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The Indian e-commerce sector has shown tremendous growth in last 10 years because of the blistering pace of technology, the rise in smartphones and affordable internet access alongside the rise in digital payment systems. Online shopping has become a key component of the consumer lifestyles as it brings convenience, product variety, competitive prices and easy accessibility. India, as proven by the Indian Brand Equity Foundation (IBEF), is one of the fastest-growing e-commerce markets in the world, and this is backed by the increasing number of internet users as well as digital adoption both in urban and rural regions (IBEF, 2025). 
The existence of extremely price-sensitive consumers is one of the key features of the Indian market. Most consumers compare prices with other online stores when it comes to making a purchase. Due to this, e-commerce businesses are becoming more dependent on pricing methods like discounts, cashbacks, free delivery, promotional prices, and flash sales as the means of attracting and retaining clients. Pricing has emerged to be one of the most potent drivers of consumer buying behaviour in an ever-competitive digital marketplace.
Meesho is one of the e-commerce giants that have been successful as a social commerce platform, which mainly focuses on the middle-income and low-income consumer groups. Compared to Amazon and Flipkart which seem to pay much attention to premium and branded goods, Meesho is oriented at affordability and value shopping. The site offers low-priced products based on business models via resellers and social media marketing. The strategy has enabled Meesho to be popular mainly in Tier-2 and Tier-3 cities.
Pricing is a significant factor in consumer behaviour since consumers tend to link low prices with saving and affordability. The Utility Theory posits that consumers are going to get the maximum satisfaction at the lowest possible cost, so it is not surprising that low-cost prices will draw in large masses of Indian consumers (Monroe, 2003). Equally, Price Sensitivity Theory indicates that consumers are highly sensitive to price fluctuations, particularly in developing economies where people have limited disposable income.
The fast development of Meesho emphasizes how pricing plays a crucial role in consumer decision-making online. It is reported that Meesho boasts of more than 150 million monthly active users and Gross Merchandise Value (GMV) of over US6 billion (Moneycontrol, 2025). Thus, the current research will explore the effects of pricing strategies, including discount, affordability, offers, and delivery fees on consumer buying behaviour on Meesho within the Indian e-commerce industry.
[bookmark: _Toc231914765]2. Statement of the Problem
Pricing has emerged as one of the strongest forces that impact consumer purchasing behaviour in the Indian e-commerce industry. The price-sensitivity of Indian consumers has been found to be generally high by nature since buying behavior in this nation is usually determined by income, affordability, perceived value as well as promotions. With the competition between e-commerce platforms constantly growing despite certain obstacles, price-related tactics like discounts, cashbacks, free delivery, and low-price positioning allow companies to draw customers and enhance sales rates. 
Meesho has become very popular as it has concentrated at providing low prices, and value shopping. The platform has a clear focus on the middle-income and lower-income consumers who are active in price comparison and make buying decisions. Price Sensitivity Theory opines that consumers are very sensitive to price adjustment, and particularly in developing economies with low disposable income (Monroe, 2003). Likewise, research shows that online market purchases are highly affected by discounts and promotional pricing when it comes to impulse buying and repeat purchasing (TIJER Journal, 2024). 
Although Meesho has been growing fast with a growing market share, very little scholarly research on the effect of its pricing strategies on customer buying behaviour has been undertaken. Thus, this paper will examine how the pricing strategies and consumer purchasing decisions interact on Meesho in the Indian online shopping market.
[bookmark: _Toc231914766]3. Research Objectives
The goal of the research is to analyze the effectiveness of pricing strategies and the effect on consumer buying behaviour in Indian e-commerce market with a particular reference made to Meesho. Discounts, affordability, and promotional offers are also a part of the study that intends to examine how they affect satisfaction to customers and purchase determinations. Moreover, the study also aims to determine the effect of the low price and free delivery to stimulate impulse purchase and repeat purchasing behaviour among customers. The other objective is to determine how price sensitivity is related to consumer preference in online shopping sites like Meesho.
