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ABSTRACT

This study examined the influence of the 9-ending pricing strategy (charm pricing) on the consumer behavior
of students at Tarlac State University — College of Business and Accountancy (TSU-CBA). Specifically, it
analyzed how charm pricing affects students’ perceptions in terms of price attractiveness, perceived
affordability, and value for money, as well as their consumer behavior in terms of purchase intention,
impulsive buying behavior, and decision-making process. A descriptive-correlational research design was
employed, and data were collected from 388 student respondents using a structured questionnaire. The data
were analyzed using descriptive statistics, Pearson Product-Moment Correlation, and Multiple Regression
Analysis.

The findings revealed that students strongly agree that charm pricing influences their perception, with value for
money emerging as the most significant factor. Similarly, consumer behavior indicators showed a high level of
agreement, indicating that students are highly responsive to pricing strategies in their purchasing decisions.
The correlation analysis revealed a strong positive relationship (r = 0.782, p < 0.05) between charm pricing and
consumer behavior, suggesting that as the effectiveness of charm pricing increases, students’ likelihood to
purchase also increases.

Furthermore, regression analysis indicated that charm pricing significantly predicts consumer behavior,
explaining 61.1% of its variance (R* = 0.611). Among the predictors, value for money had the strongest
influence, followed by price attractiveness and perceived affordability. The study concludes that charm pricing
is an effective psychological pricing strategy that significantly shapes students’ purchasing behavior. It is
recommended that businesses strategically apply 9-ending pricing to enhance perceived value, attract student
consumers, and improve market competitiveness.

Keywords: Consumer Behavior, Charm Pricing, Price Perception, Purchase Decision

INTRODUCTION

Understanding consumer behavior is essential for businesses operating in today’s highly competitive global
market environment. As industries continue to evolve internationally, organizations increasingly rely on deep
insights into consumer purchasing behavior to guide pricing strategies, marketing decisions, and overall
business performance. Among the various elements of the global marketing mix, pricing remains one of the
most critical factors, as it directly influences how value is perceived and how purchase decisions are made on a
worldwide scale. Recent research into price cognition highlights the “left-digit effect”, a global phenomenon
where consumers disproportionately focus on the leftmost digit of a price. Studies in marketing and
psychology have consistently shown that this subtle manipulation increases the likelihood of purchase across
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international industries, including fast-moving consumer goods (FMCQG), clothing, and electronics (Khan,
2025).

In the Philippine setting, these global marketing realities are increasingly evident as modern consumer markets
challenge traditional economic theories of purely rational decision-making. Specifically, within the Philippine
retail landscape—including physical stores and major e-commerce platforms like Shopee and Lazada—yprice
display plays a crucial role in attracting customers and influencing final purchase decisions. Filipino college
students represent a particularly dynamic market segment that is highly responsive to pricing cues due to fixed
allowances and limited financial resources. Research suggests that students in the Philippines face unique
financial constraints, including tuition fees, transportation costs, and daily living expenses, which heighten
their sensitivity to pricing strategies (JIIP, 2024). Consequently, these students often seek the psychological
satisfaction of obtaining a “good deal,” which is effectively triggered by strategic price presentation.

To attract customers and increase sales, businesses employ a variety of pricing strategies. Among these, the 9-
ending pricing technique, also known as charm pricing, has emerged as a widely used and effective approach.
Charm pricing—often classified under psychological pricing—is based on the idea that price presentation can
influence a consumer’s cognitive and emotional response. According to Baldwin (2024), this strategy operates
on the premise that price can shape perception, allowing businesses to influence customer opinions and
encourage purchasing behavior. It involves setting prices that evoke psychological responses such as perceived
affordability, value, or the impression of a “good deal”. Common examples include prices ending in nine, such
as P9.99, P99, and P199, which are frequently observed in supermarkets, restaurants, and online platforms.
These prices create the illusion that a product is significantly cheaper than it actually is. Consumers often
perceive prices ending in “9” as substantially lower than rounded figures, even when the difference is minimal.
This phenomenon is supported by Kamalavani et al. (2023), who emphasized that pricing strategies can
psychologically shape consumer perception and decision-making.

In an increasingly competitive market, businesses utilize such pricing techniques to influence behavior and
enhance profitability. These strategies create an environment where consumers are more likely to perceive
products as attractive and act in ways that align with business objectives (O’Brien, 2024). Specifically, charm
pricing works by creating a mental gap between the listed price and the next whole number, making the
product appear more affordable. Research on price perception indicates that nine-ending prices serve as strong
external stimuli that influence initial purchase intentions, often before consumers fully evaluate product quality
(Golden Ratio Journal, 2025). Furthermore, charm pricing encourages impulsive buying behavior by signaling
that a product is at its lowest price or part of a limited-time offer. This effect is amplified through visual cues
that simplify decision-making, particularly in fast-paced digital environments (Taylor & Francis, 2024). As a
result, consumers tend to focus less on the total cost and more on the perceived “savings,” even if the
difference is as small as one peso.

The realities of modern consumer markets highlight how cognitive biases and emotional responses influence
purchasing behavior. Psychological pricing recognizes that consumers are often guided by subconscious cues
rather than purely logical reasoning. As noted by Rashmi and Thomas (2025), understanding these pricing
strategies is essential for designing effective marketing approaches that align with consumer perception and
product positioning. These strategies are especially effective among price-sensitive consumers, such as college
students, who are highly engaged in e-commerce environments where price presentation significantly
influences decisions. As noted by National University (2025), students are more susceptible to charm pricing
because of their strong sensitivity to perceived value and affordability.

