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ABSTRACT 
This study investigates how pricing methods affect the likelihood of purchase decisions made by Generation Z (Gen Z). Data from 

a sample of Gen Z buyers were gathered using a descriptive survey method in order to examine the different pricing indicators on 

their purchase behavior. The findings revealed that pricing strategies significantly play a role in the purchasing behavior of Gen Z 

consumers, and the mean scores of the different pricing categories indicate their importance in the decision-making process. The 

study identifies that value-based pricing is critical to Gen Z consumers, who place significant emphasis on the perceived value of 

products. Hence, aligning pricing with product value can increase the likelihood of purchase. The findings also indicate that 

regular discounts or promotional offers can trigger the behavioral tendency of motivating Gen Z consumers to make purchases. 

The results also suggest that pricing strategy has a substantial impact on consumer loyalty and brand-switching behaviors. 

Companies can use pricing as a tool to encourage brand loyalty and reduce the likelihood of customers switching to competitor 

products. Offering personalized pricing and loyalty rewards are some ways to strengthen brand-consumer relationships. Finally, 

the findings suggest that pricing strategies are crucial to the purchasing decisions of Gen Z consumers. Businesses must prioritize 

pricing as a vital component of their marketing strategy and tailor it to meet the needs and preferences of this demographic. The 

study contributes to the existing literature by providing insights into the role of pricing on Gen Z consumer behavior and providing 

recommendations for businesses seeking to target this demographic. 

KEYWORDS: Gen Z, purchasing decisions, pricing, descriptive survey method, value-based pricing, discount pricing, brand 

loyalty, brand switching, marketing strategy, competitive advantage. 

 

INTRODUCTION 
The younger generation, known as Generation Z or Gen Z, is an 

important market segment for businesses to consider(Thangavel 

et al., 2019). Born between 1997 and 2012, Gen Zs have grown 

up in a digital age and are known to be tech-savvy and socially 

conscious(Goldring & Azab, 2021). As this generation enters the 

workforce and gains purchasing power, businesses must 

understand consumer behavior and preferences to develop 

effective marketing strategies(Hanifawati et al., 2019). 

 

As the newest generation of consumers, Gen Zs are increasingly 

becoming an important market for businesses to target. With 

their significant buying power and unique characteristics, 

understanding their likelihood of purchase decisions is critical 

for companies to succeed in the market(Thangavel et al., 2019). 

Pricing strategies are one of the essential tools businesses can 

use to influence the purchase decisions of Gen Zs. 

 

One of the critical factors that influence consumer behavior is 

pricing(Abrate et al., 2019). Pricing strategy is an essential 

consideration for businesses as it affects consumers' perception 

of the value of a product or service. The right pricing strategy 

can make a product more attractive to Gen Zs, while the wrong 

pricing strategy can deter them from purchasing. Therefore, 

businesses must understand how Gen Zs make buying decisions 

based on pricing. 

 

Additionally, pricing is one of the most critical elements of the 

marketing mix, as it is a crucial factor influencing consumers' 

purchase decisions. In today's highly competitive business 

environment, companies need an effective pricing strategy that 

can help them attract and retain customers. The importance of 

pricing strategies is evident in the fact that businesses of all sizes 

and industries invest significant resources in developing and 

implementing effective pricing strategies(Ali & Anwar, 2021). 
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Gen Zs are known for their financial savviness and high 

expectations for value, making pricing strategies a critical factor 

in their purchase decisions. Understanding the effectiveness of 

different pricing strategies for this generation can provide 

valuable insights for businesses seeking to succeed in this 

market(Goldring & Azab, 2021; Munsch, 2021). Skimming 

pricing involves setting a high initial price for a new product, 

gradually decreasing over time companies typically employ this 

strategy for products that have increased innovation, perceived 

value, and exclusivity(Yuan et al., 2022). On the other hand, 

penetration pricing is a strategy that involves setting a low initial 

price for a new product to attract customers and gain market 

share(Sara Azad Fouad Arif, 2022). This pricing method is 

commonly used by businesses entering a new market or facing 

stiff competition. In contrast, discount pricing is a strategy that 

offers customers discounts on products to encourage purchases. 

Companies often use this method to clear inventory, attract 

customers during off-peak periods, or reward loyal 

customers(Armstrong & Chen, 2020; Q. Wang & Wang, 2005).  

 

Value-based pricing is another strategy that has become 

increasingly popular in recent years. This approach involves 

setting prices based on the customer's perceived value of the 

product rather than the cost of production. Value-based pricing 

considers the customers' willingness to pay, competition, and the 

benefits and features of the product. This strategy allows 

businesses to capture better the value they provide to customers 

and create a more decisive competitive advantage(Christen et 

al., 2022; Garrison et al., 2019; Gross et al., 2021). 

 

Understanding the impact of these pricing strategies on Gen Zs' 

purchase decisions is critical for businesses targeting this 

generation. The unique characteristics of Gen Zs, such as their 

focus on social responsibility, authenticity, and experiences, 

require companies to consider their pricing strategies carefully. 

By examining the effectiveness of these pricing strategies, 

businesses can make informed decisions on how to price their 

products to appeal to Gen Zs and maintain a competitive edge in 

the market(Adirinekso et al., 2020; Li et al., 2021; Waluya et al., 

2019). 

In this study, we focus on examining the impact of four pricing 

strategies - skimming pricing, penetration pricing, discount 

pricing, and value-based pricing - on the likelihood of purchase 

decisions of Gen Zs. 

 

METHODOLOGY  
This study examines how likely Gen Zers will focus their 

purchase decisions on pricing strategies. To ensure that the 

sample is representative of the population, the respondents for 

this study are from various colleges of varied geographical 

origins. The survey will ask participants about their buying 

propensity in response to different pricing methods. This study 

uses the descriptive method. The study collected pricing 

strategies and consumer behavior data by designing a structured 

questionnaire. The researcher administered the survey to a 

random sample of consumers who recently purchased products 

or services from various companies, ensuring it adequately 

represents the target population. 

