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Abstract

This study examines the factors influencing consumer perception and attitude towards psychological pricing, with the primary
objective of identifying how price sensitivity, perceived value, emotional appeal, and brand trust affect consumer decisions.

Using a sample of 99 respondents, data were collected through a random sampling technique, and regression analysis was
conducted using SPSS to analyze the relationships between the variables. The results reveal that price sensitivity has a

significant positive effect on consumer perception (f = 0.663, p = 0.000), indicating that consumers perceive products as
more affordable when priced just below rounded figures, such as 3999 instead of Z1,000. In contrast, perceived value,

emotional appeal, and brand trust did not show significant effects on consumer perception, suggesting that these factors are
less influential in the context of psychological pricing. The model explained 49.6% of the variance in consumer attitudes,

highlighting the importance of price sensitivity as the main driver. The statistical significance of the regression model (F =

23.116, p = 0.000) further supports the relevance of price sensitivity in shaping consumer behavior. To finish, it concludes
that psychological pricing strategies, more so the ones dealing with price sensitivity, can influence consumers' perception of
affordability and value. However, other factors have limited effect, which requires further research to determine additional
variables that may affect consumer attitudes towards pricing. It is relevant for marketers and businesses since it gives insights
about pricing policies and consumer behavior with regards to different contexts in pricing policies.
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Introduction

Pricing strategies are very important in the process of consumer decision making and psychological pricing is one of the most
widely used technique by the businesses (Rauschendorfer et al., 2022). Psychological pricing is a practice of pricing products
just below rounded figures as ‘¥99’ instead of ‘X100’ or ‘999’ in place of ‘1,000’ to make consumers believe that they are
getting better value and can afford it (Chen et al., 2024). The basis of this strategy is that consumers will see numerical values
as they are and a small decrease in price will be perceived as more than it really is. Psychological pricing is used by businesses
across industries, but especially in the business of retail and e commerce, to attract customers, to influence their buying
behavior and gain sales. This strategy is, however, effective under certain factors that determine consumer perception and
attitude towards pricing (Parsa & Njite, 2009).

Cognitive biases influence how prices are processed and evaluated by consumers’ perceptions. The most prominent of these
effects is the left digit effect in which consumers focus more on the first digit of a price than the entire value. For instance,
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%999 is thought to be much cheaper than 31,000 even though the difference is only Z1. In this context, the charm pricing
effect implies that the prices ending in .99 or .95 are better looking than rounded ones because they suggest an imaginary or
notional discount, a bargain (Lichtenstein et al., 1993). Psychological patterns are extremely important to identify how
consumers react to various pricing strategies, and it is really important for businesses to understand the factors that shape
consumer attitudes (Perovic, 2014).

Another important factor that influences consumer behavior towards psychological pricing is price sensitivity. In the case of
some consumers, they tend to be more responsive to price changes especially when shopping for everyday products or
discounts (Kim, 2022). The difference between a slight price of about Y999 and 1,000 is all it takes to sway many budget
conscious buyers. Furthermore, consumers are actively looking for products with psychological pricing due to the products
being associated with better deals and savings (Sarkar & Khare, 2017). Still, individuals differ by the income level, spending
habits, personal preferences, etc. , so it is necessary to analyze the response of various consumer segments to different pricing
tactics.

Customer attitudes are also shaped by perceived value other than affordability. Psychological pricing can make the consumer
feel they are paying a good price for the product (Ene & Ozkaya, 2013). For example, when it comes to the Indian market,
prices such as 3999 are commonly linked to discounts or offers, thus adding to the notion of a good deal. Psychologically
priced products can also be compared with rounded-price alternatives by consumers and these may be perceived by
consumers as being cheaper even when the true price difference is minimal. The perception of value is a factor that affects
both planned and impulsive purchases and psychological pricing is therefore an effective sales driver.

Other factors that determine consumer attitudes are emotional appeal and brand trust. On reviewing so many prices, "$.99,"
".95," there is something about prices that end in "...," or "... 5," that makes us excited and that we feel a sense of urgency to
purchase now. It is common for many consumers to feel happy when they buy products just below a rounded number, thinking
they have gotten a better deal (Roy, 2024). In addition, the credibility of a brand may affect how psychological pricing is
perceived (Naipaul, 2002). Although many consumers believe brands that employ this tactic, there are some who consider it
amarketing gimmick, especially for high end or luxury products. It is important for businesses to understand these perceptions
so that it becomes easier to refine their pricing strategy and create long-term customer relationship.

