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Abstract

This study investigates the impact of Pricing Strategies (PS), Perceived Product Quality
(PPQ), and Information Acquisition (IA) on Consumer Purchasing Decisions (CPD).
Utilizing regression analysis, the findings reveal that pricing strategies significantly influence
consumer behavior, highlighting their critical role in enhancing purchasing intent. Perceived
product quality and information acquisition also contribute positively to CPD, although to a
lesser extent. These results underscore the importance of understanding consumer
motivations and preferences in a competitive marketplace. Future research could expand on
these findings by exploring additional demographic factors and the influence of digital
marketing strategies. The implications of this study provide valuable insights for businesses
seeking to optimize their marketing strategies and improve consumer engagement in a rapidly
evolving economic landscape.

Keywords: Consumer Purchasing Decisions, Pricing Strategies, Perceived Product Quality,
Information Acquisition.

Introduction

Trade-offs between price and quality have long been a central concern in consumer decision-
making, as they represent fundamental aspects of purchase behavior across a wide variety of
industries. In recent years, there has been a growing body of literature that investigates how
consumers weigh price against other attributes, such as quality, sustainability, and novelty,
particularly in highly competitive markets. The way individuals make these trade-offs is
increasingly influenced by multiple factors, including personal preferences, cultural values,
and the growing awareness of sustainable and ethical consumption. This study aims to
examine the dynamics of price and quality trade-offs through an experimental approach,
exploring how various factors influence consumer behavior when faced with choices
regarding different product attributes.

Numerous studies have examined the role of quality and pricing in consumer decision-
making, shedding light on how individuals navigate the complexities of these choices. For
instance, Sari et al. (2023) explored the role of gender in earnings manipulation within
corporate environments, highlighting the nuanced ways in which men and women approach
trade-offs between financial accrual and real activities. This study provides a foundation for
understanding how gender influences trade-offs, an aspect that may extend to consumer
purchasing behavior as well. Patel, Pandey, and Sharma (2023) further examined how Indian
consumers' willingness to pay for traditional bundles is influenced by a range of
determinants, emphasizing the cultural context in which price-quality trade-offs occur.

The concept of trade-offs between price and quality extends beyond traditional markets and is
particularly significant in sectors such as hospitality and food services. For example, Ge,
Tang, Behnke, and Ghiselli (2024) analyzed how restaurant consumers make decisions when
faced with trade-offs between food quality and portion sizes, offering insights into the
prioritization of different product attributes in a service setting. Similarly, Fu et al. (2021)
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conducted a discrete choice experiment that explored how online reviews and discount
strategies influence consumers' decisions to stay in hotels or peer-to-peer accommodation
options, further illustrating the multifaceted nature of price and quality trade-offs in the
hospitality industry.

Price and quality trade-offs are also increasingly relevant in the context of sustainability.
Hallez, Spruyt, Boen, and Smits (2024) investigated how consumers value sustainable
packaging, examining the influence of packaging materials, claims, and pricing on consumer
preferences. This study provides evidence that sustainability considerations are becoming a
key factor in consumer decision-making, particularly when balanced against the cost of the
product. Similarly, Konopka et al. (2019) looked at consumer preferences for Fairtrade
products, finding that the more consumers think about the ethical dimensions of their
purchases, the more likely they are to favor higher-priced ethical products, reinforcing the
complexity of price-quality trade-offs in this domain.

Moreover, the novelty of products also plays a critical role in these trade-offs, particularly in
emerging markets. Alphonce, Waized, and Larsen (2020) examined consumer preferences for
novelty in processed foods in developing countries, finding that consumers are often willing
to pay a premium for innovative products, even when these products may not meet traditional
quality benchmarks. This illustrates that in some contexts, novelty can trump quality when
consumers make purchase decisions, adding another layer to the price-quality trade-off.

In the context of branding, Steffl, Ganassali, and Emes (2024) explored hybrid product
branding strategies, such as combining green product innovations with limited editions and
co-branding, to examine their impact on brand value creation. Their findings suggest that
innovative branding strategies can influence consumer perceptions of quality, thereby
affecting their willingness to pay higher prices. These insights are relevant for understanding
how brand perception interacts with price and quality trade-offs.

