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Abstract:
                                 The rapid proliferation of digital platforms has fundamentally reshaped consumer purchasing behavior in India, leading to the emergence of a strong discount-oriented market structure. This study explores the evolving discount culture in India by examining consumer expectations and market responses in the digital era. The research adopts a descriptive and analytical research design based exclusively on secondary data sourced from industry and market research reports, company disclosures, academic journals, policy documents, and digital platform publications. The analysis encompasses key consumer-oriented sectors, including fast-moving consumer goods (FMCG), e-commerce and online retail, consumer electronics, mobile  phones, and online food delivery services.
                           The study analyses six interrelated dimensions: the extent of consumer price sensitivity and discount dependence; emotional and psychological responses to discounts and promotional offers; the influence of pricing strategies on brand perception, choice, and loyalty; the impact of discounts and festival-based promotions on buying behaviour; the role of digital platforms in shaping consumer expectations and purchasing decisions; and the strategic responses adopted by firms to meet these evolving expectations. The findings indicate that Indian consumers exhibit high price sensitivity and a pronounced value-for-money orientation, with discounts increasingly perceived as a regular component of digital consumption rather than a temporary incentive.
                                Emotional drivers such as deal excitement, fear of missing out (FOMO), and cashback psychology significantly intensify discount-seeking behaviour. While discount-led strategies stimulate purchase frequency and impulse buying—especially during festive and seasonal sales—they also contribute to reduced brand loyalty and increased brand switching. Digital platforms play a pivotal role by leveraging personalized offers, app-based incentives, and behavioural nudges. In response, firms are gradually transitioning from aggressive discounting to more sustainable strategies, including controlled pricing, loyalty programmes, and subscription-based models. The study concludes that although discount culture has accelerated digital market expansion in India, its long-term sustainability depends on strategically balanced and value-driven pricing approaches.
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Chapter 1.Introduction:
1.1 Background of the Study
                            In the last decade, the Indian consumer market has witnessed a profound transformation driven by rapid digitalization, expanding internet penetration, widespread smartphone adoption, and the exponential growth of e-commerce and app-based service platforms. India has emerged as one of the fastest-growing digital consumption markets globally, fundamentally altering how consumers search, evaluate, and purchase products and services. A defining characteristic of this transformation is the rapid emergence and institutionalization of a discount-driven consumption environment, commonly referred to as discount culture.
                          Indian consumers have historically been recognised as highly price-sensitive, exhibiting strong value-seeking behaviour and a preference for savings-oriented purchases. However, the digital era has significantly intensified this price sensitivity by enabling real-time price comparisons, instant deal alerts, cashback notifications, and personalised promotional offers. Consumers today can easily compare prices across platforms such as Amazon, Flipkart, Myntra, Ajio, Swiggy, Zomato, Blinkit, and Zepto, thereby reinforcing discount-seeking behaviour across multiple industries.
                           Discounting has become a dominant competitive tool across sectors such as fast-moving consumer goods (FMCG), consumer electronics, mobile phones, online retail, and online food delivery services. FMCG firms offer bundle discounts, loyalty points, and retailer-linked schemes; e-commerce platforms organise large-scale events such as the Great Indian Festival and Big Billion Days; mobile brands provide exchange offers and no-cost EMIs; and online food delivery platforms deploy app-exclusive discounts, free delivery, subscription-based benefits, and wallet-linked cashbacks. These practices have shifted discounts from occasional promotional tools to an expected and routine component of digital consumption.
                           Against this backdrop, the present study examines discount culture in India by analysing how consumer expectations regarding prices, discounts, and promotional offers are formed in the digital era, and how firms and platforms respond through evolving pricing and promotional strategies across industries.
1.2 Concept of Discount Culture
