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Abstract
The rapid expansion of e-commerce has fundamentally transformed consumer purchasing behavior, particularly in the online garment retail sector. Pricing strategies have emerged as one of the most influential determinants of purchase decisions in digital marketplaces where price transparency and competition are intense. This study investigates the impact of discount pricing, psychological pricing, competitive pricing, introductory pricing, and seasonal pricing strategies on consumer buying behavior in Vadodara city. The research adopts a descriptive and empirical design based on primary data collected from 420 online garment consumers using a structured questionnaire. Statistical tools including descriptive statistics, reliability analysis, correlation analysis, and multiple regression were applied. The findings reveal that introductory pricing, seasonal pricing, discount pricing, and psychological pricing significantly influence consumer recommendation behavior and purchase intention. The regression model explains 26.7% of the variance in buying behavior, indicating moderate explanatory power. The study contributes to pricing and consumer behavior literature by providing regional evidence from a growing Tier-II Indian city. Managerial implications suggest that retailers should strategically deploy time-bound discounts, psychological pricing cues, and competitive online pricing mechanisms to enhance purchase intention and brand advocacy. The study concludes that pricing strategies remain a central competitive tool in online garment retailing.
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1. Introduction
The global retail landscape has undergone a dramatic transformation due to rapid technological advancements and the proliferation of digital platforms. E-commerce has redefined how consumers search, evaluate, and purchase products, particularly in fashion and garment retailing (Kotler & Keller, 2016). Online retailing provides convenience, variety, and real-time price comparisons, which significantly influence purchase decisions (Schiffman & Wisenblit, 2015).
The Indian e-commerce market has experienced exponential growth driven by increasing internet penetration, smartphone adoption, and digital payment infrastructure (Statista Research Department, 2020). Online garment retailing, in particular, has emerged as one of the fastest-growing segments due to frequent promotional campaigns, competitive pricing, and seasonal sales events (Batra & Keller, 2016). Consumers now demonstrate heightened price sensitivity because digital platforms enable effortless comparison across multiple sellers (Pavlou, 2003).
Pricing is a critical component of the marketing mix and plays a pivotal role in shaping consumer perceptions of value (Kotler & Keller, 2016). In online markets characterized by transparency and intense competition, pricing strategies function not only as revenue tools but also as psychological triggers that influence consumer cognition and decision-making (Schiffman & Wisenblit, 2015). Research suggests that consumers rely heavily on price cues when evaluating product quality and affordability in digital contexts (Gefen et al., 2003).
The Theory of Planned Behavior (TPB) posits that purchase intention is influenced by attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991). In online garment retailing, pricing strategies directly affect consumer attitudes toward value and affordability, thereby shaping intention and eventual purchase behavior. Similarly, the Technology Acceptance Model (TAM) emphasizes perceived usefulness and ease of use as determinants of technology adoption (Davis, 1989). In the context of online retailing, competitive pricing enhances perceived usefulness and encourages adoption of online shopping platforms.
Psychological pricing strategies, such as charm pricing (₹999 instead of ₹1000), exploit cognitive biases that cause consumers to perceive prices as significantly lower than they actually are (Schiffman & Wisenblit, 2015). Discount pricing and flash sales create urgency and stimulate impulse buying behavior, particularly among younger consumers (Batra & Keller, 2016). Dynamic pricing mechanisms further personalize offers, enhancing perceived economic value (Kotler & Keller, 2016).
Trust also plays a fundamental role in online purchase decisions. Consumers evaluate pricing fairness, transparency, and promotional authenticity before committing to a purchase (Pavlou, 2003). Studies show that perceived price fairness significantly impacts customer satisfaction and loyalty in e-commerce environments (Gefen et al., 2003). Therefore, pricing strategies influence not only immediate purchases but also long-term recommendation behavior.
Despite extensive research on digital marketing and online consumer behavior, limited empirical studies focus specifically on the impact of pricing strategies in online garment retailing within Tier-II cities in India. Vadodara, a rapidly growing urban center with increasing digital adoption, presents a unique context for examining consumer price sensitivity in online fashion retail. Regional dynamics, youth demographics, and rising fashion awareness make it an appropriate setting for investigating pricing-driven buying behavior.
This study addresses the existing research gap by empirically examining how discount pricing, psychological pricing, introductory pricing, competitive pricing, and seasonal pricing strategies influence consumer buying behavior in Vadodara city. By integrating behavioral theory with empirical statistical analysis, this research aims to provide actionable insights for online garment retailers operating in emerging urban markets.

