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[bookmark: _Toc237179609]Abstract
The Indian e-commerce market has witnessed a high growth in the recent years, leading to the rise of competition among online retail platforms. Pricing strategies have become a key determinant of consumer buying behaviour in this environment. This paper examines how pricing works on consumer purchase behaviour with a special reference to Meesho, one of the value-commerce platforms in India. The study looks at the impact of the affordability, discounts, promotion offers, free delivery and perceived value on consumer purchase intention, customer satisfaction and repurchase intention. 
A qualitative secondary-data case study design was used, supported by an interpretivist research philosophy and a deductive approach. Evidence was drawn from peer-reviewed academic studies, Meesho corporate information and credible industry reports on pricing, consumer behaviour and Indian e-commerce. The selected material was reviewed through thematic and comparative analysis to identify consistent patterns, differences and explanations relevant to the research questions.
The results suggest that the pricing approach of Meesho, based on the affordability criterion, has a strong impact on the consumer buying behaviour. Reduced price and value-based offerings improve the perceived value, purchase intention and lead to improved customer satisfaction and repurchase intention. The paper, also, points out the role of price sensitive consumers in the Tier-2 and Tier-3 cities in supporting the development of the value-commerce. In general, the study finds that prices are very important in determining consumer purchasing behaviour, as well as enhancing competitive advantage in the Indian e-commerce industry.
Keywords: Pricing Strategies, Consumer Buying Behaviour, Meesho, E-commerce, Value-Commerce, Customer Satisfaction.
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[bookmark: _Toc237179610]Chapter 1: Introduction
[bookmark: _Toc237179611]1.1 Background of the Study
The fast growth of digital technologies has changed the world retail market. The rise in the number of people using the internet, which currently stands at over 970 million, has enhanced the growth of digital commerce in India (Statista, 2025). In comparison to the conventional retail outlets, the e-commerce platforms offer more convenience, broader merchandise, transparent pricing, and customised shopping experiences. Digital commerce has therefore become a very competitive space with organisations needing to constantly innovate to generate customer value and maintain competitive advantage (Kotler et al., 2022). 
The country has developed to become one of the fastest-growing e-commerce markets globally due to the high rate of digitalisation, demographics, and governmental efforts to enhance financial inclusivity and digitalisation. The Indian Brand Equity Foundation (IBEF, 2025) projects the e-commerce market in India to have hit over US$210 billion in 2025 as the internet penetration, low cost of smartphones and use of UPI continues to increase. Statista (2025) approximates more than 270 million online customers in India, which is constantly growing due to the active proliferation of the internet in Tier-2 and Tier-3 cities.
Consumers in the Tier-2 and Tier-3 cities are becoming increasingly critical in the future development of Indian e-commerce, as affordability remains one of the most important factors influencing purchasing decisions. Despite being more digital laggards, the regions have been boosting their online shopping adoption due to the better internet connectivity, access to smart phones and digital payment options. This shift is also promoted by the COVID-19 pandemic that prompted consumers to use digital purchasing channels. As a result, the low-cost pricing strategy coupled with targeting price-sensitive consumers has provided value-commerce platforms like Meesho with a competitive edge.
With the online marketplace in India continuing to grow, online retail competition has moved off the operational efficiency axis to the value creation axis via pricing. Consequently, sustainable competitive advantage increasingly depends on becoming increasingly more reliant on how firms can impact upon the perceptions of value of consumers in both their delivery networks and product availability, rather than simply provide low prices. Kotler et al. (2022) state that strategic pricing is a matter of perceived quality, fairness and purchase intention, and therefore, it is proposed that pricing has a transition to a strategic marketing potential that determines the long-run customer relations and competitiveness of organisations. 
India is one of the most price-sensitive markets and pricing is a crucial factor. According to Bain & Company (2025), consumers in Tier-2 and Tier-3 cities will have a significant influence on the future development of the e-commerce industry in India, the purchase decision of which is mostly based on affordability. Consequently, online stores are shifting towards $1 off deals, psychological pricing, cashback deals, free shipping packages, and discounts to appeal to value-sensitive consumers. In as much as these strategies are effective in stimulating online purchases, it poses challenges in profitability and sustainable competitive advantage as it proves that pricing decisions should be a strategic approach as opposed to short-term sales promotion.