                                 Discount culture refers to a market environment in which consumers increasingly perceive discounts, price-offs, cashbacks, and promotional incentives as a standard and integral part of the purchasing process rather than temporary inducements. In the Indian context, discount culture is shaped by income sensitivity, cultural emphasis on savings, high price awareness, festival-centric consumption patterns, and intense inter-brand and inter-platform competition.
                      In the digital marketplace, discount culture has expanded beyond traditional price reductions to include a wide range of incentive mechanisms such as:
· Wallet-based and UPI-linked cash backs
· Loyalty points and reward-based programmers
· Subscription-driven benefits (e.g., Amazon Prime, Swiggy One, Zomato Gold)
· Flash sales and limited-time offers
· Festival- and event-specific promotional campaigns
This evolving discount ecosystem has profound implications for consumer psychology, brand perception, competitive dynamics, and the long-term sustainability of pricing strategies.
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1.3 Consumer Expectations in the Digital Era
                          Consumer expectations in India have undergone a marked shift from viewing discounts as occasional benefits to anticipating them as a prerequisite for purchase decisions. Digital exposure has made consumers more informed, highly price-conscious, and emotionally responsive to promotional cues such as urgency, scarcity, countdown timers, and perceived savings.
                             Consumers increasingly assess purchase decisions not solely on product quality or brand reputation, but on comparative pricing, discount depth, bundled offers, loyalty benefits, and overall deal value. This behavioural shift has strengthened the emotional dimension of pricing, wherein discounts generate feelings of excitement, satisfaction, smart purchasing, and fear of missing out (FOMO). As a result, discount availability often directly influences brand choice, platform selection, and purchase timing.
1.4 Market Response to Discount Expectations
                             In response to evolving consumer expectations, firms and digital platforms have adopted aggressive and data-driven pricing and promotional strategies. These include dynamic pricing models, algorithm-driven personalised offers, festival-centric mega sales, loyalty-linked retention schemes, and subscription-based discount structures. Platforms increasingly leverage consumer data analytics, app notifications, and behavioural nudges to stimulate repeat purchases and increase basket size.
                      While such strategies have accelerated customer acquisition and market expansion, they also raise concerns related to profitability pressures, brand dilution, price wars, and long-term consumer dependence on discounts. Consequently, many firms are now exploring controlled discounting, loyalty-led engagement, private labels, and value-based differentiation to balance growth with sustainability.
1.5 Statement of the Problem
                                 Despite the widespread prevalence of discount-driven strategies in India’s digital marketplace, there is a lack of comprehensive research that examines discount culture across multiple industries using a secondary-data-based analytical framework. Existing studies largely focus on individual sectors or rely heavily on primary consumer surveys, thereby offering limited cross-sectoral and strategic insights.
                           There is a clear research gap in understanding how discount culture operates holistically across industries, how consumer expectations are shaped by digital platforms, and how firms strategically respond to these expectations through pricing and promotional mechanisms. This study seeks to address this gap by systematically analysing discount practices, promotional strategies, and market responses across major consumer-oriented industries in India, thereby contributing to a broader understanding of discount culture in the digital era.
1.6 Objectives of the Study
1. To examine the extent of price sensitivity and discount dependence among Indian consumers in the digital era, with reference to major consumer-oriented industries.
2. To analyze the emotional and psychological responses of consumers towards prices, discounts, and promotional offers in digital marketplaces, including factors such as perceived value, deal excitement, fear of missing out (FOMO), and cash back psychology.
3. To study the influence of discount and pricing strategies on brand perception, brand choice, and brand loyalty among Indian consumers.
4. To evaluate the impact of discounts, offers, and festival-based promotions on consumer buying behavior and purchase decisions in the Indian market.
5. To assess the role of digital platforms such as e-commerce websites, online food delivery applications, and mobile apps in shaping consumer discount expectations and purchasing behavior.
6. To analyze how firms and digital platforms respond to consumer discount expectations through pricing, promotional, and market strategies, and to assess the sustainability of discount-led growth in India.

