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When marketing multicomponent product bundles, managers can choose between consolidated or partitioned price presentation. This

paper presents the results from two experiments showing that the size of the bundle moderates the effect of price presentation on

evaluation. When consumers evaluate consolidated offerings, they expect lower prices than when they evaluate partitioned offerings.

This effect is stronger for larger bundles.  Given the same price level, the partitioned offering is evaluated more favorably than the

consolidated offering when the bundle is large, but not when the bundle is small.
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Product bundling is a pervasive marketing strategy across industries.  Managers choose between two forms of price presentations; assign 
price tags for each item (partitioned pricing), or present the bundle with one single price tag (consolidated pricing).  Economic theory predicts 
that price presentation should not affect evaluation as long as the total price is identical. However, a growing body of literature shows that 
price presentation influence consumer evaluation of product bundles (Hamilton and Srivastava 2008). Bundles with partitioned price presen-
tations are preferred over identical offerings with consolidated presentations (Chakravarti et al. 2002), but a  variety of context factors may 
influence how consumers attend to and process price information  (Suri and Monroe 1999), and partitioned pricing may not be the optimal 
strategy in every situation. In this research we build on the empirical law of sensation (Stevens 1985) and propose that the size of the bundle 
(i.e., number of items) will moderate the effect of price presentation on evaluation. This law states that a percentage change in objective 
magnitude leads to the same percentage change in subjective magnitude – implying that estimations increase at a slower rate than do actual 
magnitudes. When presented with a bundled offering, consumers will evaluate its price relative to an expected price – and following the law 
of sensations, it is likely that the expected price will be relatively smaller for bigger bundles. When the price is partitioned, the consumer will 
evaluate the offering relative to the expected price for each individual item which will be more accurate than if they are to compare the actual 
price to an expected price for a consolidated bundle. When presented with an offering, the consumer is likely to evaluate the offering more 
positively if its price is perceived as equal to or lower than the expected price. Hence, we propose that consumers will evaluate a partitioned 
offering more favorably than a consolidated offering, and that this effect will be stronger for larger bundles.  

We report two experiments testing our predictions. In the first experiment 67 participants were presented with a vacation offering 
consisting of 2 (small bundle) or 6 (large bundle) products, and the prices were given as one price tag (consolidated) or individual tags (par-
titioned). Then they evaluated the offering on a 3-item scale (α=.92). The results showed a marginally significant difference in evaluation 
depending on bundle size (Msmall=4.39, Mlarge=3.79; F(1, 66) = 3.39, p <.1), and no difference in evaluation depending on  price presentation 
(Mconsolidated = 3.85 , Mpartitioned  = 4.33 , F = 2.15, NS). We found a significant effect of the size x presentation interaction on evaluation (F(1, 
66) = 4.75, p <.05). For the large bundle, the partitioned offering was evaluated best (Mpartitioned = 4.77 , Mconsolidated = 3.27), while there was 
no difference in evaluation for the small bundle (Mpartitioned = 4.69 , Mconsolidated = 4.71). These results support our predictions that bundle size 
moderates the effect of price presentation on evaluation. We proposed that this effect would be due to relatively lower price expectations 
for larger bundles. In experiment 2 the price was not presented up front, instead 70 participants were asked to guess the price of either the 
consolidated offering (guess one price) or the partitioned offering (guess one price for each product in the bundle). After guessing the price, 
they evaluated the offering on the 3-item scale (α= .90), and after answering questions about demographics, they were informed about the 
actual price and asked to evaluate the offering again. Average relative difference between actual and expected price was calculated to form a 
measure of discrepancy from actual price for each offering.  Difference in average discrepancy depending on price presentation was margin-
ally significant (Mconsolidated = 33%, Mpartitioned  = 22% , F(1,69) = 3.93, p <.05), but there were no difference in discrepancy depending on bundle 
size (Mlarge = 32%, Msmall  = 23% , F(1,69) = 2.39, NS). We found a significant effect of size x presentation interaction on discrepancy (F(1,69) 
= 4.06, p < .05).  The actual price for the large bundle was NOK 7476, and there was a big difference in average price guessed depending on 
price presentation (Mconsolidated = NOK 4667, Mpartitioned  = NOK 7800). For the small bundle, the actual price was NOK 4820, and the differences 
in guessed price was smaller  (Mconsolidated = NOK 4027, Mpartitioned  = NOK 5441). This supports our predictions that prices are expected to be 
lower for consolidated than partitioned offerings, and that this effect will be stronger for larger bundles. We expected participants to evaluate 
the offering with their expected price in mind. There was a significant size x presentation interaction effect on evaluation (F(1,69) = 4.70, 
p < .05), for the large bundle, the partitioned offering was evaluated lower than the consolidated (Mconsolidated = 5.02, Mpartitioned  = 3.96), for the 
small bundle the difference in evaluation was much smaller and in the opposite direction (Mconsolidated = 5.00, Mpartitioned  = 5.36). To see how the 
price expectations in turn affected evaluation after the price was disclosed, participants were presented with the actual price and again asked 
to evaluate the offerings on the same 3-item scale (α= .93). We performed a repeated measures test to test the difference in evaluation from 
before and after price disclosure, and found a significant effect of the presentation x time of evaluation effect on evaluation (F(1,69) = 21.24, 
p < .01). For the consolidated presentation, evaluation changed substantially (Mprice not disclosed=5.01 to M price disclosed = 3.39), while the change in 
evaluation of the partitioned presentation was only marginal (Mprice not disclosed=4.61 to Mprice disclosed = 4.63).

When marketing product bundles managers need to decide whether to present the offering with partitioned or consolidated prices. The 
results presented here shows that bundle size is an important factor to consider when deciding on price presentation. We need more research 
to understand the mechanisms and how it affects evaluation across product categories, with different bundle sizes and in situations where 
consumers are not asked to reflect on the price at all.
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