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ABSTRACT 
This study presents a systematic literature review examining how various pricing strategies 

influence online consumer purchasing behavior in the context of e-commerce. Drawing on 49 
empirical studies published between 2015 and 2025, the research identifies key pricing mechanisms 
such as discounting, reference pricing, price anchoring, and value-increasing promotions. Using the 
PRISMA framework, articles were selected through a rigorous process involving inclusion/exclusion 
criteria and quality assessments. Thematic synthesis revealed that psychological triggers—such as 
fear of missing out (FOMO), price perception, and trust—significantly shape purchase decisions, 
particularly under dynamic pricing conditions. Additionally, bibliometric analysis using VOSviewer 
uncovered four main thematic clusters: price promotions, consumer psychology, technological 
integration, and value signaling. The results underscore the growing relevance of personalized, AI-
driven pricing models that adapt to contextual and behavioral data in real time. This review provides 
a comprehensive map of the current research landscape, highlights methodological trends, and 
proposes future research directions that bridge behavioral economics, digital marketing, and data-
driven pricing strategies. 
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1. INTRODUCTION  
In a digital age marked by the exponential growth of e-commerce, pricing strategy has 

emerged as one of the most important instruments influencing consumers' online purchasing 
behavior. The transformation of the modern commerce landscape has not only changed the way 
consumers access products and services, but also introduced new complexities in decision-making 
mechanisms, which are heavily influenced by how prices are communicated, displayed and 
manipulated. In this context, pricing strategies are no longer static or linear, but dynamic and adaptive 
to individual preferences, market pressures, and real-time interactions between consumers and digital 
platforms (Arma, 2022; Mardhiyah, 2022; Tan, 2022; Winata, 2022). 

Various pricing approaches-from discounting, reference pricing, conditional promotions, to 
using price as a quality signal-have a significant psychological impact on consumer decisions. For 
example, discounts accompanied by an element of fear of missing out (FOMO) have been shown to 
increase impulse purchases, but can also lead to post-transaction cognitive dissonance, as shown by 
Amini (2025). In this study, a consumer education strategy on managing impulse purchase risk is 
one of the suggested approaches to minimize the psychological side effects of price promotions.  

At the same time, consumer behavior in the final stages of the purchase process-especially 
after the product has been placed in the shopping cart-can change drastically in response to price 
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changes during the transaction session. Esmeli and Gokce (2025) point out that price fluctuations, 
product category shifts, and geographical factors are important contextual variables that should be 
considered in predictive models of consumer behavior (Putri, 2022; Rolando et al., 2022; Setiawan, 
2022; Wijaya, 2022). By utilizing explainable AI techniques, researchers can develop more 
personalized recommendation and offer systems, and reduce shopping cart abandonment rates.  

Furthermore, pricing strategies such as price anchoring and “value increasing” schemes have 
shown extensive influence on perceived value and quality. Gao and House (2025) suggest that price 
is often interpreted by consumers as a quality signal, where high prices are associated with better 
product quality(Mulyono, 2024; Rolando & Mulyono, 2025a, 2025b). On the other hand, value-
increasing-based promotions - such as bundled purchases or threshold discounts - have the potential 
to increase transaction volume, but also carry the risk of speculative behavior from consumers, such 
as returning additional products after the promotional conditions are met (Song et al., 2025).  

Taking these complexities into account, it becomes clear that pricing in e-commerce is not 
simply a process of determining a nominal figure, but a multidimensional business strategy involving 
psychological, technological, and behavioral considerations. Recent studies have shown that 
combining predictive models with price optimization algorithms allows companies to adjust offers 
in real-time by considering various contextual variables and consumer preferences (Ke et al., 2025; 
Qi et al., 2025). In addition, the visual appearance and placement of price information on product 
pages have also been shown to have a significant effect on purchase intention, as evidenced through 
eye-tracking methods by Li et al. (2025) (Ingriana et al., 2024; Rolando, 2024; Rolando & Ingriana, 
2024). 