1.7 Scope of the Study
The scope of the present study is defined as follows:
· The study focuses exclusively on discount culture in the Indian consumer market within the context of the digital era.
· The analysis is based entirely on secondary data, including industry reports, company publications, academic research, and policy documents.
· The study covers multiple industries, namely:
· Fast-Moving Consumer Goods (FMCG)
· E-commerce and online retail
· Consumer durables and electronics
· Mobile phone industry
· Online food delivery services
· The study examines pricing strategies, discount formats, loyalty programmes, festival promotions, and platform-driven incentives.
· The research does not involve primary surveys or interviews and does not focus on a single brand or company, thereby ensuring a broad market-level perspective.

1.8 Significance of the Study
The study holds significance for multiple stakeholders:
Academic Significance
· Contributes to the literature on consumer behaviour, pricing strategies, and digital marketing in emerging economies.
· Offers a cross-sectoral understanding of discount culture, which is relatively underexplored in existing studies.
· Serves as a reference framework for future research using secondary data methodologies.
Managerial and Industry Significance
· Helps marketers and firms understand consumer discount expectations and psychological triggers.
· Provides insights into brand loyalty challenges and pricing sustainability in discount-driven markets.
· Assists firms in designing balanced promotional strategies that align growth with profitability.
Policy and Strategic Significance
· Highlights the long-term implications of aggressive discounting on market competition and consumer dependency.
· Useful for policymakers and industry bodies in assessing fair pricing practices and platform regulation.
Chapter 2. Literature Review:
                                   The review of literature provides a comprehensive theoretical and empirical foundation for understanding discount culture, price sensitivity, consumer expectations, and market responses in the digital era. This chapter critically examines existing national and international studies related to pricing strategies, discount effectiveness, consumer psychology, brand perception, festival-based promotions, and the role of digital platforms. By synthesizing findings across multiple industries and research perspectives, the chapter establishes the conceptual framework for analysing discount-driven consumer behaviour in India and identifies gaps that the present study seeks to address.
2.2 Studies on Price Sensitivity and Consumer Behaviour
                 A substantial body of literature confirms that Indian consumers exhibit a high degree of price sensitivity, largely influenced by income levels, cultural emphasis on savings, and competitive market structures. Kotler and Keller (2016) observed that consumers in emerging economies tend to priorities value-for-money over brand loyalty, making price a dominant factor in purchase decisions. Similarly, Nair and Mishra (2020) found that Indian consumers frequently engage in price comparison across brands and platforms, particularly in categories such as FMCG, electronics, and online services.
                    Empirical studies by Chakraborty and Saha (2019) reveal that digital access has intensified price sensitivity by increasing transparency and reducing search costs. Consumers are now able to compare prices instantly, leading to heightened responsiveness to discounts and promotional offers. These findings suggest that price sensitivity in India is not merely income-driven but is increasingly shaped by digital convenience and competitive pricing environments.
2.3 Literature on Discounts, Promotions, and Buying Behaviour
                        Several studies highlight the effectiveness of discounts and promotional offers as short-term sales stimulators. Blattberg and Neslin (1990) argue that price promotions significantly increase purchase acceleration, brand switching, and stockpiling behaviour. In the Indian context, Batra and Ahtola (2021) found that cashbacks, coupons, and bundle offers strongly influence impulse buying and increase purchase frequency in online retail environments.
                     However, researchers caution against excessive reliance on discounting. Gupta and Cooper (2018) observed that frequent promotions may condition consumers to delay purchases until discounts are offered, thereby increasing discount dependence. Studies in digital marketplaces further indicate that promotional intensity can weaken brand attachment and shift consumer focus from brand value to price savings alone.
2.4 Brand Perception and Discounting
                   The relationship between discounting and brand perception has produced mixed findings in the literature. Aaker (1996) emphasised that controlled discounting can improve brand accessibility and trial, especially for new or mass-market brands. Conversely, Raghubir and Corfman (2017) found that excessive discounting negatively affects perceived quality and brand prestige, particularly for premium and aspirational brands.
                   Indian studies by Verma and Singh (2022) reveal that frequent discounting in digital platforms encourages brand switching and reduces long-term loyalty. Consumers increasingly prioritise the “best deal” rather than consistent brand choice, suggesting that aggressive discounting may dilute brand equity over time.

2.5 Festival Sales and Cultural Influence
                    Indian consumption patterns are deeply influenced by cultural and festive traditions. Literature consistently highlights the significance of festivals such as Diwali, Dussehra, and New Year in driving consumption. According to Kumar and Pandey (2020), festival-based promotions generate higher consumer engagement, increased basket size, and accelerated purchase decisions.
                          Studies on e-commerce sales events indicate that festival campaigns such as mega sales and limited-time offers leverage emotional appeal, social norms, and urgency cues. These findings underline the cultural embeddedness of discount expectations in India, where consumers associate festivals with savings, celebration, and planned consumption.

