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Abstract 

The current society imposes an alert pace on companies that need to adapt to change, become more flexible 

and adopt new strategies to maintain market share. Digital marketing is a useful tool for promoting products, as 

customers can access a range of product information at any time and from anywhere. At the same time, another 

advantage on the part of companies is the lower promotion costs as compared to traditional promotional methods, as 

well as the establishment of a connection and a communication bridge with each client. The most important component 

in the process of purchasing a product is inevitably the price. It communicates a series of information about the 

product and the customer so that the price can be an important element of persuasion in relation to other marketing 

strategies. Most of the time, the smallest price is the most important factor in making a decision about buying a 

product, and digital marketing offers the posibility to compare prices. In this sense, digital marketing can provide both 

an advantage and a disadvantage for traders, as the small price may invalidate other marketing strategies or product 

features. In this sense, pricing is a challenge for marketing departments because the pricing strategy is deferring from 

the sterile formula of pricing which meant  covering costs and making profit. This paper aims to analyze the extent to 

which price is an important element in purchasing a product, as well as highlighting a variety of methods and 

techniques used in pricing. Quantitative research is based on a questionnaire applied to 100 respondents in order to 

identify the correct pricing strategy. Research results communicate an important message to merchants who have to 

adjust the price of each buyer individually, so that the buyer profile is particularly important in setting the price. 
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1.Introduction: 

The main purpose of each and every company implies the cost reduction and the profit 

maximization, so that the price determination turns into a priority when it comes to achieving the 

already mentioned purposes.  Therefore the marketing specialists are studying a series of 

possibilities in what the price is concerned, in order to come up with the best strategy. “Knowing 

customer needs, the organizations are able to develop long term relationships with profitable 

customers, which may provide benefits to both parties - revenue and profit for the organization and 

value for the customer” (Scriosteanu & Popescu 2010). 

 At the same time, digital products must be taken into account as online commerce has 

grown in recent years. In this sense, the price is perhaps the only component with the role of 

influencing the buyer if we think that he can only visualize the product via the technological 

devices without having any other type of contact with the product itself. 

Therefore we have anlysed the importance of the pricing strategy among 100 buyers who 

agreed to take part in our reseach and answer the questionnaire. After having applied the 

questionnaire, we have been able to determine the Romanian buyer’s profile, by comprising also 

his/ her aspirations and expectations. The questionnaire proves the existence of 7 dimensions 

gravitating round the price and including also the marketing stategies than can be implemented 

when referring to the product, which are: Price Skimming, Penetration Pricing, Premium Pricing, 

Pricing to create an image, Added bonus, Extra Services, One to one marketing. By combining 

26

mailto:magda.criveanu@yahoo.com


Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue 1/2018  

 
„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344  – 3685/ISSN-L 1844 - 7007 

 
 

these strategies there is a marketing matrix that could be generated, conveying a starting point 

when it comes to determining the prices, staring from the buyer’s perception.  

 

2.The research hypotheses 
The study will enlarge upon the validation/ invalidation of the following scientifical hypotheses: 
Hypothesis no 1: The Romanian buyers are extremely susceptible in what prices are concerned 

due to the socioeconomic conditions, thus the cheap products will always be preferred as opposed 

to the expensive ones.  

Hypothesis no 2: Romania’s culture displays a conservative attitude towards changes, so that the 

new products will always have to cope with the buyers’ reluctance.  

Hypothesis no 3: Changing the price will also bring controversies, a too low price will generate 

mistrust, a too high price will chase away the buyers, who will not increase their budget.  

Hypothesis no 4: The personalized marketing has gained momentum, the buyers being more and 

more receptive to the personalized offers of the retailers and to the communication established with 

the customers.  

  

3.The Matrix Marketing Dimensions 
 

The first dimension that has been analyzed by considering the subjects’ answers refers to 

Price Skimming. Therefore, 55% of the subjects have confirmed that they agree to pay a higher 

price for a new product, while 32% have said that it depends on the product, the rest coming with a 

negative answer. In this respect, it can be said that a buyer will always be drawn to innovation, 

because buying a product which has been recently put on the market is the mere expression of 

modernism. The clients are no longer reserved, the new products being an important point of 

interest. Such a strategy can be deceitful. The use of high prices will inevitably draw a series of 

competitors ready to promote the expensive products. At the same time, an ocasional buyer, who is 

trying a new product does not automatically turn into a constant buyer, who will regularly buy the 

product, thus the company’s incomes are fluctuating. It is clearly that after the buyers have grown 

accustomed to the product, the price can drop and thus be in accordance with the customer’s 

budget, becoming a product that is frequently bought.  But such a strategy can also be questionable, 

the buyers already categorizing the product as having a high price.  