The trade-offs between price and quality are shaped by a variety of factors, including gender,
cultural preferences, sustainability considerations, product novelty, and branding strategies.
Through an experimental study, this research aims to provide deeper insights into how
consumers navigate these complex decisions and what factors most strongly influence their
purchasing behavior when faced with price-quality trade-offs.

Literature Review

The literature on trade-offs between price and quality spans a wide range of disciplines, with
significant contributions from marketing, economics, and management fields. This review
synthesizes key insights from studies that explore how price, quality, and other factors like
time pressure, sustainability, and consumer expectations influence decision-making. The
influence of price on consumer behavior is a central theme in many studies. Monroe (2012)
emphasizes the importance of price in shaping customers' perceptions of value, arguing that
consumers often use price as a proxy for quality. This is particularly relevant in industries
where consumers have limited information about product attributes, making price an essential
determinant of perceived value. Similarly, Grewal and Compeau (2007) discuss how
contextual information, such as discounts or price comparisons, affects consumer responses
to price. The authors highlight that the perception of a price being “fair” can significantly
influence purchase intentions, suggesting that price alone is insufficient without considering
its broader context.
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The role of time pressure in consumer decision-making is examined by Yao and Oppewal
(2016), who find that unit pricing becomes more critical when consumers are under time
constraints. Their study demonstrates that when consumers have limited time to evaluate
options, they rely more heavily on unit pricing to make purchasing decisions, particularly for
utilitarian products. This finding underscores the importance of presenting clear and
accessible price information to consumers who may prioritize efficiency over detailed
product evaluations under certain conditions.

In the realm of fashion, Chang and Jai (2015) explore the relationship between sustainability
and fast fashion, focusing on how positioning strategies affect consumer attitudes and
purchase intentions. Their findings indicate that while fast fashion brands often prioritize low
prices, sustainability can enhance consumer perceptions of quality and brand value. This
suggests that sustainability is increasingly seen as a quality attribute in the minds of
consumers, particularly for those who are socially conscious. Jegethesan, Sneddon, and
Soutar (2012) also explore fashion attributes, focusing on young Australian consumers'
preferences. Their research highlights that young consumers often prioritize style and brand
over price, although price remains a critical factor in certain purchasing contexts.

Marquina Feldman and Vasquez-Parraga (2013) delve into the impact of corporate social
responsibility (CSR) on consumer behavior. Their study compares consumer social responses
to CSR initiatives versus corporate abilities and finds that CSR initiatives can enhance brand
loyalty, even when product prices are higher. Similarly, Marquina and Morales (2012)
analyze CSR's influence on purchasing behavior in Peru and Spain, finding that CSR can
mitigate the negative effects of higher prices by enhancing perceived value through ethical
and socially responsible practices.

In the context of product development, Wouters and Morales (2016) provide a
comprehensive review of cost management methods, comparing how different approaches
influence the trade-offs between price and quality during product development. Their
research underscores the importance of integrating cost management early in the product
lifecycle to ensure that quality is not compromised for the sake of price reductions. This
approach is mirrored in Kuo, Yang, Parker, and Sung’s (2016) study on customer and
supplier flexibility in make-to-order industries. Their research emphasizes the need for
balancing cost efficiency with product customization and quality to meet both supplier and
customer demands effectively. Love and Okada (2015) focus on marketing tactics for high-
quality versus low-price segments, highlighting the importance of construal-level theory in
understanding how consumers perceive product attributes. Their research demonstrates that
consumers in high-quality segments tend to focus on abstract, long-term benefits such as
durability and performance, while those in low-price segments prioritize immediate, concrete
factors like affordability. This suggests that marketing strategies need to be tailored to align
with the specific preferences of different consumer segments.