 

The researchers organized the questionnaire into four categories, 

skimming pricing, penetration pricing, discount pricing, and 

value-based pricing, consisting of 20 Likert scale questions. 

Furthermore, we categorized 20 Likert scale questions into six 

consumer behavior categories: purchase behavior, brand loyalty, 

brand switching, willingness to pay, price sensitivity, and 

perceived value. 

 

RESULTS AND DISCUSSION 
Gen Z, the youngest generation of consumers, has been 

identified as a unique and diverse group with distinct 

preferences and attitudes toward products and services. With the 

rise of digital platforms and social media, businesses 

increasingly seek to understand how to reach and engage this 

demographic effectively. A critical aspect involves developing 

pricing strategies that resonate with Gen Z's buying behaviors 

and preferences. The results of the study are as follows:  

 

Table 1. Biological Sex 

Sex Frequency Percent 

Female 56 81.2 

Male 13 18.8 

Total 69 100.0 

 

The table shows that most participants (81.2%) were female, 

while a smaller proportion (18.8%) were male. This gender 

distribution may significantly impact the study findings, 

especially if there is a significant difference in purchase decision 

likelihood between males and females. This difference in 

likelihood would suggest that pricing strategies may need to be 

tailored to different consumer segments, considering gender-

specific preferences and behaviors(Friedmann & Lowengart, 

2019).  

 

The distribution of biological sex is a crucial factor in 

understanding consumer behavior, and this holds for the study 

on Gen Zs' Likelihood of Purchase Decisions based on pricing. 

The data presented in the table provides valuable insights into 

the gender composition of the study sample and has implications 

for interpreting the study results(González et al., 2021; Lin et al., 

2019) 

https://doi.org/10.36713/epra2013
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The table shows that a large proportion of the study sample 

(78.3%) had an income range of 1-10,000 Pesos, with a small 

percentage falling in the higher income brackets. This income 

distribution has significant implications for the study findings, 

especially if there is a substantial difference in the likelihood of 

purchase decisions between different income groups. This 

difference in income would suggest that pricing strategies may 

need to be tailored to different income segments, taking into 

account their specific spending patterns and purchase 

behaviors(Shahriar & Sajib, 2021).  

 

Table 3. Price Skimming 

Indicators Mean Category Description 

1. How likely are you to purchase a product when it is 

introduced at a higher price than similar products? 

  

2.536 Unlikely 

It is unlikely that the pricing strategies in the 

study will have an impact on my consumer 

behavior 

2. How likely are you to consider the quality of a product 

when it is introduced at a higher price point than similar 

products in the market? 

3.667 Likely 
The pricing strategies in the study will likely have 

an impact on my consumer behavior 

3. How likely are you to purchase a product that is 

marketed as a luxury item? 

2.42 Unlikely 

It is unlikely that the pricing strategies in the 

study will have an impact on my consumer 

behavior 

4. How often do you buy products when they are first 

introduced? 

2.797 Neutral 

I am neutral on whether the pricing strategies in 

the study will have an impact on my consumer 

behavior 

Average 2.855 Neutral 

I am neutral on whether the pricing strategies 

in the study will have an impact on my 

consumer behavior 

 

The table on price skimming provides critical insights into Gen 

Zs' Likelihood of purchase decisions based on pricing strategies. 

The data presented in the table has implications for businesses 

seeking to understand and cater to the purchasing preferences of 

Gen Z consumers. 

 

The table shows that, on average, Gen Zs are neutral on whether 

the pricing strategies in the study will impact their consumer 

behavior. However, when considering specific indicators, the 

table reveals that Gen Zs are more likely to assess the quality of 

a product when it is introduced at a higher price point than 

similar products in the market. This quality assessment suggests 

that businesses may be able to implement price-skimming 

strategies that leverage product quality to justify higher 

prices(Mappesona et al., 2020; Muliasari, 2020; Rosillo-Díaz et 

al., 2020). 

 

The table also shows that Gen Zs are unlikely to purchase a 

product marketed as a luxury item or introduced at a higher 

price than similar products. This characteristic suggests that 

businesses must be cautious when using these pricing strategies 

and carefully consider the specific product and market context. 

 

 

 

 

 

 

 

Table 2. Income 

Income Frequency Percent 

1-10,000 54 78.3 

10,001-20,000 9 13.0 

20,001-30,000 4 5.8 

30,001-40,000 1 1.4 

40,001-50,000 1 1.4 

Total 69 100.0 
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Table 4. Penetration Pricing 

Indicators Mean Category Description 

5. How likely are you to 

purchase a product when it is 

introduced at a lower price than 

similar products? 

3.87 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

6. How likely are you to 

consider the quality of a 

product when it is introduced at 

a lower price point than similar 

products in the market? 

3.928 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

7. How likely are you to 

purchase a product marketed as 

a budget item? 

4.014 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

8. How often do you buy 

products introduced at a lower 

price than similar products? 

3.754 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

Average 3.8915 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

 

The table on penetration pricing provides valuable insights into 

the Likelihood of Gen Zs making purchase decisions based on 

pricing strategies. The data presented in the table has 

implications for businesses seeking to understand and cater to the 

purchasing preferences of Gen Z consumers. 

 

The table reveals that, on average, Gen Zs are likely to be 

influenced by penetration pricing strategies when making 

purchase decisions (Ali & Anwar, 2021). This influence suggests 

businesses may leverage lower prices to increase sales and 

capture market share among Gen Z consumers(Yuan et al., 2022). 