However, while there are many individual studies that address the influence of pricing 
strategies on online purchase behavior, there is no systematic review that thoroughly integrates these 
findings into a coherent conceptual framework. This creates a gap in the literature, especially in terms 
of identifying common patterns, methodological consistency, and future research directions. In 
addition, the approaches used in previous studies are still diverse, in terms of research design, 
variables used, and methods of analysis(Maha et al., 2025; Mulyono et al., 2025; Rahardja et al., 
2025). Therefore, there is a need for a systematic literature review that can synthesize these studies, 
assess the quality of available evidence, and offer new insights into how pricing strategies can be 
optimized to drive conversions and customer satisfaction in a digital environment. 

This study addresses that need with the main objective of conducting a systematic review of 
the scientific literature that addresses the relationship between pricing strategies and online 
purchasing behavior. Specifically, this study aims to: (1) identify the different types of pricing 
strategies used in the e-commerce context, (2) analyze the psychological and behavioral impact of 
these strategies on online consumers, (3) evaluate the effectiveness of analytical approaches and 
technologies such as machine learning in optimizing pricing strategies, and (4) uncover gaps in the 
literature and offer an agenda for future research(Rolando, Widjaja, et al., 2025; Wigayha et al., 
2025c, 2025b). 

In order to achieve these objectives, this study formulates several key research questions: 
What are the most frequently used pricing strategies in e-commerce, and how does each strategy 
affect online purchase behavior? What psychological factors moderate or mediate the relationship 
between price and consumer purchase decisions? To what extent do technologies such as predictive 
algorithms and contextual analysis play a role in supporting effective pricing strategies? And, what 
kind of pricing strategy can optimize customer satisfaction without compromising long-term 
profitability? This study addresses these needs with the primary objective of conducting a systematic 
review of the scholarly literature addressing the relationship between pricing strategy and o nline 
purchase behavior(Rolando, Chandra, et al., 2025; Wigayha et al., 2025a). Specifically, this study 
aims to: (1) identify the different types of pricing strategies used in the e-commerce context, (2) 
analyze the psychological and behavioral impact of these strategies on online consumers, (3) evaluate 
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the effectiveness of analytical approaches and technologies such as machine learning in optimizing 
pricing strategies, and (4) uncover gaps in the literature and offer an agenda for future research.  

The scope of this review is limited to empirical studies published in academic journals and 
conference proceedings between 2015 and 2025, which address pricing strategies in the context of 
e-commerce and online consumer behavior. The review includes quantitative, qualitative and mixed 
approaches, with a focus on results relevant to the psychological, technological and strategic aspects 
of pricing. This review does not include studies that only address pricing in the context of offline 
retail, the B2B sector, or highly niche business environments that cannot be generalized to e-
commerce platforms at large. 

Methodologically, this study applied the PRISMA (Preferred Reporting Items for Systematic 
Reviews and Meta-Analyses) framework to ensure the process of article identification, selection, and 
evaluation was transparent, systematic, and replicable. Data were collected from major academic 
databases such as Scopus, Web of Science, and Google Scholar using relevant keywords, including 
“pricing strategy”, “online purchasing behavior”, “e-commerce”, “price promotion”, and “consumer 
psychology”. Selected articles were then analyzed using thematic synthesis and narrative mapping 
approaches to identify key themes and patterns of interrelationships between variables.  

The main contribution of this research is to provide a comprehensive mapping of the pricing 
strategy landscape in e-commerce, while presenting empirical evidence that supports strategic 
decision-making by industry players. By bringing together various approaches and findings from 
previous studies, this study is expected to enrich the theoretical understanding of the mechanism of 
price influence on consumer behavior, as well as strengthen the empirical foundation for the 
development of adaptive and data-driven pricing strategies. In addition, the results of this study can 
also be an important reference for policy designers, recommendation system developers, as well as 
researchers in the fields of digital marketing, behavioral economics, and consumer data 
analysis.Methodologically, this study applied the PRISMA (Preferred Reporting Items for 
Systematic Reviews and Meta-Analyses) framework to ensure the process of identifying, selecting, 
and evaluating articles was transparent, systematic, and replicable. Data were collected from major 
academic databases such as Scopus, Web of Science, and Google Scholar using relevant keywords, 
including “pricing strategy”, “online purchasing behavior”, “e-commerce”, “price promotion”, and 
“consumer psychology”. Selected articles were then analyzed using thematic synthesis and narrative 
mapping approaches to identify key themes and patterns of interrelationships between variables.  