 

Regarding the other strategy, Penetration Pricing, 48% of the subjects have confirmed that 

they will not buy a product belonging to an unknown company, although it has a low price. 32% 

have associated the low price with an arguable quality, whereas 20% would try such a product. In 

this respect, there can be noticed that the companies’ notoriety is an important element when it 

comes to the purchase decision, the low price often being perceived as the prerequisite of 

mediocrity. A low price will always arise mistrust and therefore reluctance among the buyers, the 

brand being avoided because of such reasons. Consequently, when referring to the two dimensions 

analyzed above, it can be asserted that the price should be slightly above the average, because the 

buyers are willing to spend money for the change, mainly rejecting the new and cheap products.  

 

The third dimension analyzed refers to Pricing to create an image and deals with the 

companies’ decision to operate an illegitimate price increase, regardless of the competitors. It can 

be noticed that the constant buyers can hardly be pushed away, 60% of them claiming that they will 

continue to buy the product, the price incease being actually a product improvement.  25% of them 
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regard such an increase as being illegitimate, but what should be taken into account is the fact that 

only 15% of them choose to change the provider. In this respect, we can assert that turning the 

customers into constant ones is extremely important, once a customer has bought the same product 

over a long period of time, changhing their perception regarding that particular product will prove 

to be difficult. Thus, the rule of learning and growing accustomed to something is efficient by 

changing the consumer’s behaviour decisively. Such a strategy can be successfully adopted by the 

great companies which own a rich customer portfolio, especially a dominantly stable portfolio. In 

such cases, the product is only reshaping its image by becoming a top product, whereas the buyers 

define their own image as being the consumers of such a luxury.  

 

The fourth dimension analyzed, Added Bonus, deals with the discounts offered by various 

retailers by combining the bonus products with the bought product. Although the general 

perception is that the sales promotion, the discounts or any other strategies of decreasing the prices 

will attract the buyers, and by analyzing the gathered data there can be noticed that although the 

consumers are drawn to such discounts, we cannot call this a mass phenomenon. Therefore, 43% of 

them will buy the product, 36% of them will not allow to be manipulated by such strategies, 

whereas 21% totally disagree with the method by claiming that the additional product is often 

useless or of low quality. Although the percentage of the people who would buy such promotional 

products is higher than the one of the people who would not buy it, the differences between the two 

categories are not significant. Consequently, the companies still have the possibility of getting rid 

of the large unsold supplies in the initial stage, and they can increase the sale of some products or 

could put on the market the newer products by combining them with products the public is already 

familiar with. At the same time, the company can give up the outdated products, which will 

eventually be removed quicklier from the market anyway, so they will not have to deal with a 

tedious commercial death, but to make the most of it even in the last stage, thus contributing to 

other products’s sale increase.   

 

The next dimension, Extra Services, deals also with a disguised discount by inlcuding in 

the sale price some post-sale services such as repairs, the service, the maintenance or the extended 

warranty. It can be noticed that the consumers do not show interest in these offers, because they are 

rather product oriented and not interested in some additional facilities. Therefore, 53% have given 

a negative answer, 28% have said that they do not need such facilities and the rest have come up 

with a positive answer. An important aspect has to do precisely with the fact that products 

nowadays have a short life, because they become very quickly outdated.  There are more and more 

innovations surfacing, and products often have to face a premature commercial death, consequently 

the warranty or maintenance services become useless. At the same time, after having analyzed the 

first dimension, Price skimming, that the majority of the buyers is drawn to the newer products and 

it will always be interested in seeing new offers and not in keeping the old ones. 