Research of consumer behaviour also confirms the strategic value of pricing in digital commerce. According to Schiffman and Wisenblit (2019), the purchase decision is affected by psychological, social, cultural, and economic factors, and price is one of the most direct factors of consumer choice. On the same note, Solomon (2020) infers that the consumers would also compare the perceived benefits and financial sacrifice to decide on the products, especially in online contexts where the price comparison is real time. In addition, Lemon and Verhoeff (2016) also note that customer experience goes beyond the quality of the product to pricing transparency and perceived value during the buying process. Thus, the importance of the role of pricing strategies with respect to consumer buying behaviour has taken a new dimension in organisations which are interested in sustainable growth in the fast-paced e-commerce market in India.
[bookmark: _Toc237179612]1.2 Consumer Buying Behaviour and Pricing Strategies
The term consumer buying behaviour can be defined as the way people consider options and make a purchase. This process has gotten even more complicated in the field of e-commerce, as consumers can better compare the products, prices, reviews, and promotional offers across several platforms in real-time. Therefore, the buying behaviour is determined by the product quality, perceived value, affordability and shopping experience. According to Schiffman and Wisenblit (2019), consumer behaviour is influenced by psychological, social, cultural, and economic factors, and the prices constitute one of the biggest predictors of online buying choices, especially in developing economies. 
The pricing strategies have now emerged to be a key competitive advantage in e-commerce companies. The strategies such as penetration pricing, psychological pricing, discounts, cashback and free delivery are designed to boost perceived value and purchase intentions. Pricing effectiveness, however, is related to the way consumers perceive value and not just the lowest price. Monroe (2015) believes that consumers compare the perceived benefits with financial sacrifice and Zeithaml et al. (2018) consider that value is created when the customers feel that the perceived benefits are greater than the monetary expenses paid. Consequently, pricing decisions should not be made with the sole objective of reducing prices but rather to strike a balance between pricing and quality as too much discounting will boost short-term sales and at the same time compromise the brand value and customer loyalty in the long run (Viglia et al., 2016).
Recent data show that prices continue to play a leading role in the Indian digital retail sector. According to a report by Deloitte (2024), over 80% of online consumers in India will shop and compare prices across various platforms before buying. Yet, the price comparison has also minimized customer switching costs, and firms can hardly maintain the consumers by simply offering discounts. Verhoff et al. (2015) suggest that the competitive pricing is coupled with the high-quality customer experience, convenience and trust that should be integrated in the sustainable customer loyalty. It implies that pricing is a part of a greater value proposition and not a promotion tool in and of itself.
[bookmark: _Toc237179613]1.3 Research Context: The Rise of Meesho in the Indian E-commerce Market
The e-commerce market of India has been in the past, controlled by Amazon and Flipkart, which compete by offering a wide range of products and logistics infrastructure. Nevertheless, the growing demand by consumers in Tier-2 and Tier-3 cities has opened up the possibility of business models that focus more on affordability rather than premium positioning. The change in the market has led to the introduction of value commerce with the pricing and accessibility as the most important factors in acquiring consumers. In this regard, Meesho has proved to be among the fastest-growing e-commerce in India, focusing on consumers with lower income who focus on value and not the prestige of the brand (Bain & Company, 2025). 
Meesho is based on a low-cost business model that helps to enable small sellers, unlike traditional marketplaces where it offers products at low costs in the categories of fashion, household goods, beauty, and lifestyle. A zero-commission marketplace approach of the platform helps sellers lower operating expenses, thereby enabling the product to be sold at relatively cheaper prices. According to Meesho (2025), The platform serves more than 180 million annual transacting users, 1.75 million sellers, and millions of orders per month, with most demand coming in the Tier-2 and Tier-3 cities. This growth can be interpreted to imply that the low prices are not the only reason why Meesho is doing well, but it also indicates that the company could match its affordability-centred business model with the buying behaviour of value-oriented consumers who are underestimated by more traditional e-commerce platforms.
Meesho is also experiencing rapid growth, which is also indicative of the wider changes in consumer buying behaviour. Instead of simply concentrating on the quality of products or brands, several Indian consumers are now assessing online purchases in terms of the price, promotions, delivery cost and value. This is indicative of the development of value-based retailing where the customers are after the best value cheaply. Therefore, the pricing model of Meesho reflects not only the concept of cost leadership but also includes the aspects of affordability, accessibility to digital communities, and inclusion in the marketplace, allowing the platform to compete based on developing customer values instead of solely on intensive price rivalry. The analysis of this business model thus gives us a chance to study the effects of the pricing strategies on consumer purchasing behaviour in the highly competitive e-business market in India. Moreover, even though Meesho is distinguished by a great success in terms of business, scholarly studies analyzing its pricing policy are scarce, which justifies additional research on the impact of its pricing policy on consumers making a purchase choice.
