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ExTENDED ABSTRACT
Typically, firms communicate the price of their goods by 

advertising the unit price of a single item. However, sometimes pric-
ing, specifically unit pricing, can be presented in different formats. 
For instance, supermarkets often have $10 for 10 item promotions, 
wherein each item costs $1, and consumers can buy as many or as 
few items as they wish. The $10 for 10 item promotion is merely 
another way of communicating price. But why would a firm decide 
to communicate price in this manner?  Is it advantageous?  This re-
search investigates how under certain conditions communicating 
unit price via multiple item pricing can have positive and negative 
effects on consumer perceptions of the offering.

One type of product that lends itself nicely to multiple item 
pricing strategies, is electronic content, such as song and movies. For 
instance, with Apple’s iTunes, a consumer can buy a single song, 
or a larger amount of content, such as an entire music album. Obvi-
ously, few limits exist for how firms offer access to content and files 
and therefore, different pricing presentation strategies could be easily 
varied. For instance, Apple’s iTunes could change the presentation 
order by presenting price first, and then number of songs ($29 for 70 
songs) or the reverse (70 songs for $29). They could advertise price 
via larger packages ($29 for 70 songs) or smaller packages ($2.90 
for 7 songs). They can also vary how difficult ($29 for 70 songs) or 
easy ($20 for 50 songs) it is to compute unit prices. How would these 
varied characteristics affect consumers’ perceptions and why? In this 
research, we investigate the role that three different characteristics 
of a package (presentation order, package size, and ease of unit price 
computation) play in consumers’ perceptions. 

The price information reflects the costs involved, while 
quantity corresponds to benefits accrued from the exchange. If com-
putations are easier (e.g., $20 for 50), consumers can easily compute 
unit price ($.40/item). In this case any effect of other package charac-
teristics on perceptions should be attenuated, as unit prices are easily 
computed and consumers can buy as many or as few items as they 
wish at the same unit price. But, when unit price computations are 
harder (e.g., $29 for 70), consumers may not perform calculations 
necessary and may instead focus on the first piece of information to 
make inferences. 

If price is first, a higher price (e.g., $29) may highlight the 
costs involved. In contrast, if quantity were first, greater item quan-
tity (e.g., 70 songs) might suggest a larger gain from the exchange. 
We posit that presentation order may differentially affect consumers’ 
attention and investigate the effects on relevant marketing variables. 
Furthermore, this “anchoring” effect is likely to be stronger when 
package size is large as all the numbers are larger.

We predict a three-way interaction of order by package 
size by computation ease. We expect computation ease to moderate 
the relationship between order and numerosity on perceptions (e.g., 
unit price). Formally:

Hypothesis 1 Calculation Difficulty moderates effects 
of order and numerosity on perceptions. 
High Calculation Difficulty: High numeros-
ity: Price-item vs. item-price order will lead to 
a) higher unit price judgments, b) lower value 
perceptions,  and c) lower trying likelihoods.  
Low numerosity: Differences attenuated.  
Low Calculation Difficulty: These differences 
will be attenuated.

We report findings from two studies. In study 1, we use an online 
music context to investigate the effects of the independent variables 
on unit price judgments. Study 2 uses an online television viewing 
service to investigate the effects of the independent variables on like-
lihood of trying the offer and package value perceptions. Both stud-
ies are 2 (Order: Price-Item vs. Item-Price) x 2 (Numerosity: High 
vs. Low) X 2 (Calculation Difficulty: Hard vs. Easy) full factorial 
between subject designs. Both studies fully support our hypotheses.

Our research thus makes several important theoretical and man-
agerial contributions. We demonstrate how the presentation order of 
price and quantity information – even when presented simultane-
ously, as opposed to separately – influences which piece of informa-
tion is used in judgments via anchoring (Epley and Gilovich 2010; 
Frederick, Kahneman, and Mochon 2010; Russo 2010; Tversky and 
Kahneman 1974; Wegener, Petty, Blankenship and Detweiler-Bedell 
2010a, 2010b). We find that computation ease influences anchoring, 
suggesting stronger effects when computations are harder (Thomas 
and Morwitz 2009). We also show that these effects are most preva-
lent when packages are large, thus contributing to work on numeros-
ity (Burson, Larrick, and Lynch 2009; Pelham, Sumarta, and Myas-
kovsky 1994; Wertenbroch, Soman, and Chattopadhyay 2007). 