2. Literature Review
2.1 Theoretical Foundations
Understanding the impact of pricing strategies on consumer buying behavior requires grounding in established behavioral and marketing theories. The Theory of Planned Behavior (TPB) posits that behavioral intention is influenced by attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991). Pricing strategies directly influence consumer attitudes toward perceived value, affordability, and fairness, thereby shaping purchase intentions. When consumers perceive a price as attractive or discounted, their attitude toward the purchase becomes more favorable, increasing behavioral intention.
The Technology Acceptance Model (TAM) further explains online purchase behavior by emphasizing perceived usefulness and ease of use as determinants of adoption (Davis, 1989). In online garment retailing, competitive pricing and promotional transparency enhance perceived usefulness, encouraging consumers to adopt digital platforms. Studies indicate that price advantages in online channels significantly improve consumers’ perception of platform utility (Gefen et al., 2003).
Additionally, Perceived Value Theory suggests that consumers evaluate purchases based on a trade-off between perceived benefits and perceived sacrifice (Kotler & Keller, 2016). Pricing strategies directly influence this value equation. Discount pricing reduces perceived monetary sacrifice, while premium pricing combined with quality signals enhances perceived benefit (Schiffman & Wisenblit, 2015). Therefore, pricing serves as both an economic and psychological stimulus.
Behavioral economics literature also highlights the role of cognitive biases in pricing perception. Charm pricing (e.g., ₹999 instead of ₹1000) exploits the left-digit effect, leading consumers to perceive prices as significantly lower (Schiffman & Wisenblit, 2015). Such psychological pricing tactics influence decision heuristics, particularly in online environments where rapid comparisons are common (Batra & Keller, 2016).
Trust and perceived risk are critical moderators in online transactions. Consumers evaluate price fairness and promotional authenticity before committing to purchase (Pavlou, 2003). Transparent pricing enhances trust, which in turn strengthens purchase intention (Gefen et al., 2003). Thus, pricing strategies operate within a broader framework of consumer trust and digital adoption.

2.2 Discount Pricing and Consumer Buying Behavior
Discount pricing is one of the most widely used strategies in online retailing. Temporary price reductions, flash sales, and festive discounts create urgency and stimulate impulse buying behavior (Batra & Keller, 2016). Research suggests that price promotions significantly increase purchase likelihood by enhancing perceived savings (Kotler & Keller, 2016).
In digital marketplaces, discount visibility is amplified through banners, push notifications, and countdown timers. These promotional cues activate emotional responses that accelerate decision-making (Schiffman & Wisenblit, 2015). Studies show that younger consumers exhibit higher responsiveness to discounts due to greater price sensitivity (Statista Research Department, 2020).
However, excessive discounting may reduce perceived quality if not strategically managed (Kotler & Keller, 2016). Therefore, the impact of discount pricing depends on consumer perception of value rather than absolute price reduction.

2.3 Psychological Pricing
Psychological pricing leverages cognitive biases to influence perception. Prices ending in “.99” or “.95” are perceived as significantly cheaper due to the left-digit bias (Schiffman & Wisenblit, 2015). This strategy is particularly effective in online retailing where consumers scan prices quickly.
Research indicates that charm pricing increases purchase probability by enhancing perceived affordability without materially reducing price (Batra & Keller, 2016). In fashion retail, where price comparison is common, such pricing cues provide competitive advantage (Kotler & Keller, 2016). Psychological pricing thus shapes consumer perception at the cognitive level rather than through actual economic savings.

2.4 Competitive and Online Price Perception
Online consumers can easily compare prices across platforms, making competitive pricing crucial (Pavlou, 2003). Perception that online prices are lower than offline store prices enhances online purchase intention (Gefen et al., 2003). Price transparency increases market efficiency but also intensifies competition.
Studies suggest that consumers evaluate not only absolute price but also relative price fairness (Kotler & Keller, 2016). If online platforms consistently offer lower prices than physical stores, consumer migration toward digital retail increases (Statista Research Department, 2020). Competitive pricing therefore strengthens both immediate purchase behavior and long-term loyalty.