The structure of this paper is organized to support a comprehensive understanding of the 
topic under study. Following this introductory section, the second section describes the systematic 
methodology used to identify and select relevant studies, including inclusion and exclusion criteria, 
and data synthesis techniques. The third section presents the main findings of the literature review, 
organized around central themes such as promotional pricing strategy, perceived quality, and the 
interaction of psychological variables. The fourth section discusses the theoretical and practical 
implications of the findings, and provides recommendations for business practice and future research 
directions. The paper then concludes with a conclusion that summarizes the main contributions of 
the study as well as suggestions for pricing policy implementation in the evolving context of e-
commerce (Widjaja, 2025). 
  

2. RESEARCH METHOD 

2.1 RESEARCH DESIGN  
 This study used a systematic and exploratory-qualitative approach, with the integration of 
quantitative methods to strengthen the analysis of available empirical evidence. The research design 
was designed to follow PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) guidelines, so that the entire process of identifying, selecting, and synthesizing the 
literature was transparent, structured, and replicable. The unit of analysis in this study is scientific 
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articles that focus on pricing strategies and consumer purchasing behavior in the context of e -
commerce. The selected studies cover a range of methodological approaches, whether quantitative, 
qualitative, or mixed methods, to provide a comprehensive understanding of the phenomena studied. 
The quality assessment of the articles was based on clarity of methodology, relevance of findings to 
the research objectives, internal and external validity, and conceptual contribution to the 
development of theory and practice in digital marketing. With this design, the research is expected 
to identify patterns, themes, and gaps in the literature related to the dynamics of pricing strategies 
and online consumer behavior. 

2.2 RESEARCH STRATEGY AND DATA SOURCES  
The literature search strategy was conducted systematically using a combination of academic 

database-based searches and snowballing techniques to expand the scope of sources. The main 
databases used include Scopus, Web of Science, ScienceDirect, IEEE Xplore, SpringerLink, and 
Google Scholar for supplementary sources. The keywords used in the search were developed based 
on a combination of key concepts, including “pricing strategy”, “e-commerce”, “online purchasing 
behavior”, “price promotion”, “consumer decision-making”, and “psychological pricing”. The 
search focused on articles published in the period from 2015 to 2025, with English and Indonesian 
language restrictions. Studies included in the analysis were peer-reviewed journal articles, academic 
conference proceedings, and dissertations or theses available in full access. Inclusion criteria 
included studies that examined pricing strategies in the context of B2C digital transactions, as well 
as those that explored psychological, behavioral, and technological factors in online consumer 
decision-making. Meanwhile, articles that focused solely on offline commerce, very specific B2B 
studies, or documents without full-text availability were excluded. The article selection process was 
conducted in four stages: identification, initial screening, eligibility assessment, and final inclusion, 
all of which were documented through PRISMA flowcharts to maintain transparency and 
accountability of the review process. 

This study adopts a systematic literature review (SLR) approach, following PRISMA 
(Preferred Reporting Items for Systematic Reviews and Meta-Analyses) guidelines to ensure 
transparency, reproducibility and methodological rigor. The aim was to synthesize empirical 
evidence on pricing strategies and their influence on online purchase behavior by identifying, 
evaluating and integrating findings from peer-reviewed academic literature. In addition, a 
bibliometric analysis using VOSviewer was conducted to identif y research trends, co-occurrence 
networks, and thematic clusters within this field. 