2.6 Digital Platforms and Pricing Strategies
                       Recent research highlights the pivotal role of digital platforms in shaping modern discount culture. Chen et al. (2021) note that digital platforms utilise data analytics, personalised pricing, dynamic discounts, and algorithm-driven recommendations to influence consumer behavior. Indian studies by Rao and Mehta (2023) demonstrate that app-based platforms amplify discount culture through push notifications, flash sales, subscription benefits, and loyalty programmes .
                       The literature also suggests that digital platforms intensify competition by increasing price transparency and lowering switching costs. As a result, firms are compelled to continuously revise pricing strategies, balance promotions with profitability, and adopt loyalty-based retention mechanisms.
2.7 Research Gap
                    The review of literature reveals that while extensive research exists on pricing strategies, discounts, and consumer behaviour, most studies are either sector-specific or based predominantly on primary survey data. There is limited research that adopts a comprehensive, secondary-data–driven approach to examine discount culture across multiple industries within the Indian digital economy.
                   Moreover, existing studies often focus on short-term promotional outcomes, with insufficient attention to cross-sectoral comparisons, evolving consumer expectations, and firm-level strategic responses. The present study seeks to bridge this gap by systematically analysing discount practices, consumer expectations, and market responses across major industries using secondary data, thereby offering a holistic perspective on discount culture in India.
Chapter  3. Research Methodology:
3.1 Research Design
                     The study adopts a descriptive and analytical research design based entirely on secondary data. This design is suitable for examining market-level pricing strategies, discount practices, and promotional trends across industries.
3.2 Nature and Sources of Data
The study relies on secondary data collected from:
· Industry and market research reports
· Company websites and annual reports
· E-commerce and digital platform publications
· Government and policy documents
· Academic journals and trade publications
3.3 Industries Covered
The analysis includes the following sectors:
· FMCG
· E-commerce and online retail
· Consumer durables and electronics
· Mobile phone industry
· Online food delivery services
3.4 Parameters of Analysis
Key parameters analysed include:
· Pricing strategies and discount formats
· Festival and seasonal promotional offers
· Loyalty and reward-based schemes
· Brand-level discount practices
· Digital platform pricing mechanisms
3.5 Method of Analysis
The study uses qualitative and comparative analysis, trend analysis, and content analysis to interpret secondary data. Industry-wise and cross-sector comparisons are employed to identify patterns and strategic responses.
3.6 Ethical Considerations
All data used in the study are sourced from publicly available and ethical secondary sources. Proper acknowledgment of sources is ensured to maintain academic integrity.
                 This chapter outlined the research design, data sources, industry coverage, and analytical methods adopted for the study. The secondary-data approach enables a comprehensive understanding of discount culture an
Chapter  4.  Data Analysis and Interpretations:
4.1 Introduction
                         This chapter presents an objective-wise analysis and interpretation of secondary data to understand the nature of discount culture in India and the corresponding consumer expectations and market responses in the digital era. The analysis draws upon industry reports, market research studies, company disclosures, academic literature, and policy documents. Descriptive, comparative, trend, and content analysis methods are employed to interpret patterns across multiple industries such as FMCG, e-commerce, consumer electronics, mobile phones, and online food delivery services. Each objective is supported by structured tables followed by detailed analysis and interpretation to ensure conceptual clarity and academic rigor.
Table 4.1: Key Indicators of Price Sensitivity in Indian Digital Markets
	Indicator
	Evidence from Secondary Sources

	Price comparison behavior
	Extensive use of comparison tools on e-commerce and delivery apps

	Discount-driven demand
	Sales peaks during discount events

	Platform switching
	Frequent switching based on offers

	Purchase postponement
	Consumers wait for sales periods


Table 4.2: Industry-wise Nature of Discount Dependence
	Industry
	Common Discount Practices

	FMCG
	Bundles, quantity offers

	E-commerce
	Flash sales, festive discounts

	Electronics
	Exchange offers, EMI discounts

	Online Food Delivery
	Coupons, free delivery


Analysis
                Secondary data clearly demonstrate that Indian consumers exhibit high price sensitivity, particularly in digital marketplaces where pricing transparency is high. Across industries, demand shows a strong correlation with promotional activity. Discount-driven demand spikes and platform switching behavior indicate that price often outweighs brand or convenience considerations.
Interpretation
            The findings confirm that discount dependence is structural rather than situational in the Indian market. Digitalization has reinforced the traditional value-for-money mindset, making discounts a core determinant of purchase decisions rather than a supplementary incentive.
Table 4.3: Psychological Triggers Associated with Discounts
	Psychological Factor
	Observed Consumer Response

	Deal excitement
	Increased engagement during sales

	FOMO
	Urgency during time-bound offers

	Cashback effect
	Perceived monetary gain

	Smart-buy satisfaction
	Emotional reward


Table 4.4: Digital Tools Used to Trigger Emotional Responses
	Digital Feature
	Psychological Impact

	Countdown timers
	Urgency and anxiety

	Push notifications
	Impulse activation

	Wallet cashbacks
	Loss aversion reduction


Analysis
                  Secondary literature highlights that discounts trigger strong emotional responses beyond rational price evaluation. Flash sales, limited-time offers, and cashback schemes leverage behavioural biases such as loss aversion and fear of missing out.
Interpretation
                      Discounts function as psychological instruments, shaping emotional gratification and reinforcing habitual discount-seeking behaviour. This emotional attachment strengthens consumer dependence on promotional pricing in digital marketplaces.

