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Abstract. Pricing strategy is closely linked to brand building. With the development of
Internet technology, changes in customer consumption behavior, and the face of
uncertainties such as epidemics, many companies present actions to obtain maximized
markets simultaneously online and offline, and academic research on the relationship
between online and offline pricing strategy and brand loyalty is also deepening, but there
is a lack of a review and reflection of the research in the last ten years, so this study
adopts the literature research method to Google Scholar, ScienceDirect and China
Knowledge Network databases of literature related to pricing strategy and brand loyalty
published from 2013 to 2023, and found that there are few research results, mainly
focusing on exploring online and offline brand loyalty or online and offline pricing
strategies, with fewer studies combining the two, and the research methodology is limited
by the sample, and the generalizability of the research results is insufficient.
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1 Introduction

In the contemporary era of increasingly sophisticated Internet technology, it is difficult for
every business to conduct commercial activities without using the Internet. Especially as
young consumers increasingly prefer online shopping, the implementation of online and
offline pricing to ensure brand loyalty is an important aspect of a company's ability to succeed
in a changing and highly competitive marketplace. Especially in the era of Internet commerce,
many companies have quickly adapted pricing strategies that are different from offline, often
achieving good sales at the lowest prices (Michael R. Baye & John Morgan, 2004)['1. The rise
of the online marketplace and the rapid development of online retailing has brought a crisis to
physical retailing (Wang Guoshun & Hao Wangxi, 2018)!?» which has led to the problem of
price conflict between offline and online retailing channels, and how does this price difference
affect brand loyalty? This is a very valuable research. However, there is a lack of a review and
reflection of the last decade's research in this area in the academic world, and we need to sort
out the experience, direction, and shortcomings accumulated in the previous research;
therefore, the author synthesizes the relevant articles published on Google Scholar,
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ScienceDirect and China Knowledge Network database from 2013 to 2023 to find out the gaps
of the current research in this area and provide a clue for the subsequent research to provide
clues and help brand loyalty research to push forward in depth.

2 The impact of online and offline pricing strategy on brand loyalty

Mwangi, T. (2010) his study concluded that pricing strategy is the key to influencing users'
brand loyalty B, however, the author combed through and found that numerous scholars are
faced with both online and offline channels, and it is not clear what impact the pricing strategy
chosen online and offline has on brand loyalty. For pricing strategy, although Philip Kotler
and McCarthy et al. have already had a classic discussion, and Ali, B. J., & Anwar, G. (2021)
recent study also concluded that pricing strategy includes penetration pricing, skimming
pricing, premium pricing, psychological pricing, competitive pricing, and other kinds of
pricing . However, unlike the traditional classification of pricing strategies, based on the
development of online marketing, Li, B.K. (2017) argued that pricing strategies can be divided
into online differential pricing strategies and offline differential pricing strategies .. We
mainly synthesize the impact of pricing strategy on brand loyalty from two perspectives:
differentiated and undifferentiated.