2.3 Inclusion and Exclusion Criteria 

The inclusion and exclusion criteria in this study were established to ensure that only 
relevant, high-quality literature aligned with the research objectives was analyzed. Only peer-
reviewed journal articles were included to ensure the validity and credib ility of the data, while 
sources such as conference abstracts, grey literature, and blogs were excluded. The accepted 
languages were English and Indonesian to facilitate comprehension and maintain relevance in both 
local and international contexts; studies published in other languages were not considered. The 
publication time frame was limited to the period from 2015 to 2025 to ensure the inclusion of up-to-
date data that reflects recent developments in online pricing strategies. In terms of topic, only studies 
focusing on online pricing strategies and their effects on consumer behavior were included, whereas 
research related to offline pricing or business-to-business (B2B) contexts was excluded. 
Additionally, only empirical studies employing quantitative, qualitative, or mixed-method 
approaches were selected, while purely theoretical or conceptual papers were excluded due to the 
lack of directly analyzable data. 

Table 1. Inclusion and Exclusion Criteria 

Criteria Inclusion Exclusion 
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Publication 
Type 

Peer-reviewed articles 
Conference abstracts, grey 

literature, blogs 
Language English or Indonesian Other languages 

Time Range 2015–2025 Before 2015 

Topic 
Online pricing strategy and consumer 

behavior 
Offline or B2B-only pricing 

studies 

Data Type 
Empirical (quantitative, qualitative, or 

mixed-methods) 
Theoretical or conceptual-only 

papers 
 As a complement to the thematic analysis, bibliometric mapping was conducted using 

VOSviewer software. A co-occurrence analysis of keywords extracted from article titles and 
abstracts helped identify the intellectual structure and key research clusters within the field of pricing 
strategies and online purchasing behavior. The resulting visualization revealed several prominent 
clusters of focus, including: promotional strategies such as discounts, bundling, and price anchoring; 
psychological pricing effects such as fear of missing out (FOMO), reference pricing, and value 
perception; and technological integration involving the use of machine learning, personalized 
pricing, and session-based pricing. These clusters reflect the main dimensions emphasized in recent 
literature concerning the dynamics of pricing strategies in the e-commerce context. 

Table 2. Key Themes and Representative Keywords 
Cluster Key Themes Representative Keywords 

1 Price Promotions & Discounts discount, threshold, bundle, time pressure 

2 
Consumer Psychology & 

Perception 
FOMO, cognitive dissonance, reference pricing 

3 Technological Integration real-time pricing, personalization, AI, algorithm 

4 Value & Quality Signaling 
price-quality inference, premium pricing, 

anchoring 

 
 
 
 
 
 
 



Volume 1 Issue 2 (2024) 

 
PRICING STRATEGIES AND THEIR EFFECTS ON ONLINE PURCHASING BEHAVIOR: A SYSTEMATIC 

LITERATURE REVIEW 

Rolando, 2024 

6 
International Journal of Economics and Business Studies| IJEBS 

https://journal.dinamikapublika.id/index.php/IJEBS    

 

2.4 Study and Selection Process 

 

 
 

 
Figure 1. Prisma Slr “Innovative”, “Retail”, And “Retail” 

The literature selection process in this study followed the PRISMA 2020 (Preferred 
Reporting Items for Systematic Reviews and Meta-Analyses) guidelines, as visualized in the 
included flowchart. The diagram depicts four main stages in the article selection process: 
identification, screening, eligibility assessment and inclusion. At the identification stage, a total of 

Identification of studies via databases and registers  
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5,329 articles were found through the Scopus database. Of these, 3,278 articles were removed before 
the screening stage due to technical reasons, such as duplication or incomplete metadata.  

The next stage was screening, where 2,051 articles were selected based on title and abstract. 
At this stage, 1,329 articles were eliminated because they did not meet the basic criteria. A total of 
722 articles were then attempted to be accessed in full text, but 573 of them could not be accessed, 
possibly due to access limitations or not being available online.  

After the full-text search process, 143 articles were retrieved and further assessed at the 
eligibility assessment stage. In this process, 94 articles were excluded for the main reason of topic 
incompatibility with the research focus. Only articles that addressed pricing strategies and online 
purchase behavior explicitly and with empirical data were retained for further analysis.  

