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This study focuses on the unit pricing of multiple package sizes within a brand. Three formats of
unit pricing are identified: quantity discount, quantity surcharge, and proportionate pricing. A
quantity discount is when larger packages have lower unit prices, a quantity surcharge is when
smaller packages have lower unit prices, and proportionate pricing is when all packages have the
same unit prices. In the study, how the effects of the formats on attitudinal responses are mediated
by inferred sellers' motives for assigning different unit prices to different sizes are examined.
Effects on choice of size and purchase quantity are also analyzed. Results demonstrated the role
of the inference as a mediator and quantity discount belief as a moderator in the relationship
between the formats and attitudes. Also, quantity surcharge encouraged consumers to choose a
small package and more quantities than quantity discount. Furthermore, there was an indifferent
perception of the qualities of large and small packages when they were presented together.
However, those who chose the small package perceived it as having better quality than the large
package.
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This study focuses on the unit pricing of multiple package sizes within a brand. Three formats of unit pricing are identified: quantity
discount, quantity surcharge, and proportionate pricing. A quantity discount is when larger packages have lower unit prices, a quantity
surcharge is when smaller packages have lower unit prices, and proportionate pricing is when all packages have the same unit prices.
In the study, how the effects of the formats on attitudinal responses are mediated by inferred sellers’ motives for assigning different
unit prices to different sizes are examined. Effects on choice of size and purchase quantity are also analyzed. Results demonstrated
the role of the inference as a mediator and quantity discount belief as a moderator in the relationship between the formats and
attitudes. Also, quantity surcharge encouraged consumers to choose a small package and more quantities than quantity discount.
Furthermore, there was an indifferent perception of the qualities of large and small packages when they were presented together.
However, those who chose the small package perceived it as having better quality than the large package.
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