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Interaction Effects of Purchase Cycle and Bundle Type on Promotion
Effectiveness
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Abstract The purpose of this research is to investigate how purchase cycle of a product and bundle frame
influence consumers’ responses to the bundle promotion. In order to test hypotheses of this study, we
conducted an experimental study that was a 2(Purchase cyle: Long vs. Short) X 2(Bundle frame: 1+1 vs.
Buy2 and 50% off) between-subjects design. The reseults of this study showed the interaction effects of
purchase cycle of product and bundle frame on perceived level of discount and product attitude. Based
on the results, we provide theoretical implcations to extent the existing research regarding bundling
promotion. Moreover, the results of this study suggest some practical implications and a new aspect about
bunle promotions.
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Table 1. Demographics of Sample
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Figure 1. Interaction Effects of Purchase Cycle and
Bundle Type on Perceived Discount Attractiveness
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Figure 2. Interaction Effects of Purchase Cycle and
Bundle Type on Product Attitude
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