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ABSTRACT

Price discount has long been the most popular marketing tact in business and have many
articles discussing its effects. Recently the emergence of electronic commercial already changes
consumer behavior. Except physical channel, online shopping provides a whole new channel for
consumer to purchase goods and services which they need. However, the intangible characteristic
of online channel would affect consumers’ perceived feeling, such as purchase risk or intention,
and decision making. Moreover, researches indicate that the nature of tour service also influence
the consumer behavior. Thus, we intend to explore that the effect of price discount in physical
goods of traditional channel has the same effect when using in the online tour service or not.

Still, there is no research has been to discuss the effect of discount type and discount depth on
the selling of online group package tour. Therefore, this research try to find out the effect that after
online group package tour offers discount and apply the corporate image as moderator to explore
deeply. The research applies experimental method to examining the website of travel industry for

selling group package tour. Research and management implications also discuss.

Keywords: discount, discount type, discount depth, purchase intention, corporate image
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