Finally, 49 articles were included in this systematic review. Of these, 48 were primary study 
reports that formed the basis of thematic synthesis and bibliometric analysis using VOSviewer. This 
rigorous selection process ensured that the studies analyzed in this review met the standards of 
scientific quality and relevance to the research objectives. The next stage was screening, where 2,051 
articles were selected based on title and abstract. At this stage, 1,329 articles were eliminated as they 
did not meet the basic criteria. A total of 722 articles were then attempted to be accessed in full text, 
but 573 of them could not be accessed, possibly due to access limitations or not being available 
online. 

After the full-text search process, 143 articles were retrieved and further assessed at the 
eligibility assessment stage. In this process, 94 articles were excluded for the main reason of topic 
incompatibility with the research focus. Only articles that addressed pricing strategies and online 
purchase behavior explicitly and with empirical data were retained for further analysis.  

2.5 Quality Assessment protocol  

To ensure the methodological quality and reliability of the studies included in this systematic 
review, a quality assessment protocol was applied. This protocol was adapted from established 
appraisal tools such as the Critical Appraisal Skills Programme (CASP) and the Mixed Methods 
Appraisal Tool (MMAT). Each study was evaluated using five key criteria: (1) clarity of research 
objectives, (2) methodological rigor, (3) quality of data collection and analysis, (4) relevance of 
findings to the topic of online pricing strategies and consumer behavior, and (5) transparency in 
reporting, including acknowledgment of limitations. For each criterion, studies were scored using a 
three-point scale: “Yes” (2 points) if the criterion was fully met, “Partial” (1 point) if  it was somewhat 
met, and “No” (0 points) if it was not met. The maximum possible score was 10, and studies scoring 
7 or higher were considered to meet the minimum threshold for inclusion in the thematic synthesis 
and bibliometric analysis. This quality assessment process ensured that only methodologically sound 
and thematically relevant studies were used in drawing conclusions for this review.  

2.6 Data Extraction and Management  
Data extraction was carried out systematically using a standardized data extraction form 

developed prior to the review process. This form was designed to capture essential information from 
each included study, such as author(s), year of publication, country of study, research objectives, 
methodological approach (quantitative, qualitative, or mixed-method), sample characteristics, types 
of online pricing strategies examined, key findings, and implications for consumer behavior. Two 
reviewers independently extracted data to minimize bias and ensure accuracy. Any discrepancies 
between reviewers were resolved through discussion and consensus. The extracted data were 
managed using Microsoft Excel, which facilitated the organization, categorization, and comparison 
of study characteristics and findings. Data were coded both deductively, based on the predefined 
themes aligned with the research questions, and inductively, to allow for the emergence of new 
patterns and concepts. This structured approach enabled efficient tracking of data throughout the 
synthesis and ensured that all relevant variables were consistently recorded for thematic analysis and 
bibliometric mapping. 



Volume 1 Issue 2 (2024) 

 
PRICING STRATEGIES AND THEIR EFFECTS ON ONLINE PURCHASING BEHAVIOR: A SYSTEMATIC 

LITERATURE REVIEW 

Rolando, 2024 

8 
International Journal of Economics and Business Studies| IJEBS 

https://journal.dinamikapublika.id/index.php/IJEBS    

 

2.7 Thematic Synthesis 

Thematic synthesis was conducted to identify, analyze, and interpret recurring patterns and 
themes across the selected studies. The process involved coding the findings of each article and 
grouping them into thematic categories related to pricing strategies and consumer behavior in online 
environments. Key themes that emerged from this analysis included the psychological impact of 
price framing (e.g., discounts, charm pricing), the role of dynamic pricing in influencing purchasing 
urgency, the effect of personalized pricing on perceived fairness, and the moderating role of 
consumer trust and website quality. This synthesis allowed for a deeper understanding of how 
different pricing strategies affect consumer decision-making, emotions, and purchasing intentions in 
digital commerce contexts. 