Background of the study

Psychological pricing is one of the most widely used pricing strategies to influence consumer behavior, and it has always
been in the play. Setting prices just below rounded figures to create a perception of affordability and better value is what this
strategy is all about, for example, 99 instead of 100 or 999 instead of T1,000. Psychological pricing is a fundamental idea
based on the fact that consumers believe these slightly reduced prices to be much lower than the next rounded number (Burton
et al., 1998). This is due to the fact that perceptions are created by cognitive biases where consumers do not fully understand
how to fully absorb numerical information and use them to make buying decisions. Psychological pricing is used by
businesses in industries across the board, but especially in retail and e commerce, to boost sales and entice price sensitive
customers. Some of the factors about the success of this strategy are the consumer's perception, price sensitivity, perceived
value, emotional appeal and brand trust.

Psychological pricing’s success largely depends on consumer perception. Several psychological theories exist on why
consumers prefer prices ending in .99 or .95 over whole prices (Cakici & Tekeli, 2022). One theory is that consumers are
more influenced by the first digit of a price than the total value of the price (the left digit effect). For instance, a price of 3999
is often felt to be closer to 900 than 21,000, although the actual difference is only Z1. Likewise, the charm pricing effect
states that prices ending in '.99', or '.95' provide an appearance of discount or better deal and, therefore, hold a comparative
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advantage over the consumers. Psychological pricing impacts consumer attitude and affects consumer buying decisions and
thus, is a powerful marketing tool.

Price sensitivity is another important aspect of psychological pricing and it is related to how consumers respond to small
price differences. A few consumers are very sensitive to small price changes and select products that look cheaper, even
though the difference is not significant (Boerman et al., 2021). For example, a consumer might be more inclined to buy a
product priced at R99 over X100 because the former appears cheaper. The sensitivity to this is even more apparent when
consumers are looking for discounts, deals or budget offerings. But different consumer groups react differently to
psychological pricing, being sensitive to price to varying degrees, depending on such factors as income level, shopping habits,
and cultural influences, so it is important to study how different segments react to it.

Apart from price perception, perceived value is another factor that determines consumer attitudes. Psychological pricing is
many consumers’ way of saving money; they associate it with a good deal and savings, which makes them feel they are
making a smart purchase. Pricing strategies like pricing at ¥999 instead of ¥1000 during sale and promotional campaigns are
quite common in the Indian market, which further reinforces the idea that consumers are getting more value for their money.
The perception of affordability is very important in the understanding of consumer behavior, especially in very competitive
markets where different brands utilize similar pricing strategies (Kiviméki, 2024).

Also, emotional appeal and brand trust help consumers to react to the psychological pricing. The prices ending with ".99" or
".95" also add a sense of urgency and excitement to the consumers, making them want to make instant purchases. Consumers
feel satisfied when they buy the product for the price just before the rounded number (Chaaminda & Wanninayake, 2019)
(Panda et al., 2013). However, how consumers perceive psychological pricing also depends on the level of trust they have in
the brands. Using this strategy, some consumers trust the brands, but others might consider it as a marketing trick, especially
for high end or luxury products. To be able to develop effective pricing strategy towards the growth of sales, while also
maintaining consumer trust, business need to understand these perceptions.

Objectives

o To identify the factors that affect the consumer's perception and attitude towards psychological pricing.

Literature review

In a Google Forms survey of 83 individuals, Saleem et al. (2024) studied the effect of psychological pricing on the perception
of students. This study investigated the psychological pricing which is a strategy used by businesses to manipulate consumer
behavior using pricing tactics that appeal to the psychological and emotional aspects of the consumers. Using secondary data
from research papers, monographs, theses, popular articles and newspapers, the research was intended to examine how
students perceived the prices and how they made purchasing decisions according to the pricing strategies. It was found that
socio demographic factors like age, income, education, gender, lifestyle, family size and psychological patterns like
representativeness, product availability and anchoring heuristics influence consumer behavior. We found that price conscious
consumers are more likely to choose nine ending prices and, among these customers, low involvement customers, low
hedonic and symbolic attachment profiles, low education, low income, and younger customers are more likely to select such
products and services. The findings of this research imply that the understanding of consumer behavior is important for
successful marketing strategies, and thus for retailers, pricing managers, researchers, and policymakers.