 

The table also shows that Gen Zs are likely to consider the 

quality of a product when it is introduced at a lower price point 

than similar products in the market. This likelihood highlights the 

importance of product quality in driving purchasing decisions 

among this demographic, even when the price is a crucial 

factor(Sara Azad Fouad Arif, 2022). 

 

Furthermore, the table indicates that Gen Zs will likely purchase 

products marketed as budget items and buy products introduced 

at a lower price than similar products. This result suggests 

businesses can appeal to Gen Z consumers with budget-friendly 

pricing strategies that offer a good value proposition(Ali & 

Anwar, 2021). 

 

Table 5. Discount Pricing 

Indicators Mean Category Description 

9. How likely are you to purchase a 

product when it is offered at a 

discount? 

4.116 Likely 
The pricing strategies in the study will very likely have 

an impact on my consumer behavior 

10. How likely are you to purchase a 

product in bulk when offered at a 

discount? 

3.594 Likely 
The pricing strategies in the study will very likely have 

an impact on my consumer behavior 

11. How often do you wait for sales or 

discounts before purchasing a product? 
3.536 Likely 

The pricing strategies in the study will very likely have 

an impact on my consumer behavior 

12. How likely are you to purchase a 

product offered at a discount even if it 

is not something you typically buy? 

2.652 Neutral 
I am neutral on whether the pricing strategies in the study 

will have an impact on my consumer behavior 

Average 3.474 Likely 
The pricing strategies in the study will very likely 

have an impact on my consumer behavior 

 

The mean score for question 9, "How likely are you to purchase 

a product when it is offered at a discount?" was 4.116, indicating 

that the respondents were likely to buy a product when it is 

offered at a discount. This suggests that discount pricing is an 

https://doi.org/10.36713/epra2013
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effective strategy for influencing the purchasing decisions of 

Generation Z. The mean score for question 10, "How likely are 

you to purchase a product in bulk when offered at a discount?" 

was 3.594, indicating that the respondents were also likely to 

purchase products in bulk when offered at a discount. This 

implies that bulk discount pricing can be a successful strategy 

for encouraging consumers to buy more of a product. The mean 

score for question 11, "How often do you wait for sales or 

discounts before purchasing a product?" was 3.536, suggesting 

that the respondents were likely to wait for sales or discounts 

before making a purchase. This implies that Generation Z is 

price-sensitive and actively seeks out discounts when making 

purchasing decisions. The mean score for question 12, "How 

likely are you to purchase a product offered at a discount even if 

it is not something you typically buy?" was 2.652, indicating 

that the respondents were neutral on whether discount pricing 

would influence their purchasing behavior for products they 

wouldn't typically buy. This suggests that discount pricing may 

not be as effective for products that are not already of interest to 

the consumer. 

 

The average mean score of the four questions was 3.474, 

indicating that Generation Z is likely to be influenced by 

discount pricing strategies. The findings suggest that businesses 

targeting this demographic should consider offering discounts 

and sales to increase the likelihood of purchase(Armstrong & 

Chen, 2020; Sharma et al., 2019). 

 

Table 6. Value-Based Pricing 

Indicators Mean Category Description 

13. How likely are you to 

purchase a product if you 

believe it is worth the price? 

3.826 Likely 

The pricing strategies in the study will very 

likely have an impact on my consumer 

behavior 

14. How likely are you to 

purchase a product if you 

believe it is high quality? 

3.855 Likely 

The pricing strategies in the study will very 

likely have an impact on my consumer 

behavior 

15. How often do you consider 

the value of a product before 

making a purchase? 

4.058 Likely 

The pricing strategies in the study will very 

likely have an impact on my consumer 

behavior 

16. How likely are you to 

purchase a product marketed as 

a premium item? 

3.043 Neutral 

I am neutral on whether the pricing strategies 

in the study will have an impact on my 

consumer behavior 

Average 3.6955 Likely 

The pricing strategies in the study will 

very likely have an impact on my 

consumer behavior 

 

Table 6 presents the results of the survey questions related to 

value-based pricing. The table suggests that Gen Zs are likely to 

consider the value and quality of a product before making a 

purchase decision. The mean scores for questions 13, 14, and 15 

indicate that Gen Zs are likely to be influenced by value-based 

pricing strategies, as they are more likely to purchase if they 

believe that the product is worth the price and is of high 

quality(Christen et al., 2022; Garrison et al., 2019). 

 

The neutral score for question 16, suggests that value-based 

pricing may not have as much of an impact on this aspect of 

consumer behavior. However, the average score of 3.6955 

indicates that value-based pricing strategies will likely 

significantly affect Gen Zs' purchasing decisions. 

 

 

 

 

 

 

 

These findings imply that companies targeting Gen Zs must 

focus on value-based pricing strategies to influence purchasing 

decisions. Companies offering high-quality products at 

reasonable prices are likely to attract Gen Zs as customers 

successfully. Companies may also consider emphasizing the 

value and quality of their products in their marketing strategies 

to appeal to this demographic(Jianhua Wang et al., 2020). 
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Table 7. General Pricing Questions 

Indicators Mean Category Description 

17. How important is the price 

to you when making a 

purchase decision? 

4.464 Very Likely 

The pricing strategies in the study will very 

likely have an impact on my consumer 

behavior 

18. How likely are you to 

switch to a different brand if 

the price of your current brand 

increases significantly? 

3.58 Likely 
The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

19. How likely are you to 

recommend a product to 

others if you feel it is priced 

reasonably? 

3.797 Likely 
The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

20. How likely are you to 

purchase a product priced 

higher than your typical 

budget if you believe it is 

superior? 

3.116 Neutral I am neutral on whether the pricing 

strategies in the study will have an impact 

on my consumer behavior 

Average 3.73925 Likely 

The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

 

Table 7 presents general pricing questions aimed at 

understanding the overall attitude of Gen Z consumers towards 

pricing. The mean score of each question and the category and 

description provide insights into how important price is to Gen Z 

consumers. This result indicates the likelihood of switching 

brands due to price increases and their willingness to 

recommend and purchase relatively priced products or higher 

than their typical budget. 