2.5 Introductory Pricing and New Brand Attraction
Introductory pricing strategies are used to attract customers to new brands or product launches. Low initial prices reduce perceived risk and encourage trial purchases (Kotler & Keller, 2016). Once consumers experience satisfactory quality, repeat purchases may follow.
Research shows that introductory pricing significantly increases adoption rates in online platforms (Batra & Keller, 2016). In garment retailing, new brands frequently use aggressive pricing to penetrate competitive markets. This strategy is particularly effective among price-sensitive youth segments.

2.6 Seasonal and Festive Pricing
Seasonal and festive sales create anticipation and planned purchasing behavior. Consumers often delay purchases until major sale events (Schiffman & Wisenblit, 2015). In India, festive seasons such as Diwali and year-end sales significantly boost online garment purchases (Statista Research Department, 2020).
Time-bound offers generate urgency and scarcity perception, increasing conversion rates (Kotler & Keller, 2016). Seasonal pricing strategies therefore combine economic incentives with psychological triggers to influence buying behavior.

2.7 Research Gap
Although existing literature extensively examines digital marketing and online consumer behavior, limited research specifically investigates the combined impact of multiple pricing strategies in online garment retailing within Tier-II Indian cities. Most prior studies focus on metropolitan markets or generalized e-commerce sectors.
Vadodara represents a rapidly growing urban center with increasing digital penetration and fashion awareness. Understanding how regional consumers respond to various pricing strategies can provide localized managerial insights. Therefore, this study fills a contextual and empirical gap by integrating behavioral theory with statistical analysis in a regional Indian setting.

3. Hypotheses Development
Based on the literature review and theoretical foundations, the following hypotheses are proposed:
H1: Discount pricing positively influences consumer buying behavior in online garment retailing.
H2: Psychological pricing positively influences consumer buying behavior.
H3: Perception that online prices are lower than offline prices positively influences buying behavior.
H4: Introductory pricing positively influences consumer buying behavior.
H5: Seasonal and festive pricing positively influences consumer buying behavior.
H6: Quality–price perception positively influences consumer buying behavior.
H7: Purchase frequency is positively associated with recommendation behavior.

4. Conceptual Framework
The conceptual model of the study positions Consumer Buying Behavior as the dependent variable. The independent variables include:
· Discount Pricing
· Psychological Pricing
· Competitive Pricing (Online vs Offline Price Perception)
· Introductory Pricing
· Seasonal Pricing
· Quality–Price Perception
· Purchase Frequency
The framework assumes that pricing strategies influence consumer attitudes and perceived value, which subsequently affect buying behavior, consistent with TPB (Ajzen, 1991) and TAM (Davis, 1989).
5. Research Methodology
5.1 Research Design
The present study adopts a descriptive and empirical research design to examine the impact of pricing strategies on consumer buying behavior in online garment retailing. A quantitative approach was employed to ensure objective measurement of relationships among variables. The study is cross-sectional in nature, capturing consumer perceptions at a single point in time.
The research framework is grounded in behavioral theory, particularly the Theory of Planned Behavior (Ajzen, 1991) and the Technology Acceptance Model (Davis, 1989), which collectively explain how pricing stimuli influence consumer attitudes and purchase intentions in digital environments.

5.2 Population and Sampling
The target population comprised consumers residing in Vadodara city who had prior experience purchasing garments online. Given the absence of a comprehensive sampling frame, non-probability convenience sampling was adopted.
· Total Responses Collected: 420
· Valid Responses Used for Analysis: 420
· Sampling Technique: Convenience Sampling
· Unit of Analysis: Individual online garment consumer
The sample predominantly consisted of respondents aged between 18–35 years, indicating strong representation of digitally active consumers.