In the article Ostrovskiy et al. (2021) studied the socio-psychological factors that determine the purchasing behavior of
Kazakhstani consumers regarding domestic services and products, as well as foreign products of the countries of the Eurasian
Economic Union (EAEU), namely Kazakhstan, Russia and Belarus. The purpose of the study was to determine the level of
receptivity of Kazakhstani consumers toward domestic and foreign products and services and evaluate the effect of this
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receptivity on their purchasing preferences. The results showed that Kazakhstani consumers demonstrated relatively high
level of ethnocentrism, animosity and conservatism towards products and services produced in Russia and Belarus. However,
the image of the country of origin of products and services from Russia and Belarus created positive associations among
Kazakhstani customers. This research is on the impact of socio-psychological factors on the consumer behavior and foreign
products perception in Kazakhstan.

Considering that payment system has changed from cash based transaction to mobile wallet app, Malik et al. (2019) tried to
find out the factors that influence a consumer’s attitude towards the adoption of mobile wallet app. Data was collected from
100 mobile wallet app users, and correlation and regression analysis using SPSS 20 was used to find out the effect of these
factors on the adoption of the wallet app. Performance expectancy, incentives and trust were found to be positively significant
in predicting consumers’ attitude towards using mobile wallet apps. However, the results show that the adoption was not
significant to ease of use, social influence, enjoyment, and aesthetics. The findings help to understand the key drivers in the
adoption of mobile wallet app and provide important inputs to the wallet service providers, marketers and researchers.

The purpose of Cakranegara et al. (2022) is to find the relationship between pricing strategy of a company and consumers’
purchasing power or purchasing interest. The study indicates that pricing is a major measure of getting products in exchange
for money or goods and therefore is an important measure that should be determined carefully in order to achieve business
goals and profits. The research was done through literature reviews in marketing management to establish how a company’s
price influences a consumer’s purchasing behavior; a qualitative approach was used. According to the research, consumer
purchasing interest in a product or service has a positive relation with the price of the product or service to the extent that the
consumer has the purchasing power.

The study by Biiyilikdag et al. (2020) deals with consumer perceptions and reactions to some specific discount patterns in
price promotion, namely, fixed price, 40% discount, 500 TL to 300 TL discount, and 20% + 25% discount. It was shown that
these discount patterns had a considerable influence on perceived price attractiveness and purchase intention. As far as the
interaction between discount patterns and gender in terms of perceived price attractiveness is concerned, the “discount from
500 TL to 300 TL” scenario differed significantly from the fixed price control and other experimental scenarios for females.
This, however, did not hold for males, who did not show any significant difference between the control and the experimental
scenario. Regarding purchase intention, fixed price was significantly different from the discount from 500 TL to 300 TL,
fixed price was significantly different from 20% + 25% discount. The findings of this study were discussed for their
theoretical and managerial implications as well as directions for future research.

Product pricing, packaging, and consumer buying behavior relationship was studied by Zhao et al. (2021) with customer
satisfaction as a mediator. Data was collected through online and offline sources from the survey of 500 university students
in China through convenience sampling method. In total, 367 students responded and 17 were discarded due to missing data.
SPSS and AMOS software were used in the analysis. Product pricing and packaging were considered as independent variables
and consumer buying behavior was considered as dependent variable in the study. The research found that the product pricing
and packaging had great influence on the consumer buying decisions. Besides, customer satisfaction served as a key mediator,
and there was full mediation when the product was priced and partial mediation when the product was packaged. The results
of the study showed that product managers should consider both pricing strategies and packaging design to have an influence
on consumer purchase intentions.

Methodology

This study intent is to analyze the factors that influence the perception and attitude of consumers with psychological pricing.
The quantitative research approach is adopted by analyzing the customers’ responses to various psychological pricing
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strategies for this purpose. Structured survey questionnaire is used to collect data while data is analyzed through regression
analysis in SPSS.

Research Design

A descriptive research design is used in order to get detailed information on consumer attitudes towards psychological pricing.
The design of this study is such that it can find out patterns and associations between the key determinants of consumer
behaviour, perception, price sensitivity, perceived value, psychological appeal and brand trust vis a vis psychological pricing
strategies.

Sampling Method and Participants

For this study, participants are selected from a wide customer base using a random sampling technique. The random sampling
ensures that each consumer has an equal chance of being picked and hence the sample is a representation of the population.
The customers who tend to shop both online and in store are the target respondents. A sample size of 99 respondents is chosen
in order to obtain statistically significant results without dealing with too much data.

