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[bookmark: _Toc96860799]Introduction
Price refers to the quantity of compensation or payment provided by one party to another for availing any product or service in a specific market scenario, at any given point of time. The primary agenda of this paper is to enumerate the various effects of the change in price of goods and services on the purchase decisions and behaviours of the consumer buying decisions. The paper will also divulge into the question as to whether the change in prices is the only contributing factor in the determination of consumer choices and decisions (Araya et al. 2019). Consumer behaviour refers to the study of the behavioural patterns of groups, individuals, or organisations and the associated and allied activities, pertaining to the purchase, use and disposal of various good and services. Consumer behaviour contains the various factors that determines or persuades the consumer behaviour viz. taste and preferences, buying decisions, consumer’s emotions, cultural, social and psychological factors. The six universal consumer behaviour influential metrices are commitment, reciprocity, authority, pack mentality, scarcity and liking (Alzoubi and Inairat 2020). Change in price refers to the deviation of the value of any goods or service in a given market, at a given point of time and condition. The paper additionally concludes the paper by enumerating consumer behaviour and price change, along with other related factors affecting the consumer behaviour and purchase decisions (Cecere, Corrocher and Guerzoni 2018).
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[bookmark: _Toc96860801]Price Change and the Impact on Consumer Behaviour
[image: ]The consumer behaviour and purchase decision patterns are largely governed by the price of the commodity and the value of the said goods and services. Price plays a major role in determining the value addition, the usefulness, the need, the market demand and supply and the consumer acceptance and consumption. Hence, for any consumer, the price of the goods and services determines the purchase decisions, governed by behavioural and need and availability aspect. For a smart and wise consumer, the price to value ratio is the key determination factor for any purchase decision. In particular, a smart consumer will always look for goods and services that provides the best and the most value at the given price point and analyse the worth of the deviation either below or above the original price for the good or service (Chen et al. 2020).







Figure 1: Relation between price and quantity demanded

The effect of price on consumer behaviour is determined by the relations between price and quantity demanded. Quantity demanded is the amount of a good a consumer is willing to buy at varying prices. From law of demand, it is known that quantity demanded and price is inversely related (Dadkhah and Vahidi 2018). It means, if price increases the quantity demanded decrease and if price falls then quantity demanded increase. The graphical illustration of the theory is given in Figure1 (Greenacre and Akbar 2019). It can be observed that rise in price from P1 to P2 lowered quantity demanded to Q2 and the fall in price from P1 to P3 leads to reduction of demanded quantity to Q3 in Figure 1.
The magnitude of the effect of price fluctuations largely depends on the elasticity of demand, like if the goods are necessary like food crops, and on the frequency of the price change. For example, the demand for wheat may or may not decrease with the increase in its price. This is because, if consumers are heavily relied on the consumption of wheat, then with increase in price, the demand may remain constant. However, if consumers have the opportunity and the luxury to shift to rice, then the demand for rice will increase with negative impact on the demand for wheat (Hörl, Becker and Axhausen 2021). Similarly, for goods and services, whose prices fluctuate and increase in very quick interval of time, the demand for such goods and services will gradually decrease and vice versa. So, it is clearly evident that the change in price of goods and services affect the consumption behaviour and purchase decisions of the consumers (Jhala, Natarajan and Pahwa 2018).
[bookmark: _Toc96860802]Factors Determining Consumer Behaviour and Choices other than Price
· [bookmark: _Toc96860803]Psychological Factors
The major psychological factors associated with purchase decision of consumers are –
1. Motivation: Motivation is a strong factor to influence the purchase decision of consumers for goods and services. A person can have many needs viz social, esteem, basic, security and self-actualization. The security and basic needs dominate the purchasing decision of consumers (Razak and Nayan 2020).
2. Perception: Via perception, consumer collects information and processes the data to analyse the need and viability of any purchase. This is an important determinant for influencing the consumer behaviour for any goods and services (Sassi et al. 2018).
3. Learning: A wise and learned consumer makes informed and sensible decisions based on facts, data and mindfulness. This significantly attributes the purchasing decision of consumers (Razak and Nayan 2020).
4. Beliefs and Attitude: The behaviour and beliefs of a consumer significantly impacts his purchase judgement. The behaviour to certain products and services and the beliefs with certain products and services strongly determine the demand for that product or service (Sassi et al. 2018).
· [bookmark: _Toc96860804]Social Factors
Being a social being, humans are highly sensitive and conscious to the environment they live in. This includes the place, time, people, surrounding and region and so on. An individual’s purchase decision and behaviour is heavily influenced by the background, surrounding and people he or she is associated with and comes from. Hence, they behaviour is influenced by the people around. These can be enumerated as below –
1. Family: Family background plays an important role in determining the consumer behaviour. Factors like income, beliefs, culture, preferences and so on, build the product and service choices of an individual and behaviour decision (Victor et al. 2018).
2. Roles and Status: The behaviour of an individual is heavily influenced by the roles and status he or she holds in the society. Based on that the taste and preference, emotions and choices and habits are built around. This heavily impacts the consumer behaviour (Wong and Wei 2018).
3. Reference Groups: A person is influenced by the people he or she associates with. Based on that, the purchase decisions and behavioural aspects changes (Zhang et al. 2018).
· [bookmark: _Toc96860805]Cultural Factors
The set of values and ideologies one hold is a key determinant in the kind and quantity of goods and services he or she will purchase and behave accordingly. The culture of the community determines the attributes of the behaviour and purchase decision (Cecere, Corrocher and Guerzoni 2018). The key factors are – 
1. Culture: These include the basic values, needs perception, demand, emotions, desires, behaviour, decisions and observations one contains.
2. Sub-culture: This refers to the diversity within cultural communities that form a unique consumer group. This includes people from different cultures, background, casts and so on, with different consumer behaviours and choices.
3. Social Class: The portion or segment of the society one belongs in also determines the behaviour and purchase decision of consumers.
· [bookmark: _Toc96860806]Personal Factors 
Factors like age, income, occupation, lifestyle vary from person to person and are intrinsic within ever human being. These factors heavily influence the consumption patterns and behaviour of an individual. For example, the buying choice of teenagers will differ from old adults. Similarly, a consumer with higher income will choose and demand products that are superior in quality and nature in contrast to someone with a lower income profile. Hence, the personal composition and attribution of consumers heavily influence the behaviour and purchase decisions (Hörl, Becker and Axhausen 2021).
· [bookmark: _Toc96860807]Economic Factors
In an economically strong and prosperous economy, the money income of the people is higher leading to higher demand and superior choices in products and services. On the other hand, with fall in income reduces the demand for a good therefore, the income of consumers has positive relationship with demand for a goods. Due to this reason a fall in income shifts the demand curve to the left and shifts the demand curve to the right when there is rise in amount of income as shown in Figure 2 (Jhala, Natarajan and Pahwa 2018). 
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Figure 2: Shift of demand curve