[bookmark: _Toc231914767]4. Research Questions
The study is based on the following research questions:
1. What effect do pricing strategies have on consumer buying behaviour on Meesho?
2. Are discounts and promotional offers effective in raising the customer satisfaction level and purchase intention?
3. Does the low pricing provoke impulse purchase and repeat purchase among the consumers?
[bookmark: _Toc231914768]5. Literature Review
[bookmark: _Toc231914769]5.1 Consumer Buying Behaviour
Consumer buying behaviour is a term that describes how consumers choose, buy and appraise products or services to fulfil their needs. Schiffman and Wisenblit (2019) observe that psychological, economic, social, and cultural factors are the ones that affect consumer behaviour. Price, convenience, and promotional offers have been found to significantly influence the decision to make a purchase in e-commerce markets. Indian consumers tend to be extremely price-sensitive due to the high proportion of consumers who are in the middle-income and low-income classes. 
As Solomon (2018) elaborated, customers compare prices prior to buying products online, particularly when there are cheaper options. This trend is very pronounced in India whereby consumers are on a hunt to find discounts and cheap products on internet sites. According to Zeithaml (1988), consumers make product evaluations based on the perceived benefits and the price paid. Consequently, low prices enhance customer satisfaction and perceptions. This idea is especially applicable to Meesho since the platform is primarily focused on price-sensitive customers, providing them with low-priced goods and discounts.
[bookmark: _Toc231914770]5.2 Pricing Strategies in E-commerce
Pricing strategy is defined to be the techniques that businesses employ to establish prices of their products to attract consumers and maximize sales. Kotler and Keller (2016) state that pricing is among the most significant aspects of marketing since it directly determines the consumer demand and profitability. Some of the strategies which are employed by e-commerce firms include discount pricing, penetration pricing, psychological pricing and free-delivery pricing. Meesho heavily employs penetration pricing whereby products are sold at low prices to appeal to consumers and gain market share. The products are also priced at ₹99, ₹199, and ₹299 which has given a perception of affordability to customers. Another strategy that is crucial in online shopping platforms is psychological pricing. Nagle, Hogan, and Zale (2022) described how price hikes like ₹199 rather than 200 would be psychologically less expensive to consumers. Meesho often applies this price strategy in influencing buying behaviour and enhancing customer attraction.
5.3 Consumer Surplus and Pricing Strategies
Consumer surplus can be defined because of the gap between the highest price that a consumer is ready to pay on a product and the real price that he or she pays (Mankiw, 2021). It is a significant microeconomics concept as it quantifies the utility consumers get out of a purchase. The consumer surplus in e-commerce markets is augmented when consumers gain access to products by discounts, promotional offers, cashback schemes or by using free delivery services. Greater consumer surplus results in a perception of value and affordability that can impact positively on purchasing decisions. Pricing strategies are very prominent in increasing the level of consumer surplus in the Indian e-commerce market where consumers are very price sensitive. The low-cost business model of Meesho allows consumers to get the products at a lower price, which helps them to get a higher perceived value, the level of customer satisfaction, and purchase intention.
[bookmark: _Toc231914771]5.4 Previous Studies and Research Gap
Earlier research suggests that discounts, promotional offers and perceived savings affect consumer buying behaviour in an e-commerce as well as strongly. TIJER Journal (2024) identified that the purchase intention and the use of discounts boost impulse buying, and Mahajan (2025) identified that middle-income consumer sensitivity to price changes is high and often include price comparison across online presence before engaging in purchase activities. According to the Theory of Planned Behaviour, attitudes and external factors, including price and social influence, affect the determination of consumer intentions (Ajzen, 1991). Though much literature has been conducted in the field of pricing strategies and consumer buying behaviour in e-commerce, little focus has been concentrated on Meesho and its business model of affordability. Current research revolves around Amazon and Flipkart, but social commerce sites are not well researched. Thus, this research paper fills this gap in research by investigating the impact of pricing as a strategy in influencing consumer purchasing behaviour in the Indian e-commerce platform Meesho.