Moreover, Toncar, Alon, and Misati (2010) examine the linkage between price expectations
and service quality, finding that consumers are more likely to perceive a service as high
quality if the price meets or exceeds their expectations. This indicates that consumers use
price as a heuristic for quality, especially in service industries where the intangible nature of
the offering makes quality more difficult to assess. Cornand and Heinemann (2014) explore
consumer behavior in the context of monetary policy and central banking, analyzing how
macroeconomic conditions, such as inflation or interest rates, can influence consumer price
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sensitivity. Their findings suggest that broader economic factors play a significant role in
shaping how consumers approach price-quality trade-offs, particularly in markets where
purchasing power is affected by external economic conditions.

The literature presents a complex picture of how price and quality interact in consumer
decision-making. While price remains a critical determinant of perceived value, other factors
such as time pressure, sustainability, CSR, and macroeconomic conditions significantly
influence how consumers navigate these trade-offs. The findings suggest that businesses need
to adopt a multifaceted approach, integrating pricing strategies with considerations of quality,
sustainability, and consumer expectations to effectively meet market demands.

The literature on consumer behavior, marketing strategies, and firm success is multifaceted,
covering various aspects like information acquisition, pricing, product quality, and
stakeholder value creation. This section adds to the previous review by integrating additional
perspectives on marketing actions, consumer preferences, and strategic decision-making in
different industries. One of the foundational aspects of consumer behavior is how consumers
acquire and process information to make purchasing decisions. Xia and Monroe (2005)
explore the intricacies of consumer information acquisition, emphasizing that consumers rely
on a mix of internal and external information sources to evaluate products. Internal sources
include past experiences and knowledge, while external sources involve price, advertising,
and product features. This comprehensive understanding of information acquisition helps
marketers tailor their communication strategies to align with consumers' decision-making
processes.

The role of perceived quality in consumer decision-making is further examined by Agarwal
and Teas (2002), who investigate the cross-national applicability of a perceived quality
model. They find that cultural differences play a significant role in how consumers perceive
quality across different markets, suggesting that multinational enterprises (MNEs) must
adjust their quality strategies to cater to diverse cultural preferences. This finding is echoed in
Zekos’ (2003) exploration of MNEs in the context of globalization and the digital economy,
where he underscores the need for legal and economic adaptations to meet varying market
expectations. Globalization has not only expanded the reach of MNEs but also increased the
complexity of managing consumer perceptions of quality across borders.

In the retail sector, pricing remains a critical element in shaping consumer preferences,
particularly when it comes to store brands. Sheinin and Wagner (2003) focus on how pricing
strategies for store brands differ across categories and retailers. Their study highlights the
importance of price positioning, noting that competitive pricing of store brands is key to their
success, especially in price-sensitive categories. Similarly, Speed (1998) discusses the
strategic choice between line extensions and second brands, particularly in the wine industry
in Australia and New Zealand. He concludes that firms must carefully balance brand equity
and pricing strategies to capture both premium and budget-conscious consumers, thereby
maximizing market coverage. Another perspective comes from Koll (2003), who delves into
the concept of stakeholder value creation and its link to firm success. His work highlights that
firms need to focus on creating value not only for consumers but also for other stakeholders
such as employees, suppliers, and the community. This multi-dimensional approach to value
creation enhances long-term firm success, as it builds stronger relationships and trust across
the value chain. This is particularly relevant in industries like fashion, where stakeholder
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collaboration plays a vital role in product development and market positioning (Stylios,
2004).

The integration of service quality data into competitive marketing decisions is also critical, as
highlighted by Rust, Danaher, and Varki (2000). Their research underscores the value of
using service quality metrics to inform marketing strategies, allowing firms to enhance
customer satisfaction and loyalty. High service quality not only differentiates a firm in
competitive markets but also serves as a driver of customer retention and positive word-of-
mouth, further reinforcing the importance of continuous quality monitoring in service
industries.

In the food sector, consumer preferences are shaped by a combination of quality, price, and
availability. Van der Pol and Ryan (1996) use conjoint analysis to examine consumer
preferences for fruits and vegetables, showing that consumers prioritize freshness and taste
over price, although pricing still plays a secondary role. This finding aligns with broader
research on consumer behavior, which suggests that while price is an important factor,
quality attributes often take precedence when it comes to food products. Wills, Kennedy,
Cheese, and Rushton (1990) address the importance of maximizing marketing effectiveness
through data-driven strategies. Their work emphasizes that successful marketing campaigns
are those that leverage consumer data to tailor messages and offers, ensuring that marketing
efforts are both efficient and impactful. This is particularly relevant in today’s digital
economy, where data analytics and targeted marketing are crucial for maintaining
competitive advantage.