 

The first question in Table 7 (Indicator 17) asks how important 

price is to Gen Z consumers when making a purchase decision. 

The mean score of 4.464 in the "Very Likely" category indicates 

that price is a crucial factor in the purchase decision-making 

process for Gen Z consumers. This result implies that pricing 

strategies will significantly impact their purchasing behavior, 

and companies should carefully consider their pricing strategy to 

target this demographic effectively. 

 

The second question (Indicator 18) asks about Gen Z consumers' 

likelihood to switch to a different brand if the price of their 

current brand increases significantly. The mean score of 3.58 in 

the "Likely" category suggests that price increases could result 

in brand switching for Gen Z consumers. These findings 

underscore the importance of a competitive pricing strategy to 

retain loyal customers(Sharma et al., 2019). 

 

The third question (Indicator 19) examines Gen Z consumers' 

likelihood to recommend a product to others if they feel it is 

priced reasonably. The mean score of 3.797 in the "Likely" 

category indicates that pricing fairness is a significant factor in 

their willingness to recommend products to others. These 

findings allow companies to use pricing to create brand 

ambassadors and attract new customers(Ferraris et al., 2020). 

 

Finally, the fourth question (Indicator 20) asks about Gen Z 

consumers' likelihood of purchasing a product that is priced 

higher than their typical budget if they believe it is superior. The 

mean score of 3.116 in the "Neutral" category suggests that Gen 

Z consumers are unsure about purchasing higher-priced 

products, even if they perceive them to be of superior quality. 

These findings highlight the importance of clear product 

differentiation and effective marketing to justify higher prices 

and convince consumers of their value. 

Overall, the average mean score of 3.73925 in the "Likely" 

category suggests that pricing strategies will likely impact Gen 

Z consumers' behavior. As such, companies should carefully 

consider their pricing strategy to target this demographic and 

remain competitive in the market effectively. 
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Table 8. Purchase Behavior 

Indicators Mean Category Description 

Buy products on impulse 2.855 Neutral I am neutral on whether the pricing 

strategies in the study will have an 

impact on my consumer behavior 

Conduct thorough research before 

making a purchase 
3.609 Likely 

The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

Buy products from my favorite 

brands, regardless of price. 
3.232 Neutral 

I am neutral on whether the pricing 

strategies in the study will have an 

impact on my consumer behavior 

Buy products in bulk to save money. 3.507 Likely 

The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

Pay a premium price for products of 

high quality. 
3.493 Likely 

The pricing strategies in the study will 

likely have an impact on my consumer 

behavior 

Average 3.3392 Neutral 

I am neutral on whether the pricing 

strategies in the study will have an 

impact on my consumer behavior 

 

Table 8 provides insights into Gen Z's purchase behavior and 

how pricing affects it. The results show that Gen Z consumers 

have a mixed approach to purchasing products. Some behaviors 

indicate a likely impact of pricing strategies on their behavior, 

while others express a neutral stance. The first indicator, "I 

frequently buy products on impulse," has a neutral mean score 

of 2.855. These findings suggest that pricing may not 

significantly impact impulse purchases (Tien NGUYEN & 

Trung NGUYEN, 2022). However, pricing strategies that 

promote affordability and value may still effectively attract 

impulse purchases. The second indicator, "I always conduct 

thorough research before making a purchase," has a mean score 

of 3.609, indicating that pricing strategies that offer value and 

affordability may influence the Likelihood of Gen Z consumers 

conducting research before purchasing(Kasmad, 2022). This 

finding means that pricing is essential for Gen Z consumers, 

who are likely to research extensively before buying. The third 

indicator, "I often buy products from my favorite brands, 

regardless of price," has a neutral mean score of 3.232. These 

findings indicate that brand loyalty is a factor in Gen Z's 

purchase decisions, and pricing may not be the sole 

consideration. However, it is still essential for brands to offer 

competitive pricing to retain brand loyalty. The fourth indicator, 

"I prefer buying products in bulk to save money," has a mean 

likelihood score of 3.507, indicating that pricing strategies that 

offer bulk discounts or other value-added incentives can 

influence Gen Z's purchase behavior. The fifth indicator, "I am 

willing to pay a premium price for high-quality products," has a 

mean likelihood score of 3.493. These findings indicate that Gen 

Z consumers value quality highly, and pricing strategies that 

emphasize quality may influence their purchase decisions(Chen 

et al., 2017). 

 

The average mean score of 3.3392 indicates a neutral stance 

toward pricing strategies among Gen Z consumers. This average 

suggests that while pricing is an important consideration, other 

factors such as brand loyalty, quality, and value also play a 

significant role in their purchase decisions. Thus, pricing 

strategies that offer a combination of value, quality, and 

affordability will likely be most effective in attracting Gen Z 

consumers (Tien NGUYEN & Trung NGUYEN, 2022). 
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Table 9. Brand Loyalty 

Indicators Mean Category Description 

Stick to my favorite brands, even if 

cheaper options are available. 
3.13 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Buy products from the same brand I 

have used before. 
3.638 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Strong emotional attachment to my 

favorite brands 
3.377 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Switch to a different brand despite a 

promotional offer. 
2.913 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Confident when I use products from 

my favorite brands. 
3.942 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Average 3.4 Likely 

The pricing strategies in the 

study will likely have an impact 

on my consumer behavior 

 

Table 9 explores Gen Zs' loyalty and attachment to their favorite 

brands. The table consists of five indicators with a mean score 

and corresponding category.  