Our findings also have important managerial implications. This 
research provides insights that can aid in pricing strategies for differ-
ent objectives, such as decreasing unit price perceptions or increasing 
trial likelihood. However, our finding that the influence of presenta-
tion order is likely to be stronger for larger (vs. smaller) packages is 
especially relevant for managers. 

REFERENCES
Alter, Adam L. and Daniel M. Oppenheimer (2009), “Uniting 

the Tribes of Fluency to Form a Metacognitive Nation,” 
Personality and Social Psychology Review, 13 (August), 219-
35.

Bakos, Yannis and Erik Brynjolfsson (1999), “Bundling Information 
Goods: Pricing, Profits, and Efficiency,” Management Science, 
45 (December), 1613-30.

--- (2000), “Bundling and Competition on the Internet,” Marketing 
Science, 19 (1) 66-82.

Burson, Katherine A., Richard P. Larrick, and John G. Lynch, Jr. 
(2009), “Six of One, Half Dozen of the Other: Expanding 
and Contracting Numerical Dimensions Produces Preference 
Reversals,” Psychological Science, 20 (9), 1074-78.

Epley, Nicholas and Thomas Gilovich (2001), “Putting Adjustment 
Back in the Anchoring and Adjustment Heuristic: Differential 
Processing of Self-Generated and Experimenter-Provided 
Anchors,” Psychological Science, 12(5), 391-96.

--- (2010), “Anchoring Unbound.” Journal of Consumer 
Psychology, 20 (January), 20-24.



Advances in Consumer Research (Volume 39) / 539

Ernst, Ricardo and Panagiotis Kouvelis (1999), “The Effects 
of Selling Packaged Goods on Inventory Decisions,” 
Management Science, 45 (August), 1142-55.

Frederick, Shane, Daniel Kahneman, and Daniel Mochon (2010), 
“Elaborating a Simpler Theory of Anchoring,” Journal of 
Consumer Psychology, 20, 17-19. 

Pelham, Brett W., Tin Tin Sumarta, and Laura Myaskovsky (1994), 
“The Easy Path From Many to Much: The Numerosity 
Heuristic,” Cognitive Psychology, 26 (2), 103-33.

Russo, J. Edward (2010), “Understanding the Effect of a Numerical 
Anchor,” Journal of Consumer Research, 20, 25-27. 

Schwarz, Norbert (2004), “Metacognitive Experiences in Consumer 
Judgment and Decision Making,” Journal of Consumer 
Psychology, 14 (4), 332-48.

Thomas, Manoj and Vicki G. Morwitz (2005), “Penny Wise and 
Pound Foolish: The Left-Digit Effect in Price Cognition,” 
Journal of Consumer Research, 32 (June), 54-64.

--- (2009a), “The Ease-of-Computation Effect: The Interplay of 
Metacognitive Experiences and Naïve Theories in Judgments 
of Price Differences,” Journal of Marketing Research, 46 
(February), 81-91.

---  (2009b), “Heuristics in Numerical Cognition: Implications for 
Pricing,” in Handbook of Pricing Research in Marketing,” ed. 
Vithala R. Rao, Cheltenham, UK: Edward Elger, 132-49.

Tversky, Amos and Daniel Kahneman (1974), “Judgment Under 
Uncertainty: Heuristics and Biases,” Science, 185 (4157), 
1124-31.

Wegener, Duane T., Richard E. Petty, Kevin L. Blankenship, and 
Brian Detweiler-Bedell (2010a), “Elaboration and Numerical 
Anchoring: Implications of Attitude Theories for Consumer 
Judgment and Decision Making,” Journal of Consumer 
Psychology, 20, 5-16.

--- (2010b), “Elaboration and Numerical Anchoring: Breadth, 
Depth, and the role of (Non-) Thoughtful Processes in 
Anchoring Theories,” Journal of Consumer Psychology, 20, 
28-32.

Wertenbroch, Klaus, Dilip Soman, and Amitava Chattopadhyay 
(2007), “On the Perceived Value of Money: The Reference 
Dependence of Currency Numerosity Effects,” Journal of 
Consumer Research, 34 (June), 1-10. 