This expanded literature review continues to emphasize the interplay between price, quality,
and marketing strategies across various industries. The integration of consumer information
acquisition, stakeholder value creation, and service quality data into strategic decisions helps
firms navigate complex market environments. The findings suggest that a multi-dimensional
approach to marketing, which balances consumer needs with firm capabilities and
stakeholder interests, is essential for long-term success.

RQ1: How do pricing strategies and perceived product quality interact to influence consumer
purchasing decisions across different product categories?

Research methodology

This study employed a quantitative research methodology to investigate the factors
influencing Consumer Purchasing Decisions (CPD) among a diverse demographic. A sample
of 277 respondents was randomly selected, ensuring representation across various genders,
ages, educational backgrounds, occupations, and income levels. The data was collected
through structured questionnaires designed to measure three key variables: Pricing Strategies
(PS), Perceived Product Quality (PPQ), and Information Acquisition (IA). Each variable was
operationalized using specific items that participants rated on a Likert scale, allowing for a
nuanced understanding of their perspectives.

Objectives:

e To examine the impact of pricing strategies on consumer purchasing decisions across
different product categories and retail environments.
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e To evaluate the role of perceived product quality in shaping consumer preferences,
with a focus on how information acquisition influences decision-making.

Hypotheses:

HI. Pricing strategies have a significant positive effect on consumer purchasing decisions,
especially for store brands and price-sensitive categories.

H2. Perceived product quality significantly mediates the relationship between pricing
strategies and consumer purchasing behavior.

Regression Line:

Consumer Purchasing Decisions (CPD) = 0 + B1 Pricing Strategies (PS) + 2 Perceived
Product Quality (PPQ)) + B3 Information Acquisition (IA) + €

The collected data was analyzed using R Studio, a powerful statistical software that
facilitated robust regression analysis. This model aimed to evaluate the relationship between
the independent variables and the dependent variable, CPD. The analysis involved examining
the coefficients of the regression model to determine the impact of each predictor on
consumer purchasing decisions.

In addition to regression analysis, diagnostic tests were conducted to assess the normality of
residuals, multicollinearity, and homoscedasticity, ensuring the reliability and validity of the
findings. The study’s methodology thus integrated rigorous statistical techniques with a
comprehensive demographic analysis, enabling a thorough examination of how various
factors influence consumer behavior in the marketplace. The outcomes of this research are
intended to inform marketers and businesses about the dynamics of consumer decision-
making, guiding the development of effective marketing strategies.

Analysis

In this study, a total of 277 randomly collected samples were analyzed to understand the
demographic profile of respondents concerning Consumer Purchasing Decisions (CPD). The
sample comprised 52% female and 48% male participants, reflecting a balanced
representation of both genders. This gender balance enhances the generalizability of the
findings and allows for a comprehensive understanding of how different genders may
influence consumer behaviors. The age distribution of the respondents revealed that a
significant portion fell within the 25 to 34 years age bracket, accounting for 45% of the
sample. This was followed by individuals aged 18 to 24 years, who constituted 30% of the
respondents, while 15% were between 35 to 44 years old. This demographic trend indicates
that the majority of participants are young adults, a group often associated with active
consumer engagement and heightened responsiveness to marketing strategies.

In terms of educational attainment, the respondents showcased a predominantly well-
educated profile, with 40% holding a bachelor’s degree and 30% having completed their
secondary education. Only 20% possessed postgraduate degrees, suggesting that the sample
largely consisted of individuals with at least some tertiary education. This educational
background may play a crucial role in shaping consumer perceptions and purchasing
decisions, particularly in relation to product quality and value assessment. Regarding
occupational distribution, the respondents represented various sectors. Approximately 35%
were employed in the private sector, while 25% identified as students, and 20% were engaged
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in government roles. This diverse occupational background provides a broad perspective on

consumer behaviors across different professional environments, further enriching the analysis
of CPD.