 

The first indicator shows that the respondents are neutral 

regarding always sticking to their favorite brands, even if 

cheaper options are available. These findings imply that the 

pricing strategies may not significantly impact their behavior 

(Padillo et al., 2021). The second indicator indicates that 

respondents will likely buy products from the same brand they 

have used before. This finding suggests that the pricing 

strategies of a brand may play a crucial role in retaining loyal 

customers and attracting potential ones. The third indicator 

shows respondents have a neutral emotional attachment to their 

favorite brands. This finding could suggest that brands must 

work harder to create stronger emotional connections with their 

consumers to maintain brand loyalty. The fourth indicator 

reveals that the respondents are neutral about switching to a 

different brand despite a promotional offer. These findings could 

mean that brands must offer more than just promotions to attract 

potential customers. The fifth indicator indicates that 

respondents will likely feel confident using products from their 

favorite brands. This finding suggests that brands must maintain 

quality products to retain loyal customers (Nijssen et al., 2017). 

 

The average mean score of 3.4 indicates that the study's pricing 

strategies will likely impact Gen Zs' brand loyalty and purchase 

behavior. Brands may need to focus on creating emotional 

connections, maintaining product quality, and offering more than 

just promotions to retain their loyal customers and attract 

potential ones(Fauzi & Ali, 2021). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.36713/epra2013


                                                                                                                                                             ISSN (Online): 2455-3662 
               EPRA International Journal of Multidisciplinary Research (IJMR) - Peer Reviewed Journal 
                      Volume: 9| Issue: 3| March 2023|| Journal DOI: 10.36713/epra2013 || SJIF Impact Factor 2023: 8.224 || ISI Value: 1.188 

 
 

2023 EPRA IJMR    |    http://eprajournals.com/   |    Journal DOI URL: https://doi.org/10.36713/epra2013-------------------------------------------------------------------------237 

Table 10. Brand Switching 

Indicators Mean Category Description 

Try new brands when they offer a 

promotional discount. 
3.768 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Switch to different brands 

depending on availability and 

price. 

3.826 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Loyal to several brands but 

willing to try new ones 

occasionally. 

3.725 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Switch to new brands if I find 

their products better than my 

current brand. 

3.87 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Switch brands unless my current 

brand fails to meet my 

expectations. 

3.435 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Average 3.7248 Likely 

The pricing strategies in the 

study will likely have an impact 

on my consumer behavior 

 

The table presents the mean scores and descriptions of brand 

switching indicators among Gen Z consumers based on pricing 

strategies. The average score for all the items is 3.7248, 

implying that pricing strategies will likely impact Gen Z 

consumers' purchase decisions. 

 

The first indicator, "I am open to trying new brands when they 

offer a promotional discount," has a mean score of 3.768, 

indicating that Gen Z consumers will likely switch brands if 

offered promotional discounts. This finding implies that 

promotional pricing strategies, such as discounts and coupons, 

can attract Gen Z consumers to try new brands(Sharma et al., 

2019). The second indicator, "I switch to different brands 

depending on the availability and price," has a mean score of 

3.826, indicating that price is a crucial factor in Gen Z 

consumers' brand-switching behavior. This finding implies that 

pricing strategies such as dynamic pricing, price-matching, and 

bundle pricing can effectively attract Gen Z consumers to 

change brands. 

 

The third indicator, "I am loyal to a few brands but willing to try 

new ones occasionally," has a mean score of 3.725. this result 

indicates that Gen Z consumers are open to trying new brands 

but still have some loyalty to their preferred brands. This result 

implies that loyalty-based pricing strategies, such as loyalty 

programs, can effectively retain Gen Z consumers. The fourth 

indicator, "I switch to new brands if I find their products better 

than my current brand," has the highest mean score of 3.87, 

indicating that product quality is a critical factor in Gen Z 

consumers' brand-switching behavior. This result implies that 

quality-based pricing strategies, such as premium and value-

based pricing, can effectively attract Gen Z consumers. The fifth 

indicator, "I do not switch brands unless my current brand fails 

to meet my expectations," has the lowest mean score of 3.435, 

indicating that Gen Z consumers are relatively less loyal to their 

preferred brands. This result implies that pricing strategies such 

as penetration pricing and discounting can effectively attract 

Gen Z consumers to switch brands(Sara Azad Fouad Arif, 2022). 

 

The table suggests that pricing strategies influence Gen Z 

consumers' purchase decisions. To attract and retain Gen Z 

consumers, companies need to consider a range of pricing 

strategies that target different brand-switching indicators, such 

as promotional, loyalty, quality, and penetration pricing(Tien 

NGUYEN & Trung NGUYEN, 2022). 
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Table 11. Willingness to Pay 

Indicators Mean Category Description 

Buy cheaper products, even if 

they are of lower quality. 
2.826 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Pay a premium price for products 

with unique features. 
3.261 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Buy eco-friendly products even if 

they are more expensive. 
3.145 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Pay a premium price for products 

made from high-quality materials. 
3.449 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Pay more for products that are 

convenient to use. 
3.986 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Average 3.3334 Neutral 

I am neutral on whether the 

pricing strategies in the study 

will have an impact on my 

consumer behavior 

 

The table provides insights into the Likelihood of Gen Z to 

decide on a purchase decision based on pricing. Based on the 

indicators provided, Gen Z appears to be relatively price-

conscious, as they prefer buying cheaper products even if they 

are of lower quality. They are neutral on the willingness to pay a 

premium price for unique features and eco-friendly products. 

However, Gen Z is also willing to pay a premium price for high-

quality materials and convenient products, indicating that the 

lowest price does not solely drive them(González-Rodríguez et 

al., 2020). 

 

The mean score of 3.3334 suggests that, on average, Gen Z is 

neutral on whether the pricing strategies in the study will impact 

consumer behavior. This result could mean that Gen Z is open to 

considering various pricing strategies depending on the product, 

brand, and other factors. 