5.3 Data Collection Instrument
Primary data were collected using a structured questionnaire divided into three sections:
· Section A: Demographic details
· Section B: Pricing strategy and buying behavior statements (5-point Likert scale)
· Section C: Open-ended perception question
The Likert scale ranged from 1 (Strongly Disagree) to 5 (Strongly Agree). The questionnaire measured the following constructs:
· Discount Pricing Influence
· Psychological Pricing Perception
· Competitive Pricing (Online vs Offline)
· Introductory Pricing
· Seasonal Pricing
· Quality–Price Perception
· Purchase Frequency
· Recommendation Behavior

5.4 Reliability and Validity
Internal consistency reliability was tested using Cronbach’s Alpha.
· Cronbach’s Alpha = 0.736
Since the value exceeds the acceptable threshold of 0.70, the scale demonstrates satisfactory internal consistency.
Content validity was ensured through review of established literature and alignment with previously validated constructs (Kotler & Keller, 2016; Schiffman & Wisenblit, 2015).

5.5 Data Analysis Techniques
The following statistical tools were applied:
· Descriptive Statistics (Mean, Standard Deviation)
· Reliability Analysis (Cronbach’s Alpha)
· Pearson Correlation Analysis
· Multiple Regression Analysis
Data were analyzed using statistical software to test the hypotheses and examine the strength of relationships between pricing strategies and consumer buying behavior.
5.6 Descriptive Statistics
Table 1 presents the descriptive statistics of the study variables measured on a five-point Likert scale.
Table 1
Descriptive Statistics of Study Variables (N = 420)
	Variable
	Mean
	Std. Deviation
	Min
	Max

	Purchase Frequency
	3.15
	1.33
	1
	5

	Discount Influence
	3.21
	1.32
	1
	5

	Psychological Pricing
	3.16
	1.23
	1
	5

	Quality–Price Perception
	3.35
	1.31
	1
	5

	Online vs Offline Price
	3.23
	1.31
	1
	5

	Introductory Pricing
	3.26
	1.32
	1
	5

	Seasonal Planning
	3.28
	1.33
	1
	5

	Recommendation Behavior
	3.35
	1.28
	1
	5


The mean values above 3 indicate a moderately positive perception toward pricing strategies. Introductory pricing (M = 3.26) and seasonal planning (M = 3.28) show relatively strong agreement among respondents. Recommendation behavior (M = 3.35) indicates that consumers are moderately likely to recommend platforms offering competitive pricing.

5.7 Correlation Analysis
Table 2 presents Pearson correlation coefficients among the study variables.
Table 2
Correlation Matrix
	Variable
	1
	2
	3
	4
	5
	6
	7
	8

	1. Purchase Frequency
	1
	
	
	
	
	
	
	

	2. Discount Influence
	.314
	
	
	
	
	
	
	

	3. Psychological Pricing
	.221
	.264
	
	
	
	
	
	

	4. Quality–Price
	.259
	.295
	.245
	
	
	
	
	

	5. Online vs Offline
	.278
	.260
	.239
	.267
	
	
	
	

	6. Introductory Pricing
	.161
	.184
	.186
	.209
	.284
	
	
	

	7. Seasonal Planning
	.192
	.229
	.268
	.279
	.278
	.313
	
	

	8. Recommendation Behavior
	.164
	.287
	.268
	.259
	.314
	.379
	.348
	


All pricing variables show positive correlations with recommendation behavior. Introductory pricing (r = .379) and seasonal planning (r = .348) show relatively stronger relationships with recommendation behavior.
No multicollinearity concerns were detected, as inter-correlations remain below 0.80.

5.8 Multiple Regression Analysis
To test the hypothesis, multiple regression analysis was conducted with Recommendation Behavior as the dependent variable and pricing-related constructs as independent variables.
Model Summary
· R² = 0.267
· Adjusted R² = 0.255
· F(7, 412) = 21.45
· p < 0.001
The model explains approximately 26.7% of the variance in consumer recommendation behavior, indicating moderate explanatory power.