Table 4.5: Impact of Discounting on Brand-Related Behaviour
	Aspect
	Observed Trend

	Brand switching
	High during promotions

	Price dominance
	Price outweighs brand identity

	Private label growth
	Rising acceptance

	Loyalty erosion
	Reduced repeat brand purchase


Table 4.6: Sector-wise Brand Impact of Discounting
	Sector
	Brand Effect

	FMCG
	Trial of new brands

	Electronics
	Deferred loyalty

	E-commerce
	Private label preference


Analysis
                   Aggressive discounting reduces brand differentiation and encourages trial-based purchasing. Private labels gain market share by offering competitive pricing, while established brands struggle to maintain loyalty during heavy discount periods.
Interpretation
              Discount-led pricing weakens long-term brand equity and shifts consumer focus from brand trust to price advantage, posing sustainability challenges for premium and established brands.

Table 4.7: Festival-Based Promotional Influence
	Promotion Period
	Consumer Behaviour

	Diwali
	High-value purchases

	Big Sale Days
	Bulk buying

	Flash Sales
	Impulse purchases


Table 4.8: Nature of Purchase Decisions during Promotions
	Purchase Type
	Observed Trend

	Planned buying
	Electronics, durables

	Impulse buying
	Fashion, food delivery


Analysis
               Festivals act as emotional and cultural amplifiers of discount effectiveness. Consumers align major purchases with promotional calendars, while flash sales stimulate unplanned buying.
Interpretation
                  Discounts combined with cultural timing significantly increase purchase frequency and spending intensity, reinforcing the dominance of promotion-driven consumption in India.

Table 4.9: Platform Features Influencing Consumer Behaviour
	Platform Feature
	Behavioural Impact

	App-only offers
	Platform dependency

	Personalized deals
	Repeat usage

	Push notifications
	Instant response


Table 4.10: Industry-wise Digital Discount Mechanisms
	Platform Type
	Common Practices

	E-commerce
	Personalized pricing

	OFD apps
	Subscription discounts

	Mobile apps
	Location-based offers


Analysis
                    Digital platforms actively engineer consumer expectations through algorithmic pricing, personalization, and behavioural nudges. Consumers are continuously exposed to discounts, reinforcing expectation formation.
Interpretation
               Platforms are architects of discount culture, not mere intermediaries. Their strategies normalize continuous discount availability and condition consumers to expect incentives at every transaction stage.
Table 4.11: Strategic Market Responses to Discount Dependence
	Strategy
	Industry Example

	Dynamic pricing
	Travel, quick commerce

	Flash sales
	E-commerce

	Subscription models
	Food delivery

	Loyalty programs
	FMCG, retail


Table 4.12: Sustainability Concerns of Discount Strategies
	Aspect
	Market Observation

	Margin pressure
	Increasing

	Customer acquisition cost
	Rising

	Profit sustainability
	Challenged


Analysis 
 Firms increasingly balance discounts with alternative pricing mechanisms to protect margins. Subscription models and loyalty schemes aim to reduce over-reliance on price cuts.
Interpretation
              Market responses indicate a gradual shift toward controlled and sustainable discount strategies, acknowledging the limitations of perpetual discount-led growth.
                     The objective-wise secondary data analysis establishes that discount culture in India is deeply embedded in consumer expectations and reinforced by digital platforms. While discounts drive engagement, sales, and platform adoption, they simultaneously challenge brand loyalty and long-term profitability. Firms and platforms are increasingly compelled to innovate pricing strategies to balance consumer expectations with sustainable growth.
Chapter 4.Findings, Conclusion and Suggestions:
5.1 Introduction
             This chapter presents the key findings derived from the objective-wise analysis carried out in Chapter 4, followed by conclusions drawn from the study and relevant suggestions for businesses, digital platforms, policymakers, and future researchers. The findings are entirely based on secondary data analysis and reflect broader market trends, consumer behaviour patterns, and strategic responses in the Indian digital economy. The chapter establishes how discount culture has evolved into a dominant force shaping consumer expectations and market strategies in India.
To examine the extent of price sensitivity and discount dependence among Indian consumers
· Indian consumers exhibit high price sensitivity, particularly in digitally mediated markets where price transparency is high.
· Discounts have shifted from being promotional incentives to expected components of pricing.
· The value-for-money mindset dominates consumer decision-making across income groups.
· Purchase timing and platform choice are strongly influenced by discount availability.
· Discount dependence is structural and long-term, not seasonal or temporary.
To analyse emotional and psychological responses towards prices and discounts
· Discounts generate strong positive emotional responses such as excitement, satisfaction, and perceived achievement.
· Time-bound offers create Fear of Missing Out (FOMO), accelerating purchase decisions.
· Cash back mechanisms are psychologically perceived as gains rather than price reductions.
· Emotional gratification reinforces repetitive discount-seeking behaviour.
· Digital interfaces intensify behavioral biases through notifications and visual cues.
To study the influence of discounts on brand perception and loyalty
· Price increasingly dominates brand choice, particularly during promotional periods.
· Aggressive discounting leads to brand switching and trial-based purchasing.
· Private labels gain acceptance due to competitive pricing and perceived parity.
· Continuous discounting dilutes long-term brand loyalty and brand equity.
· Premium brands face challenges in sustaining differentiation in discount-driven markets.