Despite the widespread use of charm pricing globally, there remains a noticeable gap in research focusing on
the youth demographic within the Philippine context. Most existing studies examine general consumer
populations or are conducted in Western settings, with limited attention given to Filipino college students.
Furthermore, there is limited empirical evidence examining whether charm pricing continues to influence
student consumers or whether increased exposure to marketing strategies has led to a form of “marketing
immunity”. This issue is particularly relevant in provincial academic settings such as Tarlac, where the retail
landscape differs from that of major urban centers.
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Given these considerations, this study aims to examine the influence of the 9-ending pricing strategy (charm
pricing) on the consumer behavior of college students, particularly those from Tarlac State University —
College of Business and Accountancy (TSU-CBA). By analyzing how charm pricing affects price perception,
purchase intention, and decision-making, this research seeks to contribute to existing literature and provide
practical insights for businesses and student entrepreneurs in developing effective and ethical pricing
strategies.

Statement of the Problem

This study aimed to describe the influence of the 9-ending pricing strategy on the consumer behavior of
students at Tarlac State University — College of Business and Accountancy (TSU-CBA).

Specifically, it sought to answer the following questions:
1. What is the demographic profile of the respondents described in terms of:
1.1 sex;
1.2 age;
1.3 year level;
1.4 program enrolled, and
1.5 monthly allowance?
2. How do students perceive 9-ending pricing (charm pricing) in terms of:
2.1 price attractiveness;
2.2 perceived affordability; and
2.3 value for money?
3. What is the level of consumer behavior of TSU-CBA students in terms of:
3.1 purchase intention;
3.2 impulsive buying behavior; and
3.3 decision-making process?

4. Is there a significant relationship between 9-ending pricing (charm pricing) and the consumer behavior of
TSU-CBA students?

5. Which aspects of charm pricing significantly influence the consumer behavior of TSU-CBA students?
Hypotheses

H: 1: There is a significant relationship between 9-ending pricing (charm pricing) and the consumer behavior
of TSU-CBA students in terms of purchase intention, impulsive buying behavior, and decision-making
process.

H: 2: The perceived aspects of charm pricing significantly influence the consumer behavior of TSU-CBA
students.
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LITERATURE REVIEW

This section presents the relevant literature that supports the study on the influence of 9-ending pricing (charm
pricing) on the consumer behavior of students at Tarlac State University — College of Business and
Accountancy (TSU-CBA). The discussion is organized according to the variables in the Statement of the
Problem, namely demographic profile, perception of charm pricing (price attractiveness, perceived
affordability, and value for money), consumer behavior (purchase intention, impulsive buying behavior, and
decision-making process), and the relationship and influence among these variables.

Demographic Profile of Respondents

Demographic characteristics play a crucial role in understanding consumer behavior, as they influence
preferences, spending patterns, and responsiveness to marketing strategies. According to Kotler and Armstrong
(2018), variables such as age, sex, education level, and income significantly affect how consumers perceive
value and make purchasing decisions. In this study, demographic factors such as age, sex, year level, program
enrolled, and monthly allowance are considered important predictors of how students respond to pricing
strategies like charm pricing.

Younger consumers, particularly those belonging to Generation Z, tend to be more influenced by visual cues,
digital marketing, and psychological pricing techniques. Djafarova and Bowes (2020) and Pahlevan Sharif et
al. (2020) noted that this generation exhibits higher sensitivity to marketing stimuli due to their constant
exposure to online platforms and social media. As students grow in academic level, their financial awareness
and spending behavior may also change, affecting how they respond to price-based marketing strategies.

Sex is also a relevant demographic factor, as studies suggest differences in consumer priorities between males
and females. Female consumers are often more detail-oriented and value-conscious, while male consumers
may focus more on convenience and immediate gratification. These differences may influence how each group
perceives 9-ending prices and promotional offers in the market.

Lastly, the monthly allowance and program enrolled directly affect purchasing power and financial decision-
making. Students with lower allowances are generally more price-sensitive and more likely to be influenced by
perceived discounts created through charm pricing. Therefore, demographic characteristics collectively shape
how students interpret and respond to pricing strategies.

Charm Pricing (9-Ending Pricing Strategy)

Pricing is one of the most influential elements of the marketing mix because it directly affects consumer
perception and buying behavior. One widely used pricing strategy is charm pricing, also known as 9-ending
pricing, where prices are set slightly below a whole number, such as P99 instead of P100. Baldwin (2024)
explains that charm pricing is rooted in psychological pricing theory, which suggests that consumers do not
always evaluate prices rationally but are influenced by perception and cognitive bias.

Charm pricing works by creating the illusion of a lower price, making products appear more affordable and
attractive. Kamalavani et al. (2023) emphasized that consumers tend to interpret prices ending in “9” as
significantly cheaper, even when the actual difference is minimal. This perception increases the attractiveness
of products and enhances the likelihood of purchase.

A key psychological mechanism behind this strategy is the left-digit effect, where consumers focus more on
the first digit of a price rather than the last digits. For example, P99 is perceived as closer to P90 than P100,
even though the difference is only P1. Khan (2025) noted that this cognitive bias significantly influences
purchasing decisions, especially in fast-moving consumer environments.

Charm pricing is widely used across both physical and digital marketplaces, including supermarkets,
restaurants, and e-commerce platforms such as Shopee and Lazada. According to Golden Ratio Journal (2025),
price presentation plays a critical role in attracting attention and influencing consumer choice. These findings
highlight how psychological pricing strategies are deeply embedded in modern retail practices.
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Price attractiveness

Price attractiveness refers to how appealing a price appears to consumers and is a key factor in influencing
purchase decisions. O’Brien (2024) stated that charm pricing increases price attractiveness by creating the
impression of discounts or promotional value. As a result, consumers are more likely to consider and select
products with 9-ending prices over rounded prices.