[bookmark: _Toc231914772]6. Theoretical Framework
[bookmark: _Toc231914773]6.1 Price Sensitivity Theory
Price Sensitivity Theory describes consumers in terms of how they respond to price differences based on their income level purchasing power and how they perceive the value. Monroe (2003) argues that the sensitivity of consumers in developing economies to price is high since consumers largely depend on affordability in the buying of different products.
[bookmark: _Toc231914774]6.2 Utility Theory
The utility Theory implies that the consumers use their goals to maximize their satisfaction and minimise cost. Consumers like the products which have more values at lesser prices. According to Zeithaml (1988), the perceived value is developed when consumers have a perception that the amount that they have gained is more than what they have paid. This theory directly applies to Meesho because consumers on the platform often prioritize affordability over premium quality, seeking maximum value within limited budgets.
[bookmark: _Toc231914775]6.3 Stimulus-Response Theory
Stimulus-Response Theory describes the effect of external stimuli on consumer reactions and behaviour. Discounts, cashback, free shipping and promotions sales serve as stimuli in e-commerce and persuade consumers to buy the products. Studies have shown that attractive offers and time-limited discounts can increase consumers more inclined to make impulse purchases (TIJER Journal, 2024). Meesho frequently uses flash sales, discount notifications, and promotional banners as external stimuli to encourage quick purchasing decisions among consumers.
[bookmark: _Toc231914776]6.4 Maslow’s Need Theory
The Hierarchy of Needs outlines the different levels of needs that consumers fulfill when making purchases of goods and services, like basic needs, social needs, esteem needs. Low cost of fashion and lifestyle products such as those offered on Meesho enable consumers to meet social and esteem needs at a reduced cost.
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Figure 1: Relationship Between Pricing Strategies and Consumer Buying Behaviour on Meesho
[bookmark: _Toc231914777]6.5 Consumer Surplus Theory
The Consumer Surplus Theory relates to the surplus gained to consumers when they consume commodities at a lower price than the highest price, they are willing to pay. Mankiw (2021) states that a consumer surplus increases when the prices in the market are lowered and this results in customer satisfaction and intentions towards purchase. Regarding Meesho, the consumer surplus can be enhanced through the use of discounts, promotional activities, low prices, and free delivery which offer more perceived value to consumers. Through an increase in consumer surplus, the chances of consumers making a purchase and utilizing the platform increase. Thus, Consumer Surplus Theory upholds the association between price and consumer purchasing behaviour within the Indian online shopping market.
[bookmark: _Toc231914778]7. Research Methodology
Research methodology is a systematic procedure employed in the collection, analysis and interpretation of data concerning the research topic. To analyse how pricing strategies affect the consumer buying behaviour in the Indian e-commerce market and particularly in Meesho, the current study is based on the descriptive research design (Kotler and Keller, 2016). The research is founded mainly on the secondary data that was gathered in the form of books, research journals, articles, company reports, websites and research publications in the field of e-commerce, pricing strategies and consumer behaviour. To achieve authenticity and relevance of information, reliable sources like IBEF reports and Moneycontrol articles, Mahajan (2025) studies and scholarly journals have been utilized (IBEF, 2025). The study aims at learning the effects of pricing methods including discounts, promotions and affordability, and free delivery on purchase decisions, customer satisfaction, impulse purchases and repeat purchasing behaviour of Indian consumers.
[bookmark: _Toc231914779]8. Variables of the Study
The variables are significant aspects of research that enable in analyzing how different aspects relate. In the current research, the independent variables will be the factors associated with pricing whereas the dependent variable will be consumer buying behaviour. The independent variables include price, discounts, promotional offers, affordability, free delivery, and product pricing strategies used by Meesho. These are variables that affect buying behaviour, customer satisfaction, impulse purchase behaviour and repeat buying behaviour within consumers.
Table 1: Variables of the Study
	Type of Variable
	Variables