2.1 The impact of online and offline undifferentiated pricing strategy on brand loyalty

First, the impact of online and offline undifferentiated penetration pricing on brand loyalty.
For penetration pricing, Pamudji, W. H., Daryanto, H., & Djohar, S. (2015) stood in the
perspective of sales maximization that penetration pricing strategy is to set the price of the
product relatively low at the initial stage of the product's introduction into the market as a way
of maximizing sales and market share [°I.Ali, B. J., & Anwar, G. ( 2021) stated that penetration
pricing has a significant positive impact on consumer purchase decision behavior at the 5%
level in terms of consumer purchase decision“!l. Zhang Yurong (2018) used cell phones as a
case study and found that the penetration pricing strategy used in the early stage of the launch
of cell phones has achieved significant results, which is conducive to obtaining market
advantages and market share, but behind the "cost-effective" seeds of hidden dangers are also
planted 1. This shows that the impact of penetration pricing on brand loyalty exists because
the number of times consumers repeatedly buy the same product constitutes a dimension of
brand loyalty. Second, the effect of online and offline undifferentiated finger-skimming
pricing on brand loyalty. For finger-skimming pricing, the online and offline channels simply
increase consumers' exposure to the brand and the product. In this regard, Lu, Qiang. (2006) in
analyzing the success or failure of the Apple iPod and Sony MP3, the failure of Sony MP3
skimming pricing reveals that the success of enterprises using skimming pricing is closely
related to brand loyalty 1. Spann, M., Fischer, M., & Tellis, G. J. (2015) also found that
market-based pricing dominates in practice, that the use of skimming pricing strategies is
significantly associated with brand reputation, and that established consumer brands are more
likely to take advantage of their reputations to adopt skimming pricing strategies 1. However,
in terms of the timing of specific applications, Du Peng (2014), in studying the optimal pricing
of new fashion products, found that the skimming pricing strategy outperforms the penetration
pricing strategy only when the firm's discount factor is sufficiently large and that consumers'
strategic purchasing behaviors diminish the firm's ability to adopt skimming pricing ['%l. This



reflects that consumer loyalty is limited, suggesting that skimming pricing strategy use is
closely related to brand loyalty, and the two are symbiotic in the marketplace. In addition,
Toptal, A., & Cetinkaya, S. (2015) explored the supplier's perspective on the use of skimming
pricing strategy to find the optimal order quantity and time to exit the market, arguing that
price skimming helps firms with innovative products to recoup their sunk costs in a short
period before competition intervenes, but it targets early adopters who are less sensitive to
high prices''. And Allazzazen, S. A. (2019) analyzed by theoretical literature review method
and concluded that the skimming pricing strategy is one of the most popular pricing strategies,
a high price can be maintained in the long run when the company is in product monopoly,
customer loyalty to the brand benefits the company, and high price and brand loyalty interact
with each other 2. As for new products, Li Xueju et al. (2020) argued that price skimming
applies to new products, and is a pricing strategy that sets high prices at the beginning of the
product to get a good reward [*l. Third, the effect of online and offline undifferentiated
psychological pricing on brand loyalty. As psychological pricing, when online and offline
prices are the same, different scholars have elaborated on the impact of price on brand loyalty
from the perspective of different research methods. Xu Zizhou (2019) took a case study, in
studying the pricing strategy of small household appliances Wuxi market of Company A,
argued that psychological pricing in which companies like to use the tail pricing method to
meet the psychological pursuit of consumers' aspirations for a happy and fulfilling life ['1. It
shows that there is a link between psychological pricing and consumer-perceived
brand.Lumowa, P. W., Pangemanan, S. S., & Rumokoy, F. S. (2018) took a quantitative study,
to analyze the factors that drive psychological pricing, it is believed that 19 factors drive
psychological pricing, and the initial factor that the greatest impact on psychological pricing is
the psychological factor, and the smallest value of influence of the initial factors is
environmental factors ['3]. It indicates that psychological factors are the main consideration for
psychological pricing.Kumar, S., & Pandey, M. (2017) took a qualitative study to explore the
impact of psychological pricing strategies on consumer buying behavior and found that
companies adopting psychological pricing strategies can increase their sales and profits in the
potential market and that psychological factors such as socio-demographic factors such as age,
gender, product availability, and consumer anchoring-inspired patterns affect consumer choice
[16], Ye, Maozhong (2013) argues from a marketing strategy perspective that price is often the
most caring and troubling aspect for companies and brands, and suggests that psychological
pricing adapted to products that are predominantly self-perceived is particularly effective 7,
This all suggests that there is a link between psychological pricing and branding. In addition,
Uzir, M. U. H. et al. (2021) analyzed satisfaction and brand loyalty in household appliances
and concluded that the lower the perceived value, the more dissatisfied customers are "8, It
can be seen that psychological pricing has a positive impact on brand loyalty.

