R AR ()T - &R - 7+
TR A S R M s R — (T8 TR - B2 &5 & A 5w e e L e B i 2
HHERIEsH - BT A BZKER - TEMHFEIRI AR N 232 BRI i e S5 B E RS I 2 85
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FRRE AN EEETFTER » 2RT - P ERAYE - AR SHHEZRES 2 /I B9 5 [T AR E F B
FAR(EH=)  —ERBENERERRATIIAK (APT) - BESRIE 2 EEAITIN
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Bonus Pack, Upgrading or Price Discount? The Impact of
Promotional Framing on Consumers’ Cost Assignments and
Relative Preference

Hsin-Hsien Liu, Associate Professor, Department of Asia-Pacific Industrial and Business Management,
National University of Kaohsiung

Yu-Yeh Chiu, Assistant Professor, Department of Marketing and Distribution Management, Chien Hsin
University of Science and Technology
Purpose/Objective

This article examines whether different sales frames, such as price discounts (e.g., 25%
off) versus bonus packs (e.g., get a large for the price of a medium) or upgrades (e.g., pay for
the normal version but receive a special version for free), influence consumers’ mental
accounting operations and thus their assignments of promotions into specific mental
accounts. The relative salience and attractiveness of promotions might vary with their
frames. For this article, a bonus pack refers to a promotion in which consumers acquire more
volume at the same cost (e.g., pay for a small cup of coffee but receive a large cup); an
upgrade implies that consumers receive better quality for the same cost (e.g., buy a normal
ticket but get a VIP ticket).

Some contradictions remain in existing studies that consider the relative attractiveness
of various frames (Diamond, 1992; Diamond & Campbell, 1989; Hardesty & Bearden,
2003). For example, Diamond and Campbell (1989) found that a price discount lowered
consumers’ reference prices for a target product. Therefore, it seems reasonable to infer that
consumers should prefer bonus packs over price discount promotions, across discount levels.
However, Diamond (1992) and Hardesty and Bearden (2003) also showed that consumers
preferred price discounts at higher promotional benefit levels. This contradiction might
emerge because previous studies have controlled only for the nominal value of the promotion
rather than total expenditures. For the present study, the authors controlled total expenditures
and therefore examined whether the framing effect is robust across different promotional
levels. In brief, this study not only tests the key proposition but also clarifies the
contradictions across previous studies.

Many authors (Diamond & Campbell, 1989; Diamond & Sanyal, 1990) have proposed
that consumers should prefer bonus packs over discount promotions, according to the silver
lining principle of mental accounting theory, because the former is framed as extra gains,
whereas the latter is a reduced loss. Another explanation (Chandran & Morwitz, 2006; Nunes

& Park, 2003) proposes that framing effects exist because promotions, once they have been
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segregated from the purchasing cost account, should be more salient and attractive than those
integrated into the same mental account. Therefore, the present article also demonstrates
whether the advantage of separating the promotion into another account derives mainly from
its salience or the silver lining principle.

Although previous studies have proposed that different frames of sales promotions
induce consumers to assign the costs and discounts into different mental accounts, few
studies have directly measured the classification (extra gain or reduced loss) associated with
different frames. Therefore, the third purpose of this article is to examine how consumers
categorize promotions with different frames into specific mental accounts. Finally, to
enhance the generalizability of the propositions, this article addresses the relative

attractiveness of upgrades versus price discounts.

Design/Methodology/Approach

Experiment 1: The Relative Preference between Price Discount and Bonus
Pack

Participants/Procedure/Design In Experiments 1A & 1B, the authors designed two
within-subjects experiments to test HI, which posits that bonus packs are more attractive
than price discount promotions. For the 113 college students who joined Experiment 1A, the
task scenario read:

[ Decision scenario ] Both Mr. M and Mr. Z like coffee very much. Every morning,
both of them spend NT$60 for one large cup of coffee in coffee chain stores near them and
take it to their offices. Today, when Mr. M was buying coffee, he noticed that the coffee
chain was holding a “get a large cup of coffee for the price of a medium cup (NT$45)”
promotion. He accepted the promotion and paid NT$45 for one large cup of coffee. At the
same time, Mr. Z noticed that his regular coffee chain was having a “buy a large cup of
coffee, get 25% off” promotion. He also accepted the promotion and paid NT$45 for one
large cup of coffee.