Secondly, there is another factor that affects the demand for a good. Taste and preference is one of the factors that act strongly for a consumer while deciding about purchasing a good. For example, if it is found by scientific research that consumption of wine is highly beneficial for keeping heart strong then there would be rise in preference for wine consumption and as a result demand for the product will rise. Consequently, there would be rightward shift of the demand curve as shown in Figure 2. Similarly, if scientific research proves that drinking soft drink is harmful for health there would fall in preference toward consumption of the related products lead to fall in demand. As a result, there would be leftward shift of demand cure as given in Figure 2.
	Thirdly, price of substitute and complement goods impact the buying behaviour of consumers. Substitute goods are the goods that are not consumer together. It means that a consumer would consume any one between two substitute goods. Example of substitute goods is tea and coffee. If price of tea increases, then consumers switch to coffee and thereby demand for coffee increased and vice versa. Similarly, if price of one of the goods fall then the opposite happens. Therefore, it can be said that rise in price of a substitute increases demand for the good and vice versa. Therefore, if price of subtitle rises then demand for the goods increased and causes demand curve to shift left and the opposite happens if price falls. The graphical illustration is given in Figure 2. Further, complement goods are the ones which are consumed together such as bread and butter. In this case if price of one product increases, then the demand for other product decreases and vice versa. Therefore, rise in price of complement product leads to leftward shift of demand curve whereas fall in price causes rightward shift. Hence, it can be said that consumer behaviour greatly depends on price of substitute and complementary goods.
	Finally, consumer behaviour depends on future expectations as well. Consumers are speculative in nature and that is why they assess future conditions before taking a decision. For example, if there is a natural calamity that destroyed production of coffee, then it is expected that in near future there will be shortage in coffee market and that is why the price of the product will rise in future. Considering this situation, the consumers would stock coffee and thereby increase demand for coffee presently leading to right shift of demand curve of the product.  On the other hand, if there is announcement of reduction of tax on TVs then consumers would postpone their purchase of TV for future until the tax reduction comes into effect. This would lower demand for TV is present time leading to left shift of demand curve as shown in Figure 2.








[bookmark: _Toc96860808]Conclusion
This paper concludes the essay by enumerating the various ways the change in price of goods and services affecting the behaviour of consumers and affecting their purchase decisions and choices. The change in price of commodities directly and indirectly impact the purchase decision of consumers and influence the market demand and supply of the goods and services. Price is an integral factor for determining the demand for any commodity in a given market. Price also determines the supply of goods and services in the market. Consumer purchase decisions are heavily influenced by the price of products, for example in case of regular goods like food grains, the increase in the price of the commodity reduces the demand for the commodity and vice versa, whereas in case of luxury goods, the increase in the price of goods increases the demand for the goods as well. In a similar way, there are other factors as well that influence the purchase decisions and consumer behaviour in respect to goods and services. The paper successfully enumerates the other factors integral to the decisions and choices of consumer behaviour like taste and preference of the consumer, change in the real income of the consumer and so on.
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