2.2 The impact of online and offline differential pricing strategy on brand loyalty

The online and offline differential pricing strategy mainly explores the implementation of
differential pricing for the same product in two different channels, online and offline.
Regarding the research on online and offline differential pricing, it is an interesting but not
very rich research field. For differential pricing, Yang, S.G (2008) argues that differential
pricing refers to setting different prices for different customers for products with the same cost
or setting the same price for different customers for products with different costs!!’l.
According to the development of online and offline sales models, Liu Jin (2022) believes that



the online model of enterprises mainly through the opening of online stores to exhibit goods,
while the offline model is still operated in brick-and-mortar mode, and the service of physical
stores and other key elements determine the consumer's purchasing experience, which in turn
affects the consumer's loyalty to the brand Y. But how exactly does differential pricing
between online and offline affect brand loyalty? Cui Bo (2019) explored price consistency and
functional complementarity from the perspective of marketing strategy selection in the process
of online and offline sales integration in the retail industry and concluded that ensuring price
uniformity of online and offline products can enhance consumer loyalty to the brand 2. Li,
Feng, and Ying Wei (2014), by studying the pricing decision-making under the dual-channel
competition between online and offline, found that the impact of consumers makes their own
purchasing decisions mainly four main factors such as price, channel loyalty, utility preference,
and rationality, meanwhile, it is found that there is a relationship between consumer loyalty
and profit [?2- While the other viewpoint is the opposite. Joseph, J. K., & Thomas, B. (2018),
from the e-commerce perspective and using the Indian market as an example, argued that
demand and supply regulate price and differential pricing is the key to reaching the optimal
price to maximize profit without losing customers [>*- Based on the above viewpoints, we find
that there is a research consensus that pricing strategy will have an impact on brand loyalty,
but we also find that scholars are not rich in research on the impact of online and offline
differential pricing on brand loyalty.

3 Conclusion and Future Research Direction

In summary, brand loyalty is closely related to future benefits (David A. Aaker, 2019)* in
this regard, I found that in the past ten years, the scholars party's research theme from the past
offline pricing strategy on brand loyalty is mainly gradually shifted to the online pricing
strategy on brand loyalty research, and presents to the online and offline pricing strategy on
brand loyalty research change, the current research is mainly focused on exploring the
penetration of pricing, skimming pricing, psychological pricing, tail pricing, and other
different pricing strategies and mainly stands on the two strategies of penetration pricing and
skimming pricing adopted by new products, and its impact on brand loyalty is analyzed from
the fields of home appliances and cell phones. At the same time, the author also found that at
present, most of the existing research literature focuses on the impact of online and offline
pricing on brand loyalty party from a retail perspective, and there are very few studies on the
impact of online and offline pricing strategies on brand loyalty from the perspective of
corporate wholesaling. To summarize, the current research on the impact of online and offline
differential pricing strategies on brand loyalty, one is that there very few research results, the
results are mainly focused on exploring online and offline brand loyalty or online and offline
pricing strategy, and there are fewer studies combining the two; the second is that the research
methodology is limited by the sample, and the popularity of the research results is insufficient.

With the tremendous development of information technology, most brands moved to the
online environment (Branka Dropuli¢ et al., 2022), and the research results of many scholars
reflect that the digital era of marketing is being continuously strengthened [>*!. In terms of
future research, as Wang Guoshun and Hao Wangxi (2018) point out, the final purchase
behavior may not occur in brick-and-mortar stores that offer experiential services but may be
in online channels that offer low prices ?°l. These previous research results and shortcomings



give us a good foundation and possibility to carry out the impact of online and offline
differential pricing on brand loyalty in today's growing internet economy. Therefore, the
future trend of research may be to expand to the environmental protection-related industries
that are closely related to the fate of mankind, such as new energy vehicles, furniture, and
food-related fields, and focus on the promotion value of the research. Especially in the case of
Taobao, Amazon, and other influential e-commerce platforms, which act as intermediaries
controlling the main purchasing channel between producers and consumers, the study of their
intermediary role in the impact of online and offline pricing strategies of producers on their
brand loyalty is a worthwhile direction for our future research.
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