Perceived affordability is another important dimension of charm pricing. This refers to how consumers
evaluate whether a product fits within their financial capability. National University (2025) emphasized that
students, due to limited budgets, are particularly sensitive to affordability cues. Charm pricing enhances this
perception by making prices appear lower than they actually are.

Value for money is also significantly influenced by psychological pricing strategies. Consumers often
associate 9-ending prices with better deals, believing they are getting more value for a lower cost. Rashmi and
Thomas (2025) explained that psychological pricing works by shifting consumer focus from actual price to
perceived benefit, strengthening the perception of value.

Hence, these three factors—price attractiveness, perceived affordability, and value for money—work together
to shape how consumers interpret charm pricing. These perceptions are especially influential among students,
who tend to rely heavily on price cues when making purchasing decisions.

Consumer Behavior

Consumer behavior refers to the process by which individuals, particularly consumers, select, purchase, use,
and dispose of goods and services to satisfy their needs and wants. It is shaped by a combination of
psychological, social, and economic factors that influence how consumers perceive value and make decisions
in the marketplace. In the context of charm pricing, consumer behavior is significantly affected by how prices
are presented, as 9-ending prices tend to create perceptions of affordability, value, and savings that can
influence purchase intention and decision-making. Among students, consumer behavior is further shaped by
limited financial resources and exposure to digital marketing, making them more responsive to psychological
pricing cues such as charm pricing.

Purchase intention

Purchase intention refers to the likelihood that a consumer will buy a product or service. Studies show that
charm pricing positively influences purchase intention by making products appear more affordable and
attractive. According to Golden Ratio Journal (2025), consumers are more likely to develop a buying intention
when prices end in “9” due to perceived savings.

Studies have shown that charm pricing positively affects purchase intention by making products appear more
affordable than they actually are. According to the Golden Ratio Journal (2025), consumers are more likely to
develop a buying intention when prices end in “9” because they associate these prices with discounts or
savings. This perception increases the likelihood that consumers will consider purchasing the product even
before evaluating its actual quality.

For students, purchase intention is strongly influenced by budget constraints and perceived value. When
exposed to 9-ending prices, they are more likely to perceive products as financially accessible, which
strengthens their intention to buy. Therefore, charm pricing serves as a powerful stimulus in shaping the early
stage of consumer decision-making among student consumers.

Impulsive buying behavior

Impulsive buying behavior is another important aspect of consumer behavior influenced by psychological
pricing. Taylor & Francis (2024) explained that charm pricing reduces cognitive processing time, encouraging
faster and less deliberate purchasing decisions. This often leads to unplanned purchases, especially in digital
shopping environments.
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Taylor & Francis (2024) explained that charm pricing reduces cognitive processing time, making consumers
less likely to engage in detailed evaluation before purchasing. By presenting prices that appear lower than they
actually are, businesses encourage faster decision-making. This psychological effect often leads to impulse
purchases, particularly in fast-paced digital shopping environments.

Among students, impulsive buying behavior is further intensified by exposure to social media advertising and
e-commerce platforms. The presence of 9-ending prices creates a sense of urgency or perceived opportunity,
encouraging students to make immediate purchases. As a result, charm pricing significantly contributes to
unplanned buying behavior in this demographic.

Decision-Making Process

The decision-making process involves stages such as problem recognition, information search, evaluation of
alternatives, purchase decision, and post-purchase behavior. Khan (2025) noted that charm pricing influences
early stages of decision-making by shaping initial perception, which can override deeper product evaluation.
This leads consumers to make quicker choices based on perceived price advantage.

In the context of students, consumer behavior is highly dynamic due to financial limitations and exposure to
online marketing. Their decisions are often driven by emotional and psychological cues rather than purely
rational evaluation. Thus, charm pricing plays a significant role in shaping how they intend, decide, and act in
purchasing situations.

RESEARCH METHOD

This study employed a descriptive-correlational research design to determine the relationship and influence of
9-ending pricing (charm pricing) on the consumer behavior of students at Tarlac State University — College of
Business and Accountancy (TSU-CBA). The descriptive component was used to present and analyze the
respondents’ demographic profile and their perceptions of charm pricing, including price attractiveness,
perceived affordability, and value for money. Meanwhile, the correlational component was utilized to examine
the significant relationship between charm pricing and students’ consumer behavior.

Furthermore, regression analysis was used to assess the predictive effect of charm pricing on consumer
behavior. Specifically, this statistical tool was used to identify which aspects of charm pricing significantly
influence purchase intention, impulsive buying behavior, and the decision-making process of TSU-CBA
students. This approach allowed the study to establish not only relationships but also the extent of influence
among the variables.

This research design ensured that the data collected were valid, reliable, and appropriate for statistical
treatment. The integration of descriptive, correlational, and regression analyses provided a comprehensive
framework for understanding both the relationship and predictive influence of 9-ending pricing (charm
pricing) on the consumer behavior of TSU-CBA students.

Participants of the Study

The respondents of the study consisted of 388 students from Tarlac State University — College of Business and
Accountancy (TSU-CBA), with a total population of 5,327 students. The sample size was determined using
Slovin’s Formula with a 0.04888 margin of error to ensure an adequate representation of the population. A
stratified sampling technique was then employed to classify the respondents according to their respective
programs and majors, ensuring proportional representation and minimizing selection bias. After determining
the number of respondents per group, convenience sampling was used to select participants based on their
availability and willingness to participate. This combination of sampling methods strengthened the reliability
and generalizability of the findings by providing a balanced representation of student consumers.

A total of 388 questionnaires were distributed to the respondents of the study. All questionnaires were
retrieved and deemed valid for analysis, resulting in a 100% response rate. The study focused on 388 student
respondents from Tarlac State University — College of Business and Accountancy (TSU-CBA) who are
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regularly engaged in consumer activities and are exposed to various pricing strategies, including 9-ending
pricing (charm pricing).