 

This table implies pricing is essential to Gen Z's purchasing 

decision-making process. Companies that target Gen Z should 

consider their price sensitivity when developing their marketing 

strategies. Offering affordable pricing options can effectively 

appeal to this generation, but balancing it with other factors such 

as quality, convenience, and environmental concerns is essential. 

Companies should also be aware that high-quality materials and 

convenience are factors for which Gen Z is willing to pay a 

premium, so it may be worth investing in these areas to attract 

this demographic. Understanding Gen Z's attitude toward 

pricing is crucial in designing effective marketing strategies that 

resonate with this group(González-Rodríguez et al., 2020; 

Huang, 2021; Kucher et al., 2019). 
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Table 12. Price Sensitivity 

Indicators Mean Category Description 

Compare prices before making a 

purchase. 
4.217 Very Likely 

The pricing strategies in the study 

will very likely have an impact on 

my consumer behavior 

Buy products only if they are on 

sale or available at a discount. 
3.435 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Pay a higher price for products 

with a good reputation. 
3.449 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Sensitive to prices when I buy 

products. 
2.638 Neutral 

I am neutral on whether the 

pricing strategies in the study will 

have an impact on my consumer 

behavior 

Tend to buy only products at a 

significant discount. 
3.681 Likely 

The pricing strategies in the study 

will likely have an impact on my 

consumer behavior 

Average 3.484 Likely 

The pricing strategies in the 

study will likely have an impact 

on my consumer behavior 

 

The table provides insights into the price sensitivity of Gen Z 

and their likelihood to make purchase decisions based on 

pricing. The indicators suggest that Gen Z is highly price-

sensitive, with a mean score of 3.484, indicating that pricing 

strategies will likely impact consumer behavior. 

 

Gen Z tends to compare prices before purchasing, indicating 

they are looking for the best deal possible. This behavior 

suggests that companies that target Gen Z should consider 

offering competitive pricing or discounts to appeal to this 

generation. Additionally, the fact that Gen Z tends to buy 

products only if they are on sale or available at a discount 

further highlights the importance of offering promotional pricing 

and deals(Wen et al., 2020). The table also suggests that Gen Z 

values reputation and is willing to pay a higher price for 

products with a good reputation. This result could mean 

companies with a strong brand reputation could charge a 

premium for their products and still attract Gen Z buyers 

(Mappesona et al., 2020; Thangavel et al., 2019). 

 

However, the fact that some Gen Z respondents were neutral on 

the price sensitivity indicators suggests that pricing is not the 

only factor in their purchasing decision-making process. Other 

factors, such as quality, convenience, and environmental 

concerns, may also play a role. 

 

This table implies that companies that target Gen Z must be 

aware of their price sensitivity and offer competitive pricing and 

promotional deals. Companies should also consider building a 

solid brand reputation to potentially charge a premium for their 

products. However, it is crucial to balance pricing with other 

factors that may influence Gen Z's purchasing decisions. 

Overall, understanding Gen Z's price sensitivity and purchasing 

behaviors is vital for companies that want to market to this 

demographic effectively(Jianming Wang et al., 2020). 

 

CONCLUSIONS 
Based on the mean scores of the various pricing indicators, it is 

evident that the pricing strategies studied are likely to have a 

considerable impact on the purchasing decisions of Generation Z 

consumers. The high mean score of the Value-Based Pricing 

category suggests that consumers in this demographic place 

significant emphasis on the perceived value of the products they 

purchase. Hence, companies should focus on aligning their 

pricing with the perceived value of their products to ensure that 

their pricing strategy resonates with Gen Z consumers. 

 

The high mean score of the Discount Pricing category also 

indicates that businesses that offer regular discounts or 

promotional offers may have a higher chance of influencing the 

purchasing behavior of Gen Z consumers. These findings 

support prior research indicating that discounts can trigger the 

behavioral tendency of loss aversion, which can motivate 

consumers to make purchases. 

Moreover, the high mean scores of the Brand Loyalty and Brand 

Switching indicators suggest that the pricing strategy can have 

an impact on consumer loyalty and brand switching behaviors. 

Companies can use pricing as a tool to encourage brand loyalty 

and reduce the likelihood of customers switching to competitor 

products. For instance, offering loyalty rewards and personalized 

pricing can help build customer loyalty and strengthen brand-

consumer relationships. 
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Finally, the study indicates that pricing strategies are likely to 

influence the purchasing decisions of Generation Z consumers. 

Therefore, companies must prioritize pricing as a vital 

component of their marketing strategy and tailor it to match the 

needs and preferences of this demographic. Businesses that 

adopt value-based pricing, offer regular discounts, and focus on 

building customer loyalty may stand to gain a competitive 

advantage in the Gen Z market. 

 

REFERENCES 
1. Abrate, G., Nicolau, J. L., & Viglia, G. (2019). The impact of 

dynamic price variability on revenue maximization. Tourism 

Management, 74, 224–233.  

https://doi.org/10.1016/J.TOURMAN.2019.03.013 

2. Adirinekso, G. P., Purba, J. T., Budiono, S., & Rajagukguk, W. 
(2020). The Role of Price and Service Convenience onJakarta’s 

Consumer Purchase Decisions in Top 5 Marketplace Mediated 

by Consumer’s Perceived Value. http://ieomsociety.org/ 

3. Ali, B. J., & Anwar, G. (2021). Marketing Strategy: Pricing 
strategies and its influence on consumer purchasing decision. 

International Journal of Rural Development, Environment and 

Health Research, 5(2), 26–39.  

https://doi.org/10.22161/IJREH.5.2.4 
4. Armstrong, M., & Chen, Y. (2020). DISCOUNT PRICING. 