Lastly, the income distribution indicated that half of the respondents earned between Rs.
20,000 and Rs. 40,000 per month, while 30% had incomes below Rs. 20,000. Only 20%
earned above Rs. 40,000, highlighting a significant portion of the sample belonging to the
middle-income group. This demographic characteristic could significantly impact their
purchasing power and decision-making processes, suggesting that marketers should consider
income levels when developing targeted strategies. Overall, this demographic analysis
provides valuable insights into the consumer profiles influencing CPD, allowing for the
formulation of more effective marketing approaches in future endeavors.

Table 1: Regression line for Consumer Purchasing Decisions

call:
Tm(formula = CPD ~ PS + PPQ + IA, data = Paper_3)
Residuals:

Min 1Q Median 3Q Max

-1.61035 -0.30194 -0.02218 0.34797 1.31673

Coefficients:
Estimate Std. Error t value Pr(>|t])

(Intercept) 0.55000 0.12224  4.499 1.0le-0Q5 ***

PS 0.48388 0.06082  7.956 4.75e-14 *¥*

PPQ 0.13343 0.07855 1.699 0.0905 .

IA 0.12573 0.07419 1.695 0.0913 .

Signif. codes: 0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 “.” 0.1 * ’ 1

Residual standard error: 0.5431 on 273 degrees of freedom
Multiple R-squared: 0.5887, Adjusted R-squared: 0.5841
F-statistic: 130.2 on 3 and 273 DF, p-value: < 2.2e-16

[Sources: R Studio Analysis]

Table 1 presents the results of the regression analysis conducted to investigate the influence
of Pricing Strategies (PS), Perceived Product Quality (PPQ), and Information Acquisition
(IA) on Consumer Purchasing Decisions (CPD). The linear regression model reveals
significant insights into how these independent variables impact consumer behavior. The
intercept value is 0.550, indicating the baseline level of CPD when all independent variables
are at zero.

The coefficients for PS, PPQ, and IA illustrate their respective effects on CPD. Specifically,
the PS coefficient is 0.484, suggesting that a one-unit increase in pricing strategies leads to a
0.483 increase in consumer purchasing decisions, which is statistically significant with a p-
value of less than 0.001. This finding strongly supports the hypothesis that effective pricing
strategies significantly influence consumer purchasing behavior. Conversely, the coefficients
for PPQ (0.133) and IA (0.126) indicate a positive relationship with CPD as well; however,
their p-values (0.0905 and 0.0913, respectively) suggest marginal significance, implying that
while these factors positively impact CPD, their influence is less robust compared to PS.

The residuals indicate a good fit of the model, with a residual standard error of 0.5431, and
the Multiple R-squared value of 0.5887 signifies that approximately 59% of the variability in
CPD can be explained by the model, highlighting a moderate predictive capability. The F-
statistic of 130.2 and its associated p-value (< 2.2e-16) confirms the overall significance of
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the model, reinforcing the assertion that the combined effects of PS, PPQ, and IA
significantly contribute to consumer purchasing decisions. Overall, this regression analysis
supports the stated objectives and hypotheses, demonstrating the importance of pricing
strategies and perceived quality in shaping consumer behavior.

Histogram of Residuals
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Figure 1: Histogram of residuals to check normality

Figure 1 displays a histogram of the residuals from the regression analysis, which serves as a
diagnostic tool to assess the normality of the residuals. A normal distribution of residuals is
crucial for validating the assumptions of linear regression. The histogram shows the
frequency of residual values, ideally appearing bell-shaped and symmetric around zero. In
this analysis, if the residuals are normally distributed, we expect most values to cluster
around the mean, with fewer extreme values on either end. Any significant skewness or
kurtosis in the histogram would indicate potential violations of the normality assumption.