Given the diverse population of students in TSU-CBA, the study focused on those who actively participate in
purchasing goods and services both within and outside the university. This ensured that the respondents had
sufficient experience with pricing strategies commonly used in physical stores and online platforms, making
them appropriate sources of data for the study.

The study specifically targeted students who frequently encounter pricing strategies in their daily consumption
activities. As consumers, their purchasing behavior is influenced by psychological pricing cues such as 9-
ending prices, perceived affordability, and promotional offers. This makes them a suitable population for
examining the influence of charm pricing on consumer behavior, particularly in terms of purchase intention,
impulsive buying behavior, and decision-making processes.

Research Instrument

In gathering the necessary data for this study, the researchers utilized a self-administered survey questionnaire
adapted from the study of Vretenar et al. (2025) to suit the context of the present research. The instrument was
carefully developed based on relevant literature to ensure its reliability, validity, and alignment with the
objectives of the study on the influence of 9-ending pricing (charm pricing) on the consumer behavior of
students at Tarlac State University — College of Business and Accountancy (TSU-CBA).

The questionnaire was primarily anchored on consumer behavior and psychological pricing theories, which
explain how consumers make purchasing decisions based on cognitive and emotional responses to price cues.
The measurement scales for the independent variable—charm pricing (9-ending pricing), were adapted from
studies focusing on psychological pricing, particularly in terms of price attractiveness, perceived affordability,
and value for money. These indicators were selected to measure how students interpret and respond to 9-
ending prices.

For the dependent variable, consumer behavior, the items were adapted from validated consumer behavior
instruments that measure purchase intention, impulsive buying behavior, and decision-making processes.
These indicators were modified to fit the context of student consumers at TSU-CBA, ensuring that the items
reflect real-life purchasing experiences influenced by pricing strategies in both physical and online
marketplaces.

The questionnaire was structured into three main parts: (1) demographic profile of the respondents, including
sex, age, year level, program enrolled, and monthly allowance; (2) perception of charm pricing in terms of
price attractiveness, perceived affordability, and value for money; and (3) consumer behavior in terms of
purchase intention, impulsive buying behavior, and decision-making process. Each item was measured using a
Likert scale to determine the level of agreement of the respondents.

Additionally, the questionnaire was translated into Filipino to facilitate better understanding among the
respondents. The translated version was reviewed to ensure clarity and appropriateness of language, conducted
by Mrs. Jennifer N. Samoy, Teacher VI, Filipino Teacher, and Filipino Focal Person of Matatalaib Bato
Elementary School, to ensure that the original meaning of the items was preserved.

To ensure content validity, the research instrument was reviewed by the research adviser and an expert in the
field, who evaluated the clarity, relevance, and appropriateness of each item in relation to the study objectives.
Necessary revisions were made based on feedback to improve the quality and accuracy of the instrument.

In addition, the reliability of the instrument was tested using the Cronbach’s Alpha coefficient to determine
internal consistency. The computed overall Cronbach’s Alpha result was 0.85, indicating a high level of
reliability. This confirms that the questionnaire items are consistent and suitable for data collection.

Hence, the use of a validated and reliability-tested questionnaire ensured that the data gathered were accurate,
consistent, and appropriate for statistical analysis. This strengthened the study’s ability to examine the
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relationship and influence of 9-ending pricing (charm pricing) on the consumer behavior of TSU-CBA
students.

Data Analysis

The quantitative data collected in this study were analyzed using both descriptive and inferential statistical
methods. Descriptive statistics such as mean and standard deviation were used to summarize the responses of
the respondents in terms of demographic profile and the levels of the study variables, namely charm pricing (9-
ending pricing) in terms of price attractiveness, perceived affordability, and value for money, as well as
consumer behavior in terms of purchase intention, impulsive buying behavior, and decision-making process.
These statistical tools provided a clear overview of the central tendencies and variability of the data gathered.

Inferential statistical tests were employed to determine the relationships and predictive influence among the
variables and to test the formulated hypotheses. Specifically, the Pearson Product-Moment Correlation was
used to determine the significant relationship between 9-ending pricing (charm pricing) and the consumer
behavior of TSU-CBA students in terms of purchase intention, impulsive buying behavior, and decision-
making process.

Furthermore, Multiple Regression Analysis was conducted to identify which aspects of charm pricing
significantly influence consumer behavior. This analysis determined the extent to which price attractiveness,
perceived affordability, and value for money predict purchase intention, impulsive buying behavior, and
decision-making, and helped identify the most influential determinants of students’ consumer behavior.

The level of statistical significance was tested at a 0.05 level of confidence, ensuring that the findings are
statistically reliable and that any observed relationships or influences are not due to chance. The results of the
statistical tests served as the basis for accepting or rejecting the formulated hypotheses of the study, thereby
providing empirical evidence on the influence of 9-ending pricing (charm pricing) on the consumer behavior
of TSU-CBA students.

Ethical Consideration
In the conduct of the study, the researchers were guided by the following ethical considerations:
Full Consent to Instrument Adaptation

The researchers strictly followed the ethical standards regarding the use of existing research materials. The
original authors, Nenad Vretenar and Ivan Prudky, gave their full and explicit consent to adapt their research
instrument, “Research on Consumer Responses in the Republic of Croatia to Psychologically Priced Products,”
for this study. With this approval, the researchers can use the questionnaire as a model and adapt its
components to fit the specific Statement of the Problem (SOP) and the particular circumstances of Tarlac State
University’s College of Business and Accountancy (CBA) students.

Confidentiality and Anonymity

The researchers maintained strict confidentiality in order to protect the participants’ identities and the privacy
of their data. In order to avoid individual responses from being associated with particular students, the survey
instrument did not require personal names.