	Independent Variables
	Discounts, Price, Offers, Free Delivery, Psychological Pricing

	Dependent Variable
	Consumer Buying Behaviour

	Behavioural Outcomes
	Purchase Decision, Impulse Buying, Repeat Purchase, Customer Satisfaction



[bookmark: _Toc231914780]9. Scope and Significance of the Study
The current paper is dedicated to the examination of how the pricing strategies influence the consumer buying behaviour in the Indian e-commerce market with special reference to Meesho. This study is restricted to Indian consumers who shop through online shopping platforms, especially those who are of middle-income and lower income who are extremely sensitive to price and discounts. The importance of the study is in the clarity of the influence of the pricing methods on the consumer behaviour in the expanding Indian e-commerce society. The results can assist marketers, companies, and researchers to gain insight into the interplay between affordability, discounted deals and online shopping preferences. The research can also assist online shopping firms to enhance their pricing techniques to gain more customer satisfaction and competitiveness in the market.
[bookmark: _Toc231914781]10. Research Timeline
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Figure 2: Proposed 16-Week Gantt Chart for the Research Project
The research is expected to be completed within a period of 16 weeks. The timeline includes proposal refinement, literature review, framework development, data collection, data analysis, interpretation of findings, report writing, revision, proofreading, and final submission. The Gantt chart provides a structured schedule to ensure that all research activities are completed within the allocated timeframe.
[bookmark: _Toc231914782]11. Why Meesho?
Meesho has been chosen to be included in this study due to the fact that Meesho is one of the fastest emerging e-commerce and social commerce platforms in India, especially associated with its business model that has been based on affordability. In comparison with such marketplace as Amazon and Flipkart, which are considered premium, Meesho is oriented primarily on the middle and low-income audience, providing products at very competitive prices. As reported recently, Meesho boasts of more than 150 million monthly active users and has a high penetration across Tier-2 and Tier-3 cities (Moneycontrol, 2025).
Table 2: Meesho Market Overview
	Indicator
	Details

	Platform Type
	Social Commerce Platform

	Target Consumers
	Middle-Income and Lower-Income Groups

	Main Market
	Tier-2 and Tier-3 Cities

	Key Pricing Strategy
	Affordable Pricing and Discounts

	Monthly Active Users
	150+ Million

	Estimated GMV
	US$6 Billion+



[bookmark: _Toc231914783]12. Expected Findings
The research will demonstrate that pricing strategies have a major impact on consumer buying behaviour in the Indian e-commerce market. It is anticipated that the discounts, promotional offers, affordability and free delivery will positively influence customer satisfaction, impulse buying and repeat purchase behaviour. The study can also reveal that consumers with middle-income and lower-income tend to be more guided by price-based strategies during the process of making online purchases at Meesho. The research might also demonstrate that the pricing based on affordability establishes a better customer retention in the new market than the pricing approach that is based on premium products. The results can as well indicate that Tier-2 and Tier-3 cities price-sensitive consumers are more sensitive to promotional campaigns and discounts.
[bookmark: _Toc231914784]13. Conclusion
Indian e-commerce market has evolved to be highly competitive and pricing strategies have become a significant determinant that has a bearing on consumer buying behaviour. By providing consumers with products that are of low cost, discounts, and promotional deals, Meesho has managed to establish itself as a low cost online shop, specifically to the price-sensitive consumer segment. The study highlights that discount pricing, psychological pricing, and free delivery are powerful pricing strategies that determine the purchase intention, customer satisfaction, and repeat buying behaviour. Other theoretical concepts like Price Sensitivity Theory, Utility Theory and Stimulus-Response Theory also reinforce the interrelationship between pricing and consumer purchasing decisions. In sum, this paper concludes that affordability and value-based pricing have played a significant role in the booming growth and the escalating popularity of Meesho in the Indian e-commerce industry.
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