Table 3
Regression Results
	Predictor
	Beta Coefficient
	t-value
	p-value
	Result

	Purchase Frequency
	-0.023
	-0.518
	0.605
	Not Significant

	Discount Influence
	0.127
	2.795
	0.005
	Significant

	Psychological Pricing
	0.106
	2.219
	0.027
	Significant

	Quality–Price Perception
	0.070
	1.526
	0.128
	Not Significant

	Online vs Offline Price
	0.126
	2.754
	0.006
	Significant

	Introductory Pricing
	0.229
	5.156
	0.000
	Highly Significant

	Seasonal Planning
	0.159
	3.506
	0.001
	Significant




6. Discussion
The findings of this study provide empirical support for the significant role of pricing strategies in shaping consumer buying behavior in online garment retailing.
The regression analysis revealed that introductory pricing has the strongest influence on recommendation behavior (β = 0.229, p < 0.001). This aligns with perceived value theory, which suggests that reduced initial price lowers perceived risk and encourages trial purchases (Kotler & Keller, 2016). For emerging brands in competitive online markets, introductory pricing serves as a powerful market penetration tool.
Seasonal pricing strategies also demonstrated a statistically significant positive effect. This supports prior research indicating that festive and time-bound sales create urgency and scarcity perception, thereby increasing purchase likelihood (Schiffman & Wisenblit, 2015).
Discount pricing significantly influences buying behavior, confirming earlier findings that price promotions enhance perceived savings and stimulate impulse purchases (Batra & Keller, 2016). In digital environments, discount visibility amplifies emotional responses and accelerates decision-making.
Psychological pricing was found to significantly impact consumer behavior. The left-digit bias and charm pricing mechanisms shape cognitive perception of affordability (Schiffman & Wisenblit, 2015). This demonstrates that pricing influences not only economic evaluation but also psychological interpretation.
Interestingly, quality–price perception was not statistically significant in the final regression model. This suggests that in online garment retailing within Vadodara, immediate price benefits outweigh long-term quality evaluation during decision-making.
The model explains 26.7% of variance in recommendation behavior, indicating moderate explanatory power. This suggests that while pricing is a key determinant, other factors such as brand image, website usability, trust, and delivery experience may also contribute to consumer behavior.

7. Theoretical Implications
This study contributes to academic literature in several ways:
1. It extends the application of TPB and TAM in the context of pricing strategies in regional online garment markets.
2. It empirically validates the psychological and economic impact of multiple pricing strategies within a single integrated model.
3. It provides contextual evidence from a Tier-II Indian city, addressing the geographic research gap in digital retail studies.
4. It demonstrates that introductory pricing has stronger behavioral impact than traditional discount pricing in emerging urban markets.
The findings reinforce the argument that pricing functions as both a rational economic signal and a psychological trigger.

8. Managerial Implications
The study provides actionable insights for online garment retailers:
1. Focus on Introductory Pricing
New brands entering competitive markets should deploy aggressive introductory pricing to attract trial purchases.
2. Strategic Seasonal Sales
Retailers should align promotional calendars with festive seasons and major sale events to maximize conversion.
3. Use Psychological Pricing
Charm pricing strategies (₹999 instead of ₹1000) should be consistently applied across product categories.
4. Highlight Competitive Price Advantage
Retailers should emphasize price comparison advantages over offline stores to reinforce perceived value.
5. Avoid Overdependence on Quality Signaling
In price-sensitive segments, immediate monetary benefits appear more influential than perceived quality positioning.

9. Limitations
Despite its contributions, the study has certain limitations:
· The study is limited to Vadodara city, restricting generalizability.
· Convenience sampling may introduce selection bias.
· The cross-sectional design does not capture long-term behavioral changes.
· Only pricing variables were examined; other determinants such as trust and service quality were not included.

10. Future Research Directions
Future research may:
· Conduct comparative studies across metropolitan and Tier-II cities.
· Examine moderating effects of income level or gender.
· Investigate the impact of AI-driven dynamic pricing.
· Apply Structural Equation Modeling (SEM) for advanced model testing.
· Conduct longitudinal studies to examine repeat purchase behavior.

11. Conclusion
The present study empirically examined the impact of pricing strategies on consumer buying behavior in online garment retailing in Vadodara city. The findings confirm that pricing remains a powerful competitive tool in digital retail environments.
Introductory pricing, seasonal pricing, discount strategies, and psychological pricing significantly influence consumer recommendation behavior. The study highlights that consumers in emerging urban markets exhibit strong price sensitivity and respond positively to promotional cues.
While pricing explains a substantial portion of behavioral variance, future research should integrate additional psychological and service-related factors to develop a more comprehensive model.
In conclusion, strategic pricing remains central to competitive advantage in online garment retailing, particularly in rapidly digitizing regional markets.
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