Avoiding Research Misconduct

The researchers are committed to present the findings truthfully and accurately. To maintain the integrity of
the academic research, every attempt was made to present the results without fabrication, falsification, or
plagiarism.

Responsible Use of Artificial Intelligence

The restricted usage of artificial intelligence (AI) methods during the development process of this paper is
acknowledged by the researchers. Al was used primarily as a useful instrument for language correction,
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proofreading, and grammar checking to guarantee the technical writing’s formal tone and comprehension. In
order to ensure that the use of technology did not compromise academic integrity, the main principles, data
analysis, and study results are still the original work of the researchers.

RESULTS AND DISCUSSION
The Demographic Profile of Respondents

Table 1 presents the demographic profile of the 388 student respondents from Tarlac State University —
College of Business and Accountancy in terms of sex, age, year level, program enrolled, and monthly
allowance. The profile provides a foundational understanding of the participants, which is essential in
analyzing how demographic characteristics may influence consumer behavior in relation to 9-ending pricing
(charm pricing).

In terms of sex distribution, the respondents consist of 168 males (43.3%) and 220 females (56.7%), indicating
a higher proportion of female students. This suggests that female students may be more actively engaged in
consumer-related activities and may be more responsive to psychological pricing strategies such as charm
pricing.

Regarding age, all respondents fall within the college-age bracket, starting from 18 years old, with the majority
belonging to the 18-20 age group (63.9%), followed by 21-23 (26.8%), and 24-25 (9.3%). This indicates that
most respondents are young adults in early to mid-college years, a stage where individuals are highly exposed
to digital marketing and more sensitive to pricing cues such as 9-ending pricing.

As to the program enrolled, the largest group of respondents came from BS Hospitality Management (22.2%),
followed by BSBA — Marketing Management (20.6%) and BSBA — Financial Management (19.3%). This
distribution shows that most respondents belong to business- and service-oriented programs, which are closely
related to consumer behavior, marketing principles, and real-world purchasing decisions.

In terms of monthly allowance, most respondents receive 2,001-P3,000 (40.2%), followed by P1,000-P2,000
(23.7%), £3,001-P4,000 (22.7%), and P4,001 and above (13.4%). This indicates that the majority of students
have moderate financial capacity, making them more sensitive to pricing strategies such as 9-ending prices,
where even small perceived discounts can influence purchasing decisions.

This baseline structure heavily localizes general pricing literature. While foundational economic frameworks
(such as Kotler & Armstrong, 2018) outline consumer behavior across broad, macro-level income categories,
these results provide localized granularity specific to a Philippine provincial academic setting. Because nearly
two-thirds of the student body operates on limited financial resources (under 3,000 per month), their
sensitivity to superficial pricing layouts is heightened, making them prime psychological subjects for retail
price structures.

Table 1

Demographic Profile of the Respondents

Profile Categories Frequency | Percentage
Sex Male 168 43.3%
Female 220 56.7%
Total 388 100%
Age 18-20 248 63.9%
21-23 104 26.8%
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24-25 36 9.3%
Total 388 100%
Program Enrolled BS Accountancy 44 11.3%
BS Accounting Information System 44 11.3%
BSBA — Financial Management 75 19.3%
BSBA — Marketing Management 80 20.6%
BSBA — Economics 23 5.9%
BS Entrepreneurship 36 9.3%
BS Hospitality Management 86 22.2%
Total 388 100%
Monthly Allowance £1,000-P2,000 92 23.7%
P2,001-P3,000 156 40.2%
P3,001-P4,000 88 22.7%
$4,001 and above 52 13.4%
Total 388 100%

Meanwhile, the demographic profile indicates that the typical respondent is a female student aged 18-20,
enrolled in BS Hospitality Management or BSBA programs, with a monthly allowance of £2,001-3,000. This
is significant to the study because this group is more likely to be influenced by psychological pricing strategies
such as charm pricing (9-ending pricing) when making consumer decisions.

Students’ Charm Pricing Perception

Table 2 presents the students’ perception of 9-ending pricing (charm pricing) among students of Tarlac State
University — College of Business and Accountancy in terms of price attractiveness, perceived affordability, and
value for money. The overall mean of 4.28, interpreted as “Strongly Agree,” indicates that charm pricing is
highly influential in shaping students’ consumer perceptions. This suggests that students are highly responsive
to psychological pricing strategies when making purchasing decisions.

Among the factors, value for money obtained the highest mean score of 4.35, indicating that students strongly
associate 9-ending prices with better deals and greater savings. This suggests that even minimal price
differences create a strong perception of economic advantage, reinforcing the effectiveness of charm pricing in
influencing consumer judgment. This descriptive positioning closely mirrors the concepts of Rashmi and
Thomas (2025), who argued that psychological pricing successfully shifts a consumer’s focus away from the
concrete, cold numbers of direct expense and steers it toward perceived benefit, magnifying their concept of
value utility.

Price Attractiveness followed with a mean of 4.25, indicating that students find 9-ending prices visually and
psychologically more appealing than rounded numbers. This aligns with O’Brien (2024), who noted that charm
pricing strategically maximizes visual appeal by feeding consumers the subconscious impression of an
ongoing markdown, special promotion, or limited clearance price. However, while dominant marketing
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research (e.g., O’Brien, 2024) often asserts that initial visual appeal and direct price manipulation are the
primary cognitive anchors of psychological pricing, the data reveals a nuance for these college consumers.

Table 2

Students’ 9-Ending Pricing (Charm Pricing) Perception

Factors Composite Mean | Standard Deviation | Interpretation
Price Attractiveness 4.25 0.17 Strongly Agree
Perceived Affordability 4.23 0.18 Strongly Agree
Value for Money 4.35 0.15 Strongly Agree
Overall Mean 4.28 0.17 Strongly Agree

Perceived affordability (4.23), while still rated as ‘Strongly Agree,” obtained the lowest mean among the
indicators. This implies that although students recognize 9-ending prices as affordable, their strongest
perception lies in the value they believe they are getting rather than affordability alone.