2.8 Bibliometric Analysis 

To complement the thematic findings, a bibliometric analysis was carried out using 
VOSviewer software. This analysis aimed to map the intellectual structure and research trends in the 
field by examining citation patterns, co-authorship networks, and keyword co-occurrence. The 
results revealed a growing interest in online pricing strategies, particularly in the last five years, with 
clusters of research focused on dynamic pricing, consumer behavior, and e -commerce 
personalization. The most frequently cited authors and journals were also identified, indicating the 
key contributors and influential publications in the field. The visualization provided by VOSviewer 
offered insights into how different subtopics are interlinked and highlighted potential gaps for future 
research. 

2.9 Ethical Considerations 
As this study was a systematic literature review and did not involve direct interaction with 

human participants, ethical approval was not required. However, the review was conducted with 
strict adherence to academic integrity principles. All included studies were properly cited, and only 
peer-reviewed, publicly accessible literature was used to ensure transparency and accountability. In 
cases where full-text access was unavailable, no attempts were made to retrieve restricted content 
through unofficial means, respecting copyright and publisher policies. This approach ensured that 
the review process upheld ethical standards in scholarly research.  
 

3. RESULTS AND DISCUSSION 
The results of this study show that pricing strategies play an important role in influencing 

consumer purchase behavior in the e-commerce realm. In particular, the application of price 
promotions containing discount elements is shown to increase impulse buying tendencies, especially 
when consumers are not under time pressure. This finding is consistent with the research of Ercan et 
al. (2025) who indicated that the psychological effect of inflated reference prices decreases in 
effectiveness when consumers face time pressure, which in turn increases anxiety levels and 
decreases the attractiveness of discount promotions. Thus, psychological states such as anxiety may 
serve as moderator variables that influence consumers' responses to pricing strategies.  

Furthermore, the application of explainable artificial intelligence (XAI) techniques in Esmeli 
and Gokce's (2025) study showed that the dynamics of consumer behavior during a shopping session-
such as price fluctuations, product category changes, and geographical factors contributed 
significantly to purchase decisions after adding products to the cart. Through analysis of two datasets 
and eight machine learning models, the algorithm used in the study was able to achieve an F1 score 
of 89%, indicating a high predictive ability in understanding consumer behavior patterns 
contextually. These findings support the importance of integrating session-level data in real-time 
quote prediction and personalization strategies. 

In addition to behavioral aspects during the purchasing session, research by Song et al. 
(2025) highlights another dimension of promotional strategies, namely the effectiveness of value-
increasing promotions through mathematical modeling and simulations of  speculative consumer 
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behavior. The findings indicate that while promotions with purchase threshold incentives can 
increase transaction value, there is a significant risk when consumers add products merely to meet 
the discount requirements and subsequently return them after the purchase. This behavior not only 
diminishes the effectiveness of the promotion but also poses a potential financial loss for retailers. 
Therefore, optimal pricing strategies must take into account the risks of product returns triggered by 
speculative consumer behavior. 

From a psychological perspective, price also functions as a signal of quality. Gao and House 
(2025) explain that higher prices are often associated with better product quality in consumers’ 
perceptions. Thus, pricing not only plays a role in triggering impulsive purchases but also in shaping 
perceptions of product value and quality. The implications of these findings suggest that pricing 
strategies must strike a balance between the economic function of stimulating transactions and the 
symbolic function of signaling quality. 

Overall, these findings underscore the importance of a holistic approach to pricing strategies 
in e-commerce, encompassing psychological, contextual, and technological considerations. The 
integration of machine learning algorithms and explainable AI (XAI) techniques enables companies 
to monitor consumer behavioral variables in real time and to develop more adaptive predictive 
models. Consequently, pricing strategies can be dynamically adjusted to enhance the accuracy of 
offer personalization and to create an optimal shopping experience. The practical implications of this 
research include the necessity for continuous monitoring of consumer behavior, the application of 
predictive technologies in pricing processes, and the development of marketing messages that  
balance purchase incentives with perceptions of product value. Future research is encouraged to 
further explore the interactions between psychological, contextual, and technological variables in 
refining competitive and relevant pricing strategies for the continually evolving digital era. 