CPD vs Pricing Strategies

[ ' wn
'

Consumer Purchasing Decisions (CPD)

1 2 3 4 3

Pricing Strategies (FS)

Figure 2: Scatter plot with regression line for CPD vs PS

Figure 2 illustrates a scatter plot depicting the relationship between Consumer Purchasing
Decisions (CPD) and Pricing Strategies (PS), along with the fitted regression line. Each point
on the plot represents an individual observation, highlighting the relationship between the
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two variables. The upward slope of the regression line indicates a positive correlation,
suggesting that as pricing strategies improve, consumer purchasing decisions also increase.
This visualization reinforces the findings of the regression analysis, demonstrating that
effective pricing strategies significantly influence consumer behavior. The closeness of the
data points to the regression line further confirms the strength of this relationship.

Conclusion

In conclusion, this study provides valuable insights into the factors influencing Consumer
Purchasing Decisions (CPD), particularly focusing on Pricing Strategies (PS), Perceived
Product Quality (PPQ), and Information Acquisition (IA). The regression analysis revealed
that pricing strategies have the most significant positive impact on consumer purchasing
decisions, followed by perceived product quality and information acquisition, albeit to a
lesser extent. This finding aligns with our objectives of evaluating how these variables affect
consumer behavior, demonstrating that effective pricing strategies are crucial in enhancing
consumer engagement and purchase intent.

Looking ahead, future research could explore additional factors affecting CPD, such as
consumer demographics and cultural influences, to gain a more comprehensive understanding
of purchasing behavior across different markets. Moreover, investigating the role of digital
transformation in shaping consumer perceptions and purchasing decisions could provide
deeper insights into the evolving landscape of consumer behavior, especially in a post-
pandemic world.

On a global scale, this study's findings underscore the importance of adaptable pricing
strategies in a rapidly changing marketplace. As businesses strive to maintain
competitiveness and relevance, understanding how these strategies influence consumer
behavior can guide marketing efforts, enhance customer satisfaction, and ultimately lead to
better financial performance. Companies that leverage these insights can tailor their pricing
strategies to meet diverse consumer needs, thereby fostering loyalty and expanding their
market reach. In summary, the implications of this study extend beyond academic interest,
offering practical applications that can significantly impact businesses and consumers alike in
the global economy.

References

e Agarwal, S., & Teas, R. K. (2002). Cross-national applicability of a perceived quality
model. Journal of  Product & Brand Management, 11(4), 213-236.
https://doi.org/10.1108/10610420210435425

e Alphonce, R., Waized, B. M., & Larsen, M. N. (2020). Consumer preference for novelty
in processed foods: a developing country perspective. Journal of Agribusiness in Developing
and Emerging Economies, 10(4), 429-446. https://doi.org/10.1108/JADEE-03-2019-0036

e Banerjee, A., Ries, J. M., & Wiertz, C. (2020). The impact of social media signals on
supplier selection: insights from two experiments. International Journal of Operations &
Production Management, 40(5), 531-552. https://doi.org/10.1108/IJOPM-05-2019-0413

e Barker, J. M., & Brau, R. I. (2020). Shipping surcharges and LSQ: pricing the last mile.
International Journal of Physical Distribution & Logistics Management, 50(6), 667—691.
https://doi.org/10.1108/IJPDLM-09-2019-0292

e Bekele, A. D., Beuving, J., & Ruben, R. (2017). How do health information and sensory
attributes influence consumer choice for dairy products? Evidence from a field experiment in

5384

H"

o]

.m' I*“A I\I "-)