Economic Inquiry, 58(4), 1614–1627. 

 https://doi.org/10.1111/ECIN.12774 

5. Chen, J., Liang, L., Yao, D.-Q., & Sun, S. (2017). Price and 
quality decisions in dual-channel supply chains. European 

Journal of Operational Research, 259(3), 935–948. 

https://doi.org/10.1016/J.EJOR.2016.11.016 

6. Christen, T., Hess, M., Grichnik, D., & Wincent, J. (2022). 
Value-based pricing in digital platforms: A machine learning 

approach to signaling beyond core product attributes in cross-

platform settings. Journal of Business Research, 152, 82–92. 

 https://doi.org/10.1016/J.JBUSRES.2022.07.042 
7. Fauzi, D. H. F., & Ali, H. (2021). DETERMINATION OF 

PURCHASE AND REPURCHASE DECISIONS: PRODUCT 

QUALITY AND PRICE ANALYSIS (CASE STUDY ON 

SAMSUNG SMARTPHONE CONSUMERS IN THE CITY OF 
JAKARTA). Dinasti International Journal of Digital Business 

Management, 2(5), 794–810. 

 https://doi.org/10.31933/DIJDBM.V2I5.965 

8. Ferraris, A., Vrontis, D., Belyaeva, Z., De Bernardi, P., & Ozek, 
H. (2020). Innovation within the food companies: how creative 

partnerships may conduct to better performances? British Food 

Journal, 123(1), 143–158. https://doi.org/10.1108/BFJ-07-

2019-0502 
9. Friedmann, E., & Lowengart, O. (2019). Gender segmentation 

to increase brand preference? The role of product involvement. 

Journal of Product and Brand Management, 28(3), 408–420. 

https://doi.org/10.1108/JPBM-06-2018-1917/FULL/XML 
10. Garrison, L. P., Jackson, T., Paul, D., & Kenston, M. (2019). 

Value-based pricing for emerging gene therapies: The economic 

case for a higher cost-effectiveness threshold. Journal of 

Managed Care and Specialty Pharmacy, 25(7), 793–799. 
https://doi.org/10.18553/JMCP.2019.18378/ASSET/IMAGES/S

MALL/FIG1.GIF 

11. Goldring, D., & Azab, C. (2021). New rules of social media 
shopping: Personality differences of U.S. Gen Z versus Gen X 

market mavens. Journal of Consumer Behaviour, 20(4), 884–

897. https://doi.org/10.1002/CB.1893 

12. González-Rodríguez, M. R., Díaz-Fernández, M. C., & Font, X. 

(2020). Factors influencing willingness of customers of 
environmentally friendly hotels to pay a price premium. 

International Journal of Contemporary Hospitality 

Management, 32(1), 60–80. https://doi.org/10.1108/IJCHM-02-

2019-0147/FULL/XML 
13. González, E. M., Meyer, J. H., & Paz Toldos, M. (2021). What 

women want? How contextual product displays influence 

women's online shopping behavior. Journal of Business 

Research, 123, 625–641.  
https://doi.org/10.1016/J.JBUSRES.2020.10.002 

14. Gross, H. P., Rottler, M., & Wallmeier, F. (2021). The influence 

of external reference price strategies in a nonprofit arts 

organization's "pay-what-you-want" setting. Journal of 
Philanthropy and Marketing, 26(1), e1681. 

https://doi.org/10.1002/NVSM.1681 

15. Hanifawati, T., Dewanti, V. W., & Saputri, G. D. (2019). THE 

ROLE OF SOCIAL MEDIA INFLUENCER ON BRAND 
SWITCHING OF MILLENNIAL AND GEN Z: A STUDY OF 

FOOD-BEVERAGE PRODUCTS. Jurnal Aplikasi Manajemen, 

17(4), 625–638.  

https://doi.org/10.21776/UB.JAM.2019.017.04.07 
16. Huang, T. L. (2021). Restorative experiences and online 

tourists' willingness to pay a price premium in an augmented 

reality environment. Journal of Retailing and Consumer 

Services, 58, 102256.  
https://doi.org/10.1016/J.JRETCONSER.2020.102256 

17. Kasmad, K. (2022). Analysis of Purchase Decision Estimates 

Based on Store Atmosphere and Affordable Prices. 

AKADEMIK: Jurnal Mahasiswa Ekonomi & Bisnis, 2(1), 27–
34. https://doi.org/10.37481/JMEB.V2I1.246 

18. Kucher, A., Hełdak, M., Kucher, L., & Raszka, B. (2019). 

Factors Forming the Consumers' Willingness to Pay a Price 

Premium for Ecological Goods in Ukraine. International 
Journal of Environmental Research and Public Health 2019, 

Vol. 16, Page 859, 16(5), 859. 

 https://doi.org/10.3390/IJERPH16050859 

19. Li, P., Rao, C., Goh, M., & Yang, Z. (2021). Pricing strategies 
and profit coordination under a double echelon green supply 

chain. Journal of Cleaner Production, 278, 123694. 

https://doi.org/10.1016/J.JCLEPRO.2020.123694 

20. Lin, X., Featherman, M., Brooks, S. L., & Hajli, N. (2019). 
Exploring Gender Differences in Online Consumer Purchase 

Decision Making: An Online Product Presentation Perspective. 

Information Systems Frontiers, 21(5), 1187–1201. 

https://doi.org/10.1007/S10796-018-9831-1/METRICS 
21. Mappesona, H., Ikhsani, K., & Ali, H. (2020). Customer 

Purchase Decision Model, Supply Chain Management and 

Customer Satisfaction: Product Quality and Promotion 

Analysis. International Journal of Supply Chain Management 
IJSCM, 9(1), 2051–3771. http://excelingtech.co.uk/ 

22. Muliasari, D. (2020). THE EFFECT OF PRODUCT PRICE 

AND PRODUCT QUALITY ON PURCHASING DECISIONS 

FOR SAMSUNG BRAND HANDPHONES AMONG STIE AAS 
SURAKARTA STUDENTS. International Journal of Economics, 

Business and Accounting Research (IJEBAR), 3(04). 

https://doi.org/10.29040/IJEBAR.V3I04.805 

23. Munsch, A. (2021). Millennial and generation Z digital 
marketing communication and advertising effectiveness: A 

qualitative exploration. 