The overall findings reveal that students strongly respond to charm pricing strategies, particularly in terms of
perceived value and attractiveness. This suggests that 9 ending pricing effectively influences how students
interpret prices, reinforcing its role as a powerful psychological pricing strategy in shaping consumer behavior.

The Level of Consumer Behavior among TSU-CBA Students

Table 3 presents the level of consumer behavior in terms of purchase intention, impulsive buying behavior, and
decision-making process among students of Tarlac State University — College of Business and Accountancy.
The overall mean of 4.28, interpreted as “Strongly Agree,” indicates that the respondents exhibit a very high
level of consumer behavior responsiveness. This suggests that TSU-CBA students demonstrate strong
tendencies in how they intend to purchase, make decisions, and respond to psychological pricing strategies
such as 9-ending pricing (charm pricing). Among the indicators, purchase intention obtained the highest mean
score of 4.34, indicating that students are highly likely to consider purchasing products when influenced by
attractive pricing strategies such as 9-ending prices. This suggests that price presentation plays a strong role in
shaping initial consumer interest, where perceived affordability and attractiveness encourage buying intention
even before full product evaluation. This high intent links directly with findings from the Golden Ratio Journal
(2025), which demonstrated that charm prices function as an intense external visual stimulus that establishes
an upfront intent to buy before an individual takes the necessary time to rigorously inspect or evaluate product
quality. Closely related, the decision-making process recorded a mean of 4.29, interpreted as ‘“Strongly
Agree.” This implies that students actively go through a structured decision process when purchasing products,
but this process is significantly influenced by psychological cues such as charm pricing. It suggests that pricing
strategies can shape early impressions, which may affect how students evaluate alternatives and make final
decisions. Prominent digital retail literature, such as Taylor & Francis (2024), strongly emphasizes that 9-
ending strategies drastically shorten human cognitive processing windows, paving the path for spontaneous,
careless, and un-evaluated impulse purchasing loops.

Table 3

Level of Consumer Behavior among TSU-CBA Students

Indicators of Consumer Behavior | Composite Mean Standard Deviation | Interpretation
Purchase Intention 4.34 0.15 Strongly Agree
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Impulsive Buying Behavior 4.22 0.18 Strongly Agree
Decision-Making Process 4.29 0.16 Strongly Agree
Overall Mean 4.28 0.16 Strongly Agree

The impulsive buying behavior indicator obtained the lowest mean of 4.22, although still interpreted as
“Strongly Agree.” This suggests that while students are generally rational in their purchasing decisions, they
are still susceptible to unplanned or spontaneous purchases, especially when influenced by psychological
pricing cues such as 9-ending prices, limited-time offers, and perceived discounts.

Hence, the findings reveal that TSU-CBA students demonstrate a strong level of consumer behavior across all
indicators. The consistently high ratings indicate that their purchasing actions are not purely rational but are
also influenced by psychological and pricing stimuli. In relation to the study, this supports the idea that 9-
ending pricing (charm pricing) plays a significant role in shaping purchase intention, encouraging impulsive
buying, and influencing decision-making processes among students.

The Relationship Between 9-Ending Pricing (Charm Pricing) and Consumer Behavior

Table 4 presents the correlation analysis between 9-ending pricing (charm pricing) and the consumer behavior
of TSU-CBA students in terms of purchase intention, impulsive buying behavior, and decision-making
process. The obtained r-value of 0.772 indicates a strong positive relationship between the variables. This
suggests that as students perceive higher levels of charm pricing effectiveness (price attractiveness, perceived
affordability, and value for money), their consumer behavior (purchase intention, impulsive buying, and
decision-making) also increases. The relationship is statistically significant, as reflected by the p-value of
0.000, which is lower than the 0.05 level of significance. This high linear correlation validates the modern
price cognition literature. The strong statistical association confirms the positions of Khan (2025), whose
research on the “left-digit effect” proved that initial cognitive biases override purely rational-logical economic
evaluations, causing consumers to lock onto lower leftmost numbers. By showing that consumer behavioral
actions step up linearly alongside their positive perceptions of 9-ending numbers, the data empirically supports
the argument that price presentation plays a primary, foundational role in controlling consumer choice,
explicitly breaking traditional classic consumer theories that assume perfectly rational actors who ignore basic
formatting tweaks.

Table 4

Correlation Between 9-Ending Pricing (Charm Pricing) and Consumer Behavior

Variables r-value | p-value Interpretation

Charm Pricing and Consumer Behavior | 0.772 | 0.000 Strong Positive Correlation

The strong positive correlation further indicates that students are highly responsive to psychological pricing
strategies, particularly 9-ending pricing, when making purchasing decisions. When products are presented with
charm pricing (e.g., P99, 199, P499), students are more likely to perceive them as affordable and valuable,
which increases their likelihood of purchasing and influences their decision-making process.

This also suggests that charm pricing plays a significant role in stimulating impulsive buying behavior, as
students may respond quickly to perceived discounts or price advantages without extensive evaluation. In
addition, it strengthens purchase intention by creating the perception of savings and better value for money.

Consequently, the results confirm that 9-ending pricing (charm pricing) is significantly associated with
consumer behavior among TSU-CBA students. This leads to the acceptance of the alternative hypothesis,
indicating that a significant relationship exists between the variables. The findings emphasize that
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psychological pricing strategies can effectively influence student consumer behavior in terms of intention,
impulse, and decision-making.