 

Last but not least, the last dimension to undergo an analysis is One to One Marketing and it 

refers to the personalized marketing. Therefore, one can notice that the strategies and the splitting 

criteria are increasingly subtle, so that the producers can get more and more familiar with the 

market and to come up with products that will better fit those areas. Consequently, every marketing 

strategy implies to split the market as precisely as possible into various subassemblies as 
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homogenous as possible. In this respect, the subjects decisively point out the significance of the 

personalized marketing, 67% of them claiming that they will remain loyal to the company that is in 

the process of building a personalized communication bridge which meets the customers’ needs 

with personalized offers by taking into account their preferences, the budget or the previously 

mentioned choices. Only 12%  are claiming that they do not agree with this strategy, while the rest 

of them regard it as a method of gaining a constant buyer, of manipulating the customer, but also 

an opposite one. Thus, the mass marketing is becoming less and less important than the 

personalized one, and the one-to-one strategy which is so often to see in the online environment is 

used at full capacity.  

  

4.The validation of the hypotheses of the scientifical research:  
 
Hypothesis no. 1: by analyzing the dimensions Price Skimming, Penetration Pricing, Pricing to 

create an image, Added Bonus, Extra Services, it becomes plain to see that hypothesis No. 1 

becomes invalid, because the buyers are rather interested in the product’s quality, the innovation, 

its image, but also the image pictured by the buyer when he associates it with a certain product 

playing a significant role in the decision-making when it comes to buying the product.   

Hypothesis no. 2: The second hypothesis refers to the customers being reluctant to the new 

products and it becomes invalid after having analyzed the questionnaires. Therefore, there is an 

emancipation of the Romanian society that has gone beyond the borders both territorially, as well 

as psychologically. The present-day society aims at becoming similar to the modern and developed 

societies, the new products being associated with stepping into the western civilization.  

Hypothesis no. 3: The third hypothesis becomes partially invalid, which leads to the low prices 

causing distrust, while the price increase stands for a confirmation of the product’s quality and thus 

for a validation of the customer’s decision to constantly buy a certain product.  

Hypothesis no. 4: Hypothesis no. 4 becomes valid when it comes to the dimension one-to-one 

marketing. Therefore the personalized marketing has become very significant in the past few years 

because the segmentation criteria are becoming more and more useful when it comes to identifying 

consumer groups as homogenous as possible. In this context, a significant role is played by the 

communication between the retailer and the customer, but also by the strategies of putting together 

an offer that will fit the tendencies, the client’s budget, style and personality.  

 

After having analyzed the 7 dimensions, we have developed a Matrix Marketing, i.e. a 

scheme, an analysis pattern, encompassing the criteria that are most relevant and specific when it 

comes to establishing the price.  
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                                        Figure No. 1 Matrix Marketing 

 

Therefore, it can be asserted that the strategy of getting the best could be regarded as being 

the appropriate one by the retailers when a new product comes on the market, because the high 

price that best fits the needs will not be rejected. At the same time, the companies that already have 

a lot of constant customers could proceed with the price increase, although this increase is not a 

consequence of a product improvement. Eventually, it is plain to see that the most significant 

strategy in the area of the digital marketing is the one-to-one marketing. Therefore, just like the 

offer, the price can undergo certain specific changes depending on that particular customer’s habit, 

on the amount of orders, on their price and frequency.  

 

5.Conclusions: 

 

The sales activity is a complex one, combining both seller-specific negotiation techniques and 

strategies specific to each company. Thus, the actual sale appears as a process of manipulating the 

buyer that is influenced by a number of factors. We notice that the price is a very important aspect, 

which can generate significant changes at the purchasing decision level. These strategies are related 

to the culture of the area in which the products are promoted. As Marcu and Meghisan (2013) 

stated: “We don’t have to omit also the specific of Romanian consumers, in a country in transition 

towards developed economies”.  

 Another important aspect is related to  the level of economic development. We observe that former 

communist countries have a tendency to change mentality and try to adapt to new trends, so that 

the goods and services market is making significant changes. 

 

Consequently, Romania can be regarded as a society in the process of emancipation, with the 

buyers having a modern way of thinking and being innovation oriented. In a study released in 2011 

by C. Barbu we may notice this emancipations also in terms of buying products which are released 
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by foreign producers: “the Romanian products display good results for quality and design and 

worst results for brand, quality/price ratio and innovation”. Consumerism seems to take over also 

the conservative societies, with a mentality deeply rooted in the communist era, an era where 

consumption was an enemy of development.  In this context, the companies should choose a 

different price strategy, to speculate the customers’ wish to get to test as many products as possible, 

but also how to disguise the product’s quality with a high price. Therefore, the method of getting 

the best, increasing the prices to grant the product a different, better image, but also the price 

customization for each and every customer by presenting the offers in a personalized manner could 

be parts of the price strategy for the companies.    
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