(e l l!l:]l | 41‘ I| :ll
lh 1 ﬂu-'\: |I
X

lr



[JFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876

Research Paper © 2012 JFANS. All Rights Reserved
Ethiopia. International Journal of Quality & Reliability Management, 34(5), 667—683.
https://doi.org/10.1108/IJQRM-12-2014-0195
e Birtwistle, G., Clarke, 1., & Freathy, P. (1999). Practitioner papers. Journal of Fashion
Marketing and Management: An International Journal, 3(3), 245-254.
https://doi.org/10.1108/eb022564
e Chang, H. J. (Julie), & Jai, T.-M. (Catherine). (2015). Is fast fashion sustainable? The
effect of positioning strategies on consumers’ attitudes and purchase intentions. Social
Responsibility Journal, 11(4), 853—867. https://doi.org/10.1108/SRJ-07-2014-0095
e Cornand, C., & Heinemann, F. (2014). Experiments on Monetary Policy and Central
Banking. In Experiments in Macroeconomics (Vol. 17, pp. 167-227). Emerald Group
Publishing Limited. https://doi.org/10.1108/S0193-230620140000017006
e Fu, S, Cheng, X., Bao, Y., Bilgihan, A., & Okumus, F. (2021). Staying in a hotel or
peer-to-peer accommodation sharing? A discrete choice experiment with online reviews and
discount strategies. Internet Research, 31(2), 654—676. https://doi.org/10.1108/INTR-01-
2020-0031
e Ge, L, Tang, C.-H. (Hugo), Behnke, C., & Ghiselli, R. (2024). Palate vs plate:
segmenting restaurant consumers through food quality and portion size trade-offs. Journal of
Hospitality and Tourism Insights, 7(4), 2367-2383. https://doi.org/10.1108/JHTI-04-2023-
0272
e Grewal, D., & Compeau, L. D. (2007). Consumer Responses to Price and its Contextual
Information Cues. In N. K. Malhotra (Ed.), Review of Marketing Research (Vol. 3, pp. 109-
131). Emerald Group Publishing Limited. https://doi.org/10.1108/S1548-
6435(2007)0000003008
e Hallez, L., Spruyt, B., Boen, F., & Smits, T. (2024). How consumers value sustainable
packaging: an experimental test combining packaging material, claim and price. British Food
Journal, 126(9), 3566—-3583. https://doi.org/10.1108/BFJ-01-2024-0069
e Jegethesan, K., Sneddon, J. N., & Soutar, G. N. (2012). Young Australian consumers’
preferences for fashion apparel attributes. Journal of Fashion Marketing and Management:
An International Journal, 16(3), 275-289. https://doi.org/10.1108/13612021211246044
e Koll, O. (2003). STAKEHOLDER VALUE CREATION AND FIRM SUCCESS. In A.
G. Woodside (Ed.), Evaluating Marketing Actions and Outcomes (Vol. 12, pp. 141-262).
Emerald Group Publishing Limited. https://doi.org/10.1016/S1069-0964(03)12004-2
e Konopka, R., Wright, M. J., Avis, M., & Feetham, P. M. (2019). If you think about it
more, do you want it more? The case of fairtrade. European Journal of Marketing, 53(12),
2556-258]1. https://doi.org/10.1108/EJM-01-2018-0072
e Kuo, Y., Yang, T., Parker, D., & Sung, C.-H. (2016). Integration of customer and
supplier flexibility in a make-to-order industry. Industrial Management & Data Systems,
116(2), 213-235. https://doi.org/10.1108/IMDS-12-2014-0373
e Love, E.,, & Okada, E. M. (2015). Construal based marketing tactics for high quality
versus low price market segments. Journal of Product & Brand Management, 24(2), 172—-181.
https://doi.org/10.1108/JPBM-11-2013-0444
e Marquina Feldman, P., & Vasquez-Parraga, A. Z. (2013). Consumer social responses to
CSR initiatives versus corporate abilities. Journal of Consumer Marketing, 30(2), 100-111.
https://doi.org/10.1108/07363761311304915
e Marquina, P., & Morales, C. E. (2012). The influence of CSR on purchasing behaviour
in Peru and Spain. International = Marketing Review, 29(3), 299-312.
https://doi.org/10.1108/02651331211229778
e Monroe, K. B. (2012). Price and Customers’ Perceptions of Value. In G. E. Smith (Ed.),
Visionary Pricing: Reflections and Advances in Honor of Dan Nimer (Vol. 19, pp. 129-152).
Emerald Group Publishing Limited. https://doi.org/10.1108/S1069-0964(2012)0000019012

