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Abstract

The purpose of this study is to investigate the effect of bundling types on purchasing attraction, and to examine the
moderator effect of price information between bundling types and purchasing attraction. A 2(bundling : price/product) x 2
(price information : disclose/undisclosed ) two-factor between-subjects design was conducted with 213 participants. The
results showed that when the original price information was disclosed to participants, they have a stronger purchasing
attraction to product bundling than price bundling on the hospitality product. Comparatively, when the original price
information was undisclosed to participants, they have a stronger purchasing attraction to price bundling than product

bundling on the hospitality product.
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