[bookmark: _Toc237179614]1.4 Research Aim
The main objective of the research is to observe the effectiveness of pricing strategies on the consumer purchasing behaviour within the Indian e-commerce market, and in the case of Meesho. The study examines the effects of pricing approaches, such as discounts, affordability, promotional offers, psychological pricing, and free delivery, on the purchase intentions of the consumers, their perceived value, customer satisfaction, and their tendency to purchase again. The research will aim to offer theoretical and practical data on pricing as a strategy that facilitates consumer behaviour in the fast-changing digital retail sector in India by condensing on the value-commerce business model of Meesho.
[bookmark: _Toc237179615]1.5 Research Objectives
The objectives of this study are:
1. To examine existing evidence on consumers' perceptions of Meesho's pricing strategies in the Indian e-commerce market.
2. To analyse, using published evidence, the influence of Meesho's pricing strategies on consumer buying behaviour, including purchase intention, perceived value, customer satisfaction, and repurchase intention.
3. To evaluate, based on secondary evidence, the effectiveness of Meesho's pricing strategies in attracting and retaining price-sensitive consumers in the Indian e-commerce market.



[bookmark: _Toc237179616]1.6 Research Questions
This study seeks to answer the following research questions:
RQ1: What does existing evidence indicate about consumers' perceptions of Meesho's pricing strategies in the Indian e-commerce market?
RQ2: What does published evidence show about how Meesho's pricing strategies influence consumer buying behaviour, including purchase intention, perceived value, customer satisfaction, and repurchase intention?
RQ3: Based on existing evidence, how effective are Meesho's pricing strategies in attracting and retaining price-sensitive consumers in the Indian e-commerce market?

[bookmark: _Toc237179617]1.7 Significance of the Study
This paper is relevant both academically and practically. It has the added effect of expanding the academic literature on consumer buying behaviour and pricing strategies by looking at the example of Meesho, a value-commerce platform that has seen relatively little academic discussion, despite its sudden surge in the e-commerce sector of India. Although past research has mainly concentrated on developed markets like Amazon and Flipkart, the current research adds value to the current body of knowledge by examining how pricing strategies based on affordability affect consumer buying behavior in a new value-commerce environment. 
In practice, the results will be useful in offering insights to e-commerce companies, marketers and business executives aiming at designing good pricing strategies in highly competitive digital markets. Knowledge of consumer behavior to discounts, promotional offers, psychological pricing, affordability, and free delivery can help organisations to develop pricing models that will enhance customer acquisition, satisfaction, and retention and at the same time ensure profitability in the long run. The researchers and policymakers will also find this study useful as it will provide a deeper insight into the changing purchasing behaviour of the Indian consumer where value shopping remains a factor in the growth of e-commerce with much of the growth being in Tier-2 and Tier-3 cities. As a result, the study provides evidence-based solutions that can help in strategic decision-making and the sustainable growth of the Indian rapidly emerging digital retail market.
[bookmark: _Toc237179618]1.8 Chapter Summary
The chapter has introduced the research by looking at the role of pricing strategies in determining consumer buying behaviour in the fast-growing Indian e-commerce market. It has talked about the rise of digital trade in India, the rising importance of pricing as a strategic marketing weapon, and the rise of Meesho as a value-commerce company that focuses on price-sensitive buyers. The chapter has also given the research aim, objectives, research questions and the significance of the study, which gives the general direction of the research. This chapter lays the background of the study by outlining the importance of pricing strategies in consumer buying. The next chapter provides an in-depth literature review of existing literature on consumer buying behaviour, pricing strategy, theoretical perspectives to be used, and the past empirical studies thus leading to the research gap to be filled by this study.