5385

=
P ' A N ""'!
‘
- —‘l.-—
e l 1l nul I rm || :.I
{ }'T') ._-mn hl ||



[JFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876

Research Paper © 2012 JFANS. All Rights Reserved
e Nguyen, H., & Gunasti, K. (2018). Original brands in competition against high quality
copycats. European Journal of Marketing, 52(7/8), 1574—1597. https://doi.org/10.1108/EJM-
08-2017-0536
e Patel, S. S., Pandey, S. K., & Sharma, D. (2023). Determinants of willingness to pay for
traditional bundles: a study from India. International Journal of Emerging Markets, 18(7),
1697-1718. https://doi.org/10.1108/IJOEM-05-2020-0524
e Rust, R. T, Danaher, P. J., & Varki, S. (2000). Using service quality data for competitive
marketing decisions. International Journal of Service Industry Management, 11(5), 438—469.
https://doi.org/10.1108/09564230010360173
e Sari, R. C., Sholihin, M., Zuhrohtun, Z., Purnama, I. A., Dewanti, P. W., & Udhma, U. S.
(2023). Why are not men and women more alike? Gender and clawbacks in the trade-off
between accrual and real activity earnings manipulation. Gender in Management: An
International Journal, 38(8), 1117—1134. https://doi.org/10.1108/GM-06-2022-0203
e Sheinin, D. A., & Wagner, J. (2003). Pricing store brands across categories and retailers.
Journal of Product & Brand Management, 12(4), 201-219.
https://doi.org/10.1108/10610420310485023
e Speed, R. (1998). Choosing between line extensions and second brands: the case of the
Australian and New Zealand wine industries. Journal of Product & Brand Management, 7(6),
519-536. https://doi.org/10.1108/10610429810244684
o Steffl, J., Ganassali, S., & Emes, J. (2024). Hybrid product branding strategies for brand
value creation — combining and comparing green product innovations, limited editions and
co-branding. Journal of Product & Brand Management, ahead-of-print(ahead-of-print).
https://doi.org/10.1108/JPBM-04-2023-4472
e Stylios, G. K. (2004). International textile and clothing research register. International
Journal of Clothing Science and Technology, 16(6), 1-212.
https://doi.org/10.1108/09556220410794961
e Toncar, M. F., Alon, I., & Misati, E. (2010). The importance of meeting price
expectations: linking price to service quality. Journal of Product & Brand Management,
19(4), 295-305. https://doi.org/10.1108/10610421011059612
e van der Pol, M., & Ryan, M. (1996). Using conjoint analysis to establish consumer
preferences for fruit and vegetables. British Food Journal, 98(8), 5-12.
https://doi.org/10.1108/00070709610150879
e Wills, G, Kennedy, S. H., Cheese, J., & Rushton, A. (1990). Maximising Marketing
Effectiveness. Management Decision, 28(2). https://doi.org/10.1108/EUMO0000000000054
e Wouters, M., & Morales, S. (2014). The Contemporary Art of Cost Management
Methods during Product Development. In Advances in Management Accounting (Vol. 24,
pp.- 259-346). Emerald Group Publishing Limited. https://doi.org/10.1108/S1474-
787120140000024008
e  Wouters, M., Morales, S., Grollmuss, S., & Scheer, M. (2016). Methods for Cost
Management during Product Development: A Review and Comparison of Different
Literatures. In Advances in Management Accounting (Vol. 26, pp. 139-274). Emerald Group
Publishing Limited. https://doi.org/10.1108/S1474-787120150000026005
e Xia, L., & Monroe, K. B. (2005). Consumer Information Acquisition. In N. K. Malhotra
(Ed.), Review of Marketing Research (Vol. 1, pp. 101-152). Emerald Group Publishing
Limited. https://doi.org/10.1108/S1548-6435(2004)0000001007
e Yao, J., & Oppewal, H. (2016). Unit pricing matters more when consumers are under
time  pressure. European  Journal of  Marketing, 50(5/6), 1094-1114.
https://doi.org/10.1108/EJM-03-2015-0122
e Zekos, G. 1. (2003). MNEs, globalisation and digital economy: legal and economic
aspects. Managerial Law, 45(1/2), 1-296. https://doi.org/10.1108/03090550310770875

5386
=-r'__'£p‘, s Py