 Https://Doi.Org/10.1080/21639159.2020.1808812, 31(1), 10–
29. https://doi.org/10.1080/21639159.2020.1808812 

https://doi.org/10.36713/epra2013


                                                                                                                                                             ISSN (Online): 2455-3662 
               EPRA International Journal of Multidisciplinary Research (IJMR) - Peer Reviewed Journal 
                      Volume: 9| Issue: 3| March 2023|| Journal DOI: 10.36713/epra2013 || SJIF Impact Factor 2023: 8.224 || ISI Value: 1.188 

 
 

2023 EPRA IJMR    |    http://eprajournals.com/   |    Journal DOI URL: https://doi.org/10.36713/epra2013-------------------------------------------------------------------------241 

24. Nijssen, E. J., Guenzi, P., & van der Borgh, M. (2017). Beyond 

the retention—acquisition trade-off: Capabilities of 
ambidextrous sales organizations. Industrial Marketing 

Management, 64, 1–13. 

 https://doi.org/10.1016/j.indmarman.2017.03.008 

25. Padillo, C., Go, N., Manreal, P., Samson, S., Galli, B., 
Yamagishi, K., Promentilla, M. A., & Ocampo, L. (2021). 

Modelling the priority attributes of customer loyalty in 

Philippine single-dish restaurants. Journal of Modelling in 

Management,ahead-of-print(ahead-of-print). 
https://doi.org/10.1108/JM2-09-2020-0243/FULL/XML 

26. Rosillo-Díaz, E., Blanco-Encomienda, F. J., & Crespo-

Almendros, E. (2020). A cross-cultural analysis of perceived 

product quality, perceived risk and purchase intention in e-
commerce platforms. Journal of Enterprise Information 

Management, 33(1), 139–160. https://doi.org/10.1108/JEIM-06-

2019-0150/FULL/XML 

27. Sara Azad Fouad Arif, P. D. S. S. (2022). Penetration Pricing 
Strategy and Customer Retention – An Analysis. Journal of 

Positive School Psychology , 7058–7072–7058–7072. 

https://www.journalppw.com/index.php/jpsp/article/view/8414 

28. Shahriar, N., & Sajib, H. (2021). International Journal of 
Research Publication and Reviews Factors Affecting Purchase 

Decision of Residential Apartment of Lower-Middle and Middle 

Income Group in Dhaka City. International Journal of Research 

Publication and Reviews, 2(10), 217–223. www.ijrpr.com 
29. Sharma, G., Bajpai, N., Kulshreshtha, K., Tripathi, V., & Dubey, 

P. (2019). Foresight for online shopping behavior: a study of 

attribution for "what next syndrome." Foresight, 21(2), 285–

317. https://doi.org/10.1108/FS-11-2017-0069 
30. Thangavel, P., Pathak, P., & Chandra, B. (2019). Consumer 

Decision-making Style of Gen Z: A Generational Cohort 

Analysis. Https://Doi.Org/10.1177/0972150919880128, 23(3), 

710–728. https://doi.org/10.1177/0972150919880128 
31. Tien NGUYEN, T., & Trung NGUYEN, T. (2022). Influences Of 

Factors On Online Impulse Buying Behavior Of Generation Z: 

Case At Shopee Ltd., In Vietnam. Journal of Positive School 

Psychology , 6(8), 10168–10179. 
 https://www.journalppw.com/index.php/jpsp/article/view/12608 

32. Waluya, A. I., Iqbal, M. A., & Indradewa, R. (2019). How 

product quality, brand image, and customer satisfaction affect 

the purchase decisions of Indonesian automotive customers. 
International Journal of Services, Economics and Management, 

10(2), 177–193. 

 https://doi.org/10.1504/IJSEM.2019.100944 

33. Wang, Jianhua, Tao, J., & Chu, M. (2020). Behind the label: 
Chinese consumers' trust in food certification and the effect of 

perceived quality on purchase intention. Food Control, 108, 

106825. https://doi.org/10.1016/J.FOODCONT.2019.106825 

34. Wang, Jianming, Pham, T. L., & Dang, V. T. (2020). 
Environmental Consciousness and Organic Food Purchase 

Intention: A Moderated Mediation Model of Perceived Food 

Quality and Price Sensitivity. International Journal of 

Environmental Research and Public Health 2020, Vol. 17, Page 
850, 17(3), 850. https://doi.org/10.3390/IJERPH17030850 

35. Wang, Q., & Wang, R. (2005). Quantity discount pricing 

policies for heterogeneous retailers with price Sensitive 

Demand. Naval Research Logistics, 52(7), 645–658. 
https://doi.org/10.1002/NAV.20103 

36. Wen, D., Xiao, T., & Dastani, M. (2020). Pricing and collection 

rate decisions in a closed-loop supply chain considering 
consumers' environmental responsibility. Journal of Cleaner 

Production, 262, 121272.  

https://doi.org/10.1016/J.JCLEPRO.2020.121272 
37. Yuan, N., Feng, H., Li, M., Feng, N., & Feng, N. (2022). 

Penetration or Skimming? Pricing Strategies for Software 

Platforms Considering Asymmetric Cross-Side Network Effects. 

Journal of the Association for Information Systems, 23(4), 966–
998.  

https://doi.org/10.17705/1jais.00748 

 

 
 

https://doi.org/10.36713/epra2013