[bookmark: _Toc237179619]Chapter 2: Literature Review
[bookmark: _Toc237179620]2.1 Introduction
The chapter critically examines the literature that connects with the pricing strategies and consumer buying behaviour in the e-commerce industry and specifically the Indian market and Meesho as a case study. The review bases the theoretical and empirical basis of the study through reviewing of important concepts, models and past research on pricing, consumer decision making, perceived value and online purchasing behaviour. It also assesses how different pricing methods such as discounting, psychological pricing, promotional offers and free delivery affect consumer buying decisions. Moreover, the chapter touches on the fast development of the Indian e-commerce market and the introduction of the value-commerce as the platforms that appeal to the price-conscious consumers. Instead of summarizing the available literature, the literature is critically examined to uncover areas of congruence, contrary findings, and limitations of the current literature. The chapter ends with determining the research gap and comes up with a conceptual framework on which the current study on the pricing strategies by Meesho and consumer buying behaviour is based.
[bookmark: _Toc237179621]2.2 Consumer Buying Behaviour
Consumer buying behaviour is defined as the process by which consumers define a need, seek information, compare available options, make purchases and evaluate their post consumption satisfaction. The study of consumer buying behaviour is a central theme in the marketing field since organisations can create a product, pricing strategy, and promotional efforts that tend to be consistent with customer expectations and market demands (Schiffman and Wisenblit, 2019). The consumer buying behaviour in the e-commerce context has evolved to be highly dynamic because of technological improvements, high usage of internet and provision of information on a wide range of products. In contrast to the conditions in the traditional retail stores, online customers can compare prices, product characteristics, customer reviews, and promotions on several platforms in several minutes and make more informed and yet more complicated purchase choices (Solomon, 2020).
The psychological, personal, social, cultural, and economic factors influence consumer buying behaviour in a combination. Psychological influences, perception, motivation, attitudes, and learning play a significant role in influencing a buying choice as consumers tend to define value diversely, basing on past experiences and expectations (Kotler et al., 2022). In emerging markets such as India, which is largely price sensitive, economic reasons especially the disposable income are especially important as purchasing decisions are often based on affordability. Likewise, cultural values and societal factors, such as family recommendation, peer review, and online feedback, enhance the consumer confidence and trust in buying goods in digital platforms (Rosario et al., 2020).
The fast growth of e-commerce has changed essentially the process of consumer decision making. Conventional buying patterns were usually limited by geographical area, scarcity of products, and price comparison. Successfully, digital commerce offers consumers more convenience, product choice, real-time price comparisons and tailored suggestions according to their browsing behaviour (Dwivedi et al., 2021). These technological developments have made the consumers have high expectations on the issues of transparency, convenience and value of money. As a result, online retailers need to not only offer competitive prices but also create smooth shopping experiences to impact purchase intention and customer satisfaction.
Past research suggests that price is still one of the most powerful factors that influence online consumer behaviour regardless of the increasing significance of convenience and digital experience. Singh and Basu (2023) state that more consumers are choosing products due to the perceived value rather than the absolute price and that affordability may not be a sufficient determinant of purchasing decisions. As well, Zeithaml et al. (2018) state that perception value is the outcome of the analysis conducted by consumers of the advantages they obtain compared to money and other costs incurred to buy a product. This view suggests that customers are thinking about the quality of products delivered, convenience, delivery services, and trust among the factors that they believe to be of overall value, as well as the prices. Thus, competitive pricing and high-quality customer experience together enable businesses to be more likely to attain sustainable customer satisfaction and loyalty.
Even though the literature has consistently accepted pricing as a major predictor of a purchase behaviour, the scientists have been at loggerheads on the significance of price as compared to other decision-making variables. According to Hult et al. (2019), service quality, trust, and general shopping experience are more important aspects of customer satisfaction and long-term loyalty than price. Conversely, Victor et al. (2019) show that customers in a highly competitive online market are constantly tracking price fluctuations and comparing competing offers and trying to make a purchase, which indicates the persistent role of price fairness in consumer choice. These opposing results suggest that the suitability of pricing strategies is contingent to consumer traits, product lines, and market environments and not a general determinant of buying behaviour.
Consumer buying behaviour in the Indian e-commerce market is particularly interesting in context due to the wide range of consumers in the market and the fact that consumers are extremely price sensitive. Bain and company (2025) project that most of growths in online retail industry in India will be based in Tier 2 and Tier 3 cities where buying decisions are heavily driven by affordability. In the same manner, Indian Brand Equity Foundation (2025) documents further increase in the internet penetration, smartphone usage and digital payment systems which allows millions of first-time online buyers to engage in online shopping. Meesho has been able to capitalise on such market conditions by implementing business models that focus on affordability, given the value-conscious consumers by offering them competitive prices and low-cost products. This illustrates that consumer buying behaviour in India demands both conventional behavioural theories, and changing dynamics of digital commerce where perceived value, trust, convenience and price are all factors that influence online purchasing behaviour.