The design and procedure for the 108 college students in Experiment 1B was similar,
except that the promotional level increased to 50%. The designs in the two experiments thus
should clarify the ostensible contradiction in previous findings. After reading the task
scenario, participants in both experiments responded to the following question: “Which do
you think would perceive more savings?” Participants chose among three options (Mr. M,

the same, or Mr. Z).
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Moreover, participants in Experiment 1B were asked to imagine that both Mr. M and
Mr. Z spilled the cup of coffee carelessly when they started to drink, then respond to another
item: “How much money do you think Mr. M (Z) lost?” (Task 2) The authors predicted that
participants’ perceived costs would be higher in the price discount than in the bonus pack
condition when a loss occurs (H2), because the latter promotion is more salient, which

makes the original price less pronounced.

Experiment 2: Sales Frames and Promotion Assignments

Experiment 2 aimed to acquire more direct evidence that the results of Experiment 1
reflected consumers’ assignments of the different promotions to distinct mental accounts.
Consumers exposed to a bonus pack should regard the promotional benefit as an extra gain,
whereas those exposed to the price discount promotions likely consider the discount a
reduced cost (H3).

Participants/Procedure/Design The task scenario and procedure in Experiment 2 were
similar to those in Experiment 1, except that participants (N = 119) were asked to determine
separately which statements best captured Mr. M’s and Mr. Z’s feelings at the moment of
buying the coffee, using five options. Two of the options related to the reduced cost (e.g., “I
only spent NT$45 to buy a cup of coffee that cost NT$60, so I just saved NT$15”), two
pertained to an extra gain (e.g., “The NT$45 only can buy a medium-size coffee, so I got free

coffee that would have cost NT$15”), and the last was an “other” option.

Experiment 3: Sales Frames and Promotion Assignments (Between-Subjects)

Unlike Experiments 1 and 2, Experiment 3 employed a between-subjects design. In
addition, participants in Experiment 3 considered the relative attractiveness between an
upgrade and a price discount promotion. Using the same reasoning as detailed previously, the
authors inferred that an upgrading promotion should be more attractive than a price discount
promotion (H4).

Participants/Procedure/Design The decision scenario described Mr. Chang, who
always buys a VIP ticket to go to concerts every month. One day, when he went to buy his
concert ticket, he noticed that the concert hall was conducting a price discount (upgrade)
promotion. Participants (N = 92) then responded to an item asking, “Which of the following
descriptions do you think best captures Mr. Chang’s feeling when he paid for the ticket?”
using five options, similar to Experiment 2. Moreover, participants completed two items that

measured the relative attractiveness of the promotional offers directly (e.g., “How attractive
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do you think the promotion was for Mr. Chang?”’) and indirectly (e.g., “How likely is it that
Mr. Chang would buy a ticket as a gift for a friend?”).

Findings

The results from Experiment 1 supported H1 and H2, in that consumers preferred the
bonus pack to price discount promotions across different promotional benefit levels. The
findings in Experiment 2 confirmed that the frames of the sales promotions influenced
consumers’ discount assignments into specific mental categories. The combined results of
Experiments 1 and 2 thus confirmed that the framing effects of sales promotions are due
mainly to the differential salience of the promotions, rather than a silver lining effect.
Experiment 3 featured a between-subjects design and provided consistent support for the
proposition: Participants tended to consider the upgrading promotion as an extra gain, which

further enhanced its salience and relative attractiveness.

Originality/Contribution

The results from three experiments, describing different target products (coffee, concert
tickets), promotional levels (50%, 40%, or 25% off), and experimental designs (within-
versus between-subjects), confirmed the robustness of the proposition. The results could not
be explained by the silver lining principle.

The framing effects of sales promotions also was robust across different promotional
benefit levels, according to controls on the total expenditures, which helped clarify the
contradiction in previous findings and confirmed that the framing effect is due to differential
salience. Moreover, the authors have provided direct evidence that consumers perceive more
savings when exposed to a bonus pack and upgrades rather than price discounts, because
they assigned the discounts associated with the different promotions into distinct mental
accounts. The results of this study are insightful for marketing practice, especially for
retailers or marketing managers who hope to enhance the attractiveness of their promotional

deals. This study thus offers key theoretical and practical implications.
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