The Influence of 9-Ending Pricing (Charm Pricing) on Consumer Behavior

Table 5 presents the regression analysis examining the influence of 9-ending pricing (charm pricing) on the
consumer behavior of TSU-CBA students in terms of purchase intention, impulsive buying behavior, and
decision-making process. The results show that the identified dimensions of charm pricing—price
attractiveness, perceived affordability, and value for money—-collectively serve as significant predictors of
consumer behavior, as indicated by the overall model significance (p-value = 0.000), which is lower than the
0.05 level of significance.

Among the predictors, value for money emerged as the strongest influence, followed by price attractiveness
and perceived affordability, all of which demonstrated positive beta coefficients. This indicates that stronger
perceptions of savings and attractiveness in 9-ending pricing are associated with higher levels of consumer
responsiveness among students.

This regression layout directly confirms the core hypotheses derived from literature. The prominent impact of
Value for Money supports claims by National University (2025) and Rashmi & Thomas (2025), who noted
that student markets are uniquely vulnerable to psychological formatting because their tight budgets force an
intense, continuous search for perceived deals. The critical contrast, however, is that while general literature
treats charm pricing as a tool of pure aesthetic manipulation or an illusion of cheapness, your regression
demonstrates that for local students, the cognitive utility of the price (“Am I getting more value for my
money?”) is what actually drives the final transaction. This distinction provides student entrepreneurs and
regional retailers a strategic edge, proving that charm pricing works best when paired with clear indicators of
total value rather than just visual discount tricks alone.

The R value of 0.772 indicates a strong relationship between charm pricing and consumer behavior. The R?
value of 0.611 suggests that 61.1% of the variation in consumer behavior among TSU-CBA students is
explained by 9-end pricing factors. This implies that a substantial portion of students’ purchasing behavior is
influenced by psychological pricing cues such as perceived affordability and value perception.

The F-value of 155.00 with a significance level of 0.000 confirms that the regression model is statistically
significant, indicating that the predictors reliably explain variations in consumer behavior. This further
supports the strength of charm pricing as a marketing strategy influencing student purchasing decisions.

Table 5

Regression Analysis on the Influence of 9-Ending Pricing (Charm Pricing) on Consumer Behavior

Predictor Variable Beta (B) t-value p-value Interpretation
Price Attractiveness 0.228 4.45 0.000 Significant Predictor
Perceived Affordability 0.201 3.98 0.000 Significant Predictor
Value for Money 0.312 6.35 0.000 Significant Predictor
Constant 0.589 3.21 0.002 Significant
Value
R 0.772
R? 0.611
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Adjusted R? 0.608
F-value 155.00
p-value (Model) 0.000

The findings imply that emphasizing value perception, price attractiveness, and affordability cues through 9-
ending pricing can significantly increase purchase intention, encourage impulsive buying behavior, and
influence decision-making among students. These results highlight the importance of psychological pricing
strategies in shaping consumer responses in competitive market environments.

Therefore, the results confirm that 9-ending pricing (charm pricing) significantly influences consumer
behavior among TSU-CBA students. This leads to the acceptance of the alternative hypothesis, indicating that
the identified variables are strong determinants of student consumer behavior.

CONCLUSIONS

The study revealed that 9-ending pricing (charm pricing) significantly influences the consumer behavior of
TSU-CBA students in terms of purchase intention, impulsive buying behavior, and decision-making process.
Among the indicators, value for money and price attractiveness emerged as the most influential aspects,
indicating that students are highly responsive to psychological price cues and perceived savings when
evaluating products. This suggests that even small differences in price presentation, such as ending prices in
“9,” strongly affect how students perceive affordability and product value.

Consequently, the results confirm that consumer behavior among TSU-CBA students is shaped by a
combination of psychological and economic factors, with charm pricing serving as a significant external
stimulus in their purchasing decisions. Students tend to rely not only on actual price levels but also on
perceived value and affordability cues embedded in pricing strategies. This implies that businesses targeting
student consumers should strategically apply 9-ending pricing to enhance product attractiveness, strengthen
perceived value, and effectively influence purchasing behavior in competitive market settings.

RECOMMENDATIONS

Based on the conclusions of the study, it is recommended that businesses targeting TSU-CBA students should
strategically utilize 9-ending pricing (charm pricing) to enhance product attractiveness and influence consumer
behavior. Food establishments and other service providers should consider adopting psychological pricing
strategies such as P99, P199, or P299 pricing formats, as these were found to strongly influence students’
purchase intention, impulsive buying behavior, and decision-making process. This can help increase perceived
affordability and value for money, which are key drivers of student purchasing decisions.

Moreover, it is recommended that businesses combine charm pricing with value-enhancing strategies such as
bundling products, offering student-friendly promos, and highlighting “best value” deals to further strengthen
consumer appeal. Since students are highly sensitive to perceived savings, improving how prices are presented
alongside product quality and affordability cues can significantly increase market responsiveness. Overall,
integrating psychological pricing strategies with value-based marketing approaches will help businesses
effectively attract and retain student consumers in a highly competitive market environment.
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PPENDIX A

Survey Questionnaire
Consumer Behavior on “9-Ending” Pricing Strategy (Charm Pricing)

Good day!

We are students from BSE 2A conducting a research study entitled “Consumer Behavior on 9-Ending Pricing
Strategy (Charm Pricing).”

In this regard, we would like to ask for your participation by answering this questionnaire honestly.

Rest assured that all information gathered will be treated with strict confidentiality and will be used for
academic purposes only.

Thank you for your time and cooperation.

By answering this questionnaire, you voluntarily agree to participate in this study.
Consumer Behavior on “9-Ending” Pricing Strategy (Charm Pricing)

Please read each statement carefully and select the answer that best reflects your opinion.

Name (Optional):

Direction: Please put a check (¢/) on which profile variable is most applicable.