Data Collection Method

Structured questionnaire is the primary data collection tool. The questionnaire is designed to capture the consumer perceptions
and attitudes towards psychological pricing in price sensitivity, perceived value, emotional appeal and brand trust. The survey
is distributed to a wide and diverse pool of participants on the online platform. The psychological pricing questionnaire
consists of a Likert scale measuring how much consumers agree with the statements on psychological pricing, ranging from
‘Strongly Agree’ to ‘Strongly Disagree’..

Data Analysis Techniques

Regression analysis using SPSS (Statistical Package for the Social Sciences) is then done to analyze the relationships between
psychological pricing and the different influencing factors after the data has been collected. The regression analysis is useful
in determining the strength and direction of the relationship between independent variables (price sensitivity, perceived value,
etc.) and dependent variable (consumer attitude towards psychological pricing). Furthermore, descriptive statistics (mean,
frequency and percentage analysis) are used to summarize the demographic information and general trends in consumer
response.

Conclusion

This study employs the methodology that guarantees a rigorous and systematic way to comprehend consumer attitudes
towards the psychological pricing. This research employs random sampling and regression analysis for determining how
different factors affect consumer perception, and how it can be used in helping businesses optimize their pricing strategies.

Result and analysis

Model Summary

IAdjusted RIStd. Error of the
Model R R Square [Square Estimate
1 .7042 496 474 .89091
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a. Predictors: (Constant), Brand Trust and Credibility, Emotional
|Appeal, Perceived Value, Price Sensitivity

From model summary it is found out that the regression model has an R value of 0.704 which shows a high positive correlation
between the independent variables (Brand Trust and Credibility, Emotional Appeal, Perceived Value and Price Sensitivity)
and the dependent variable (consumer perception and attitude towards psychological pricing). An R Square value of 0.496
indicates that about 49.6% of the variance in consumer attitudes toward psychological pricing can be accounted for by these
four predictors combined. With the Adjusted R Square value of 0.474 the model explains around 47.4% of the variance and
a good fit for the data. The Standard Error of the Estimate (0.89091) represents the average distance between the observed
and the predicted values and is relatively low, which means that the model's predictions are fairly accurate. The model
explains a substantial part of the variation in consumer attitudes towards psychological pricing, and brand trust, emotional
appeal, perceived value, and price sensitivity all contribute to explaining consumer behavior in this regard.

ANOVA?
Model Sum of Squares |df Mean Square [F Sig.
1 Regression  [73.391 4 18.348 23.116 .000°
Residual 74.609 94 794
Total 148.000 08

a. Dependent Variable: Consumer's Perception

b. Predictors: (Constant), Brand Trust and Credibility, Emotional Appeal, Perceived Value,
Price Sensitivity

ANOVA results indicate that the regression model is statistically significant as F value = 23.116 and p value = 0.000, which
is less than 0.05 significance level. This, therefore, implies that the dependent variable (consumer perception of psychological
pricing) is significantly influenced by the predictors (Brand Trust and Credibility, Emotional Appeal, Perceived Value and
Price Sensitivity) taken together. The regression sum of squares is 73.391 and the residual sum of squares is 74.609, indicating
a large amount of variance in consumer perception that the model explains. The values for the Mean Square of regression
and residuals 18.348, 0.794 respectively also validate the significance of the model. The ANOVA, in general, verifies that the
predictors are significant in explaining consumer perceptions towards psychological pricing.

Coefficients®
Standardized
\Unstandardized Coefficients |Coefficients
Model B Std. Error Beta it Sig.
1 (Constant) .179 345 519 .605
Price Sensitivity .663 .108 618 6.129 .000
Perceived Value .089 138 .051 .650 518
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IEmotional Appeal .085 .099 .087 .863 .391
Brand Trust and Credibility|.085 .078 .085 1.094 277

a. Dependent Variable: Consumer's Perception

The coefficients table is important in that it helps understand the individual contributions of each predictor in the prediction
of the dependent variable, consumer perception of psychological pricing. It is observed that the Price Sensitivity variable is
significant and positive with an unstandardized coefficient of 0.663 and p-value of 0.000 which shows that price sensitivity
has a strong impact on consumer perception of psychological pricing. This result supports the objective of determining factors
that may impact consumer perception, as price sensitivity is a major factor. However, Perceived Value, Emotional Appeal
and Brand Trust and Credibility do not have significant effects, p values 0.518, 0.391, 0.277, respectively. The coefficients
for the variables are quite small (0.089, 0.085 and 0.085), implying that these variables contribute little to consumer
perception compared to price sensitivity. This helps in achieving the study objective of investigating the factors that affect
consumer attitude towards psychological pricing and price sensitivity is found to be a major factor while other factors such
as perceived value, emotional appeal and brand trust do not have a strong influence in this context.