 
 

Figure 2. Network Visualization 48 Articles 
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The image above presents the visualization of a keyword co-occurrence network generated 
using VOSviewer software, based on a collection of scientific literature addressing pricing strategies 
and online purchasing behavior. This visualization illustrates the thematic relationships between 
keywords that frequently appear together in relevant articles, which are then automatically grouped 
into several clusters based on the strength of their connections.  

There are four main clusters, distinguished by color: red, green, blue, and yellow. The red 
cluster dominates the area around keywords such as purchase, decision, pricing, context, and survey, 
indicating that many studies emphasize contextual and behavioral factors in purchasing decisions 
and the influence of pricing. The green cluster focuses on terms such as purchase intention, theory, 
influence, and subjective norm, reflecting a theoretical approach to purchase intention, including the 
application of behavioral theories such as the Theory of Planned Behavior (TPB). 

The blue cluster includes keywords like technique, valuable insight, and importance, 
suggesting the use of analytical methods and technical approaches in examining consumer behavior. 
Meanwhile, the yellow cluster is relatively smaller, comprising terms such as participant and retailer, 
highlighting the role of actors or subjects in the studies. 

The size of the circles at each node indicates the frequency of keyword occurrences, where 
terms like decision, purchase intention, and theory have the largest sizes, signifying their central role 
in the analyzed literature. Additionally, the lines connecting the nodes represent the strength of the 
relationships between keywords, with the density and number of lines indicating stronger 
connections. 

Overall, this visualization reveals that research on pricing strategies in e-commerce is closely 
intertwined with theoretical, psychological, contextual, and methodological aspects, all of which are 
interconnected in explaining consumer purchasing behavior in the digital domain. 

 

Figure 3. Density Visualization 
The image above presents a density visualization of the keyword co-occurrence analysis 

generated using VOSviewer software. This visualization illustrates the level of popularity or 
frequency of specific keywords appearing within the analyzed body of literature, in the context of 
studies on pricing strategies and online purchasing behavior.  
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The colors in the image represent the intensity of keyword appearances with bright yellow 
indicating the highest density, meaning the keyword appears very frequently, while green to blue 
shades indicate lower density levels. Keywords such as decision, purchase, purchase intention, and 
theory are shown in the brightest colors, suggesting that they are dominant themes within the 
analyzed literature. In contrast, keywords such as type, importance, and user appear in darker colors, 
indicating lower frequencies of occurrence. 

This visualization is valuable for understanding the primary focus areas of previous research 
and highlights which keywords have been most frequently used as study topics or variables. For 
instance, the dominance of decision and purchase intention suggests  that decision-making and 
purchasing intent have been major areas of interest in the literature related to pricing strategies in e-
commerce. Thus, this density map assists researchers in identifying central topics as well as 
uncovering gaps or less-explored areas for future research development. 

 

4. CONCLUSION 
This study confirms that pricing strategies have a significant impact on online consumer 

purchasing behavior. Based on a review of 49 studies published between 2015 and 2025, various 
pricing methods—such as discounts, reference pricing, price anchoring, and value-adding 
promotions—have been shown to influence consumers’ decision-making processes. Psychological 
factors like fear of missing out (FOMO), price perception, and consumer trust also play a crucial 
role, especially in dynamic pricing situations. 

The use of technologies such as machine learning and artificial intelligence enables real-time 
price adjustments and personalized offers. This makes pricing strategies more effective and helps 
reduce cart abandonment. However, promotional strategies can also lead to negative effects, such as 
speculative buying behavior and product returns after purchases.  

Overall, effective pricing strategies should combine psychological insights, market 
conditions, and modern technologies. This integrated approach can boost sales, build consumer trust, 
and improve the overall shopping experience. Future research should focus on developing more 
advanced predictive pricing models and exploring ethical considerations related to personalized 
pricing in e-commerce. 
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