1. Respondent Profile [121-23

1.1. Age: []24-26
[118-20 [] 27 and above
Page 4950

www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI [Volume XIII Issue VIII August 2026

L1 BSBA FM
[] Male [1 BSBA MM
[] Female [1 BSBA ECO
1.3. Year Level: 0 BSE
[] Ist Year [l HTM
[J 2nd Year 1.5. Monthly Allowance:
[ 3rd Year ] £1,000 — P3,000
[] 4th Year [1#3,001 —P5,000
1.4. Program Enrolled: J £5,001 — 10,000
[1BSA [0 210,001 and above

[1 BSAIS

Direction: Please put a check (¢/) on which would indicate your level of agreement using the scale below:
5 — Strongly Agree

4 — Agree

3 — Neutral

2 — Disagree

1 — Strongly Disagree

2.1. Price Attractiveness

Statement S - Strongly | 4- 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree | Disagree

Prices ending in “9” (e.g., P99, P199) are
more attractive than rounded prices.

(Mas nakakaakit ang mga presyong
nagtatapos sa numerong "9" kaysa sa buong
bilang ng presyo.)

Products with “9-ending” prices are eye-
catching.

(Nakakaagaw ng atensyon ang mga presyong
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nagtatapos sa numerong "9".)

I am more likely to be attracted to prices
ending with “9”.

(Malaking posibilidad na maaakit ako sa mga
presyong nagtatapos sa numerong "9".)

I prefer prices that end in “9” over whole-
number prices.

(Mas gusto ko ang mga presyong nagtatapos
sa numerong "9" kaysa sa buong bilang.)

2.2. Perceived Affordability

5 - Strongly 4 - 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree | Disagree

Products with “9-ending” prices seem more
affordable.

(Sa tingin ko, abot-kaya ang mga
produktong nag tatapos sa numerong "9".)

Prices ending in “9” make products seem
inexpensive.

(Nagmumukhang mura ang isang produkto
pag ang presyo ay nagtatapos sa numero
n 9 n .)

I feel that prices with “9” endings offer
better value.

(Sa tingin ko, ang mga presyong
nagtatapos sa numero "9" ay may mas
mataas ang halaga.)

I am more likely to patronize products with
“9-ending” prices because they feel within
my budget.
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(Malaking posibilidad na tatangkilikin ko
ang mga produktong nagtatapos sa numero
"9" dahil sa aking palagay ay pasok ito sa
aking badyet.)

2.3. Value for Money

5 - Strongly 4 - 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree Disagree

Good value can be found in products with "9-
ending" prices.

(Sulit ang mga produktong may presyong
nagtatapos sa numerong "9".)

Products with an ending price of "9" seem
worth the money.

(Masasabi kong sulit ang pera ko sa mga
produktong may presyong nagtatapos sa
numero "9".)

I feel like I'm getting a good deal when the
price ends with "9".

(Sa tingin ko, "good deal" o panalo ako kapag
ang binibili ko ay may presyong nagtatapos
sa numerong "9".)

Items with "9-ending" prices are worth what
they cost.

(Para sa akin, tama lang at makatarungan ang
presyo ng mga aytem na nagtatapos sa
numerong "9".)
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3.1. Purchase Intention

5 - Strongly 4 - 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree | Disagree

I plan to purchase items with "9-ending"
prices.

(Plano kong bumili ng mga aytem na may
presyong nagtatapos sa numerong "9".)

A product's "9-ending" pricing would make me
think about buying it

(Kapag nakakakita ako ng presyong nagtatapos
sa numerong "9", mas napapaisip akong bilhin
ang produkto.)

There is a high chance that [ would purchase
products with "9-ending" prices.

(Malaki ang tsansa na bibili pa ako ng isang
produkto kapag ang presyo nito ay nagtatapos
sa numerong "9".)

Products with a "9-ending" cost are acceptable
to me.

(Ang mga produktong may halagang
nagtatapos sa numerong "9" ay katanggap-
tanggap para sa akin.)

3.2. Impulse Buying

S - Strongly 4 - 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree | Disagree

Sometimes I buy products priced ending in “9”
(e.g., P49, P199) even if I did not plan to.

(Minsan bumibili ako ng mga produktong may
presyong nagtatapos sa numerong “9” kahit
hindi ko pinlano.)
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When I see prices ending in “9”, I feel a need
to buy.

(Tuwing nakakakita ako ng mga presyong ang
dulong numerong “9”, nararamdaman kong
kailangan ko itong bilhin.)

I usually impulsively buy products with “9-
ending” prices.

(Madalas pabigla-bigla ang pagbili ko sa mga
produktong ang presyo ay nagtatapos sa
numerong “9”)

I buy products with “9-ending” prices based on
how I feel at the moment.

(Bumibili ako ng mga produktong ang presyo
ay nagtatapos sa numerong “9” base sa
pakiramdam ko.)

3.3. Decision-Making Process

5 - Strongly 4 - 3- 2- 1 - Strongly
Agree Agree | Neutral | Disagree | Disagree

My final purchase decision may be influenced
by prices ending in “9.”

(Ang aking desisyon sa pagbili ng produkto ay
maaaring impluwensiya ng presyong may
numerong “9” sa dulo.)

When choosing between products, I depend on
price endings like “9.”

(Kapag pumipili ako sa mga produkto,
nakadepende ito sa huling numero ng presyo
tulad ng numerong “9”)

Prices ending in “9” make it easier for me to
decide to buy a product.
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(Ang mga presyong may dulong numerong “9”
ay nagpapadali sa pamimili ko.)

I consider price endings when comparing
products.

(Binibigyang-pansin ko ang huling numero ng
presyo kapag namimili ako sa mga produkto.)

Page 4956
www.rsisinternational.org



https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