Discussion

This study reveals what are the most important factors that affect consumer perception and attitude towards psychological
pricing. The results show that Price Sensitivity is the major factor in determining the consumer behavior with a positive
correlation of f =0.663 (p = 0.000) with the consumer perception. This means that the products are more likely to be perceived
by consumers as more affordable when they are priced just below rounded numbers (e.g., 999 instead of 31,000). This is in
line with other research that demonstrates that small price differences can make consumers perceive a product as more
valuable or affordable. Price sensitivity is significant, as the t-value is also high (6.129). However, the study shows that
Perceived Value, Emotional Appeal, and Brand Trust and Credibility do not have significant effects in this study. However,
these variables did not have strong statistical significance; i.e. p values greater than the 0.05 threshold (0.518, 0.391, and
0.277, respectively). This indicates that despite the fact that consumers usually take these factors into account, when it comes
to psychological pricing they may not be as important as price sensitivity. The lack of significance for Perceived Value and
Emotional Appeal is contrary to other studies that have claimed these two factors are significant to consumer decision making.
Similarly, the Brand Trust and Credibility variable also made a weak contribution that could suggest that consumers may not
always correlate psychological pricing with brand credibility in the case of low cost or everyday products. The R-squared
value of 0.496 indicates that the model explains almost half (49.6 percent) of the variance in consumer perception, which is
a moderate fit, and other external or unmeasured factors are also important in influencing consumer attitudes. ANOVA results
demonstrate that the overall model is statistically significant (F = 23.116, p = 0.000) and that the predictors, namely, price
sensitivity, help explain the consumer perception of psychological pricing. These findings highlight the importance of
psychological pricing in affecting consumer behavior and suggest how retailers and marketers can use these findings to adjust
their pricing strategies. The study also shows that research is required to investigate why other variables have such a limited
impact, and it proposes possible moderating factors that could be examined in future studies.

Conclusion

The conclusion of this study is that Price Sensitivity plays a very important role in influencing consumer perception and
attitude toward psychological pricing and very little influence is exerted by other variables like Perceived Value, Emotional
Appeal, and Brand Trust and Credibility. Other results show that consumers are very sensitive to small price differences, for
example prices ending in Y999 instead of X1,000 thereby proving that psychological pricing can instil a feeling of affordability
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in the customers. Such pricing found in this research furthermore aligns with previous research asserting that customers
associate it with discounts and deals, thus, which causes an increase of the purchasing intent. The statistical significance of
price sensitivity, with a strong t-value and p-value, underscores its importance as a key driver of consumer behavior. However,
lack of significant effects for perceived value, emotional appeal, and brand trust contradict the belief that value, emotional
appeal, and brand trust are always effective in all price situations. This indicates that psychological pricing is not necessarily
correlated with perceived value or emotional satisfaction in the case where consumers are less concerned with current cost
savings. The R-squared value of 0.496 is moderate and indicates that although the model explains a good portion of the
variance in consumer attitudes, there are other unmeasured factors that affect consumer decisions. Therefore this represents
the complexities of consumer behavior and there is the need for a more in depth understanding of the effectiveness of
psychological pricing to the various market segment and consumer demographics. Further, the ANOVA results confirm the
validity of the model, as the statistical significance of the predictors indicates that the predictors as a whole account for a
significant portion of the consumer perception. These results have significant implications for marketers and the business in
general as an effective pricing strategy for consumers’ psychological price refers to price sensitivity of the consumers, and
can be a substantial addition to the marketers and businesses' arsenal when it comes to influencing consumer purchasing
decisions. While other factors had a limited impact, additional research is required to determine potential moderating
variables or other factors that may influence consumer behavior in some pricing contexts. Future studies could also study
what cultural, economic, or individual differences that can affect the effectiveness of psychological pricing, and thus acquit
a more thorough understanding of the determiners of consumers’ perception and attitude in different contexts. In the end, this
study provides useful information on the intricate interactions between consumer price perception and provides practical
recommendations for companies wishing to improve their pricing strategy.
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