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Price Perception of High-level and Low-level Products
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Framing Effect of Coupon Value for Products

Zhang Zhe ,Fang Qianrong,Han Bin
School of Management, Fudan University, Shanghai 200433, China

Abstract ; For existing products and incremental new products, the effect of different discount formats on coupon value was exam-
ined by the experimental method. Then empirical study for the framing effect of coupon value of new products was conducted.
The results show that frames of coupon value moderate the effect of coupon value. For existing products, two discount formats have
no significant difference on the perceived price of low-level products. But for high-level products, there is significant difference
on the perceived price between the two discount formats, and the cents-off coupons are more suitable for high-level products.
However, the percentage-off coupon is more suitable for physical products and services. For incremental new products, the fram-
ing effect is more significant. The percentage-off is more suitable for low-level new products. However, for high-level new prod-
ucts, the high perceived price of the cents-off will enhance consumers’ purchase intention. For new products, two discount for-
mats have no significant difference on the perceived price. But for new services, the purchase intention with the percentage-off
will be stronger. Our study is of significant reference value to guidance in the practice of business management.

Keywords ; coupon value; framing effect ; incremental new products ; perceived price ; purchase intention
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