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The Impact of Perceptions of Price Fairness on 

Purchasing Intention on Resort Hotel The 

Influence of Bundle Pricing, Motive and 
Service Failure on Consumers’ Decision 

Making

Liang-Chin Chen, Chun-Shou Chen, Yuan-Der Liao

Abstract
The purpose of this research is to investigate the impact of perceptions of price 

fairness on purchasing intention on resort hotel. The influence of bundle pricing, motive and 
service failure on consumers’ decision making. According to these literatures, research 

derives from three hypotheses, and then compiles data to prove it. Research detect 1, The 

Price fairness can influence consumer’s purchasing intentions, 2, The author extends the 
existing research by demonstrating that the inferred motive, as well as inferred relative 
profit, provides causal explanation of perceived price unfairness, 3. The Service failure can 
influence the inferred relative profit, thereby altering perceptions of price unfairness and
purchasing intentions. Together these studies provide evidence that consumer inference of 
the motive for a price increase influence the perceived fairness of the increase. Furthermore 
service failure is show to moderate the effect of inferred relative profit to lower purchasing 
intentions and demonstrate that perceived unfairness mediates the effects of inferred motive 
and relative price on consumer purchasing intentions. 
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