To evaluate the impact of discounts and festival-based promotions on buying behaviour
· Festivals act as emotional and cultural multipliers for discount effectiveness.
· Consumers align high-value purchases with festive sales.
· Flash sales encourage impulse buying, while seasonal offers support planned purchases.
· Buying frequency and basket size increase significantly during promotional periods.
· Discount calendars now influence annual consumption planning.
To assess the role of digital platforms in shaping discount expectations
· Digital platforms actively condition consumers to expect frequent discounts.
· Personalized pricing and app-only offers increase platform dependency.
· Push notifications and digital nudges influence impulse buying.
· Subscription models partially reduce discount dependency while locking in consumers.
· Platforms function as behavioural architects, not neutral marketplaces.
To analyse how firms respond to consumer discount expectations
· Firms increasingly adopt dynamic pricing and controlled promotions.
· Subscription models and loyalty programs aim to reduce margin erosion.
· Excessive discounting increases customer acquisition costs and profit pressure.
· Companies seek balance between short-term growth and long-term sustainability.
· Discount-led growth shows diminishing returns without strategic control.
            Discount culture in India is deeply institutionalized in the digital economy.
· Consumer expectations are shaped jointly by price sensitivity, emotional responses, and platform design.
· Digital platforms amplify discount dependence through personalization and behavioural nudges.
· While discounts drive rapid market expansion, they challenge profitability and brand sustainability.
· The Indian market is transitioning from aggressive discounting to strategic discount management.
5.4 Conclusion of the Study
                   The study concludes that discount culture has become a defining characteristic of consumer markets in India’s digital era. Rooted in traditional price sensitivity and reinforced by digital platforms, discounts now influence not only purchase decisions but also consumer emotions, brand relationships, and market structures. Digital platforms have transformed discounts into continuous expectations rather than occasional incentives.
                     While discount-led strategies have accelerated adoption, engagement, and market growth, they have simultaneously weakened brand loyalty and compressed margins. Firms are therefore compelled to innovate pricing and promotional strategies to ensure sustainability. The future of discount culture in India lies in balanced, data-driven, and value-oriented pricing approaches rather than perpetual price cuts.
5.5 Suggestions of the Study
5.5.1 Suggestions for Businesses and Brands
· Shift focus from blanket discounts to value-based pricing strategies.
· Strengthen brand differentiation through quality, trust, and service rather than price alone.
· Use discounts strategically for customer acquisition, not permanent retention.
· Combine discounts with loyalty and experiential benefits.
5.5.2 Suggestions for Digital Platforms
· Reduce over-reliance on aggressive discounting to protect long-term margins.
· Use personalization responsibly to avoid excessive consumer conditioning.
· Promote subscription and loyalty models as sustainable alternatives.
· Ensure transparency in pricing and promotional communication.
5.5.3 Suggestions for Policymakers and Regulators
· Monitor deep discounting practices for potential market distortions.
· Encourage fair competition and transparent pricing mechanisms.
· Support consumer awareness regarding real versus perceived discounts.
· Frame guidelines to prevent predatory pricing in digital markets.
5.5.4 Suggestions for Consumers
· Evaluate purchases based on actual value rather than promotional appeal.
· Avoid impulsive buying driven solely by time-bound offers.
· Develop awareness of psychological pricing tactics used by platforms.
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