[bookmark: _Toc237179622]2.3 Pricing Strategies in E-commerce
Among the most powerful components of the marketing mix, the pricing strategy impacts directly on consumer perceptions, making a purchase, and organisational profitability. Pricing in the context of the competitive e-commerce landscape has been developed beyond a revenue-generating mechanism to a strategic tool that brings customers into the business, helps it maintain competitiveness and generates long term value. Online marketplaces allow customers to instantly compare prices on rival sites, so the price transparency is a characteristic feature of digital commerce (Kotler et al., 2022). As a result, companies are constantly changing their pricing policies to address competition and evolving consumer demands.
Several price strategies are widely used in e-commerce such as penetration pricing, psychological pricing, promotional pricing, dynamic pricing, personalised pricing, and value-based pricing. Penetration pricing is the technique of launching products at very low prices to attract a new customer and gain mass market share quickly. Meesho gives a realistic explanation of penetration pricing by its affordability business model, which lets sellers provide products at competitive prices by functioning as a zero-commission enterprise. This strategy has helped Meesho grow exponentially among price-sensitive customers, especially in the Tier-2 and Tier-3 cities in India (Meesho, 2025).
Psychological pricing aims at influencing the perceptions of consumers by offering prices in a manner that is more appealing. Ending prices with a “.99”, time-based deals, and framing discounts are common tactics that make consumers feel that they are receiving more when the difference in actual price is relatively minor (Monroe, 2015). Even though psychological pricing has always been linked to a higher purchase intention, researchers claim that its success will rely on the level of consumer trust and perceived fairness. Victor et al. (2019) discovered that online buyers have become price conscious and often check prices of different platforms before making buying choices. Consequently, companies that will overcharge using psychological pricing without offering actual value might not be able to retain customers in the long term.
Another strategy that has been embraced in e-commerce is promotional pricing. To boost demand and high volumes of transactions, regular promotions, cashback, coupons, packages, and free shipping are often employed. The significant retailers, including Amazon and Flipkart, utilize enormous promotional drives, like the Great Indian Festival and Big Billion Days, to draw millions of buyers. These campaigns yield a lot of sales increase and new customer acquisition in the short-term, but scholars doubt their long-term effectiveness. By repetition of promotional pricing, Grewal et al. (2017) point out that consumers may be motivated to wait until the next discounts to buy their goods thus lowering profitability and diminishing brand value. This implies that promotional prices can help to boost sales, but organisations must juggle between short term sales and long-term strategic goals.
Dynamical pricing is gaining momentum with the improvement of artificial intelligence, big data analytics, and machine learning. In this strategy, the prices are constantly adjusted based on the demand, the activities of competitors, inventory, and consumer behaviour. According to Viglia et al. (2016), dynamic pricing can help firms to enhance their operational efficiency as the firms respond quickly to market conditions. However, personalised and algorithmic pricing also has an issue with transparency and fairness, especially when consumers find out that the same product has varying prices. These can decrease consumer confidence since the choices in pricing can be viewed as discriminatory or unreasonable.
Dynamic pricing can as well be described using the normal economic law of demand and supply. If the demand of a product by the consumers rises against the supply, the sellers can usually charge more as the customers will become ready to pay more in order to get the product. On the other hand, as demand dwindles and stock levels rise, prices are often lowered to ignite buying and keep the sales volumes. Advanced algorithms in e-commerce automate this process by constantly calculating market conditions, competitor pricing and consumer behaviour, thereby ensuring that firms can change prices on the fly and enable firms to maximise the revenue opportunities offered.
Value-based pricing has become a viable approach to mainstream aggressive discounting since it is based on how consumers perceive value and not just providing the lowest possible price. Zeithaml et al. (2018) found that clients consider purchases in terms of anticipated benefits and monetary and non-monetary trade-offs, such as delivery time, convenience, the quality of the services, and product reliability. This school recommends that companies ought to develop value by offering excellent customer experiences rather than solely depending on discounts. Firms that achieve intensity in pricing and good service delivery have higher chances of enhancing customer satisfaction and subsequent buying. As a result, value-based pricing will add up to long run competitive advantage rather than short term sales growth.
Table 2.1: Comparison of Major Pricing Strategies in E-commerce
	Pricing Strategy
	Description
	Advantages
	Limitations

	Penetration Pricing
	Low introductory prices to attract customers
	Rapid customer acquisition and market share growth
	Reduced profit margins

	Psychological Pricing
	Prices designed to influence perception (e.g., ₹999)
	Increases perceived affordability
	Less effective if consumers recognise pricing tactics

	Promotional Pricing
	Discounts, cashback, coupons, limited time offers
	Increases short-term sales
	May reduce long-term profitability

	Dynamic Pricing
	Prices adjusted according to demand and competition
	Revenue optimisation
	Concerns regarding fairness and transparency

	Value-based Pricing
	Prices based on customer perceived value
	Enhances customer satisfaction and loyalty
	Difficult to measure perceived value accurately


Source: Developed by the researcher based on Monroe (2015), Nagle et al. (2022), and Viglia et al. (2016).
Although there is a consensus that pricing plays a major role in the online purchasing behaviour, current studies have provided divergent opinions of its relative factor. There are those studies that focus on affordability as the ultimate determinant of purchase intention in price-sensitive markets, but there are also studies that suggest that other factors like trust, convenience, and service quality have gained the same importance in the determination of consumer decision (Hult et al., 2019; Harrigan et al., 2021). These conflicting views suggest that pricing techniques cannot be assessed in isolation but must be discussed in the context of more sweeping aspects of customer experience. The debate is especially topical in the context of the fast-growing Indian value-commerce market, where such platforms as Meesho compete based on the affordability and accessibility alongside convenience. These associations form the basis of studying the pricing strategies and consumer buying behaviour within Indian e-commerce market.
[bookmark: _Toc237179623]2.4 Theoretical Foundation
The theoretical frameworks offer a methodical foundation of the linkages between the pricing strategies and consumer buying behaviour. They describe consumer consideration of information, purchasing intentions and purchasing decisions in various market contexts. Since this research investigates how pricing strategies of Meesho affect consumer purchase behaviour in the Indian online shopping market, two theories that are closely applicable are the Theory of Planned Behaviour (TPB) and the Perceived Value Theory (PVT). Combined, these theories give a full view of the impact of pricing on consumer perceptions, purchase intentions, and buying decisions when using digital retailing settings.
One of the most popular behavioural theories in marketing and consumer research is the Theory of Planned Behaviour (TPB), created by Ajzen (2020). This theory argues that behavioural intention is the main determinant of the behaviour of an individual and behavioural intention is shaped by three elements which include attitude to the behaviour, subjective norms and the perceived behavioural control. Attitude is the general assessment of consumer buying a product, then the subjective norms indicate the impact of the family, friends and social networks and the perceived behavioural control provides the perception of consumers about their capability to make the purchase using the available resources of money, availability of the product, and technical skills.
In the e-commerce setting, TPB describes the use of pricing strategies to influence purchase intentions by affecting the attitudes of the consumers towards affordability and value. Favourable attitudes can be established through competitive pricing, promotional discounts and free delivery that reduces perceived financial risk and enhances the perceived benefits. In the same manner, the subjective norms are reinforced by online reviews and recommendations that consumers post on social media to enhance their trust in specific products or platforms. The use of digital payment systems and increasing use of smartphones has further augmented the perceived behavioural control by consumers as online shopping is easier and more accessible. TPP therefore has a helpful concept in terms of understanding why consumers tend to buy more products when pricing tactics deem a favourable hand on these behavioural determinants.
Well, TPB has been widely tested in different consumer settings, but researchers believe that the model is overly focused on the behavioural intention rather than other wider value perceptions and emotional reactions that come with web shopping. The digital consumer tends to consider many attributes at the same time such as the quality of the product, the reliability of delivery, the reliability of the platform, and the benefits of the promotion. Consequently, consumer decisions in highly competitive e-commerce markets can be not completely explained with the help of behavioural intention. This shortcoming reveals the necessity to have another theoretical approach that emphasizes the assessment of value by the consumers throughout the purchasing process.
Perceived Value Theory (PVT) overcomes this limitation by stating that consumers consider products based on how much they expect to gain and how much sacrifices they need to make to gain these benefits (Zeithaml et al., 2018). Money expenses are part of the perceived sacrifice but convenience, product quality, delivery speed, trust and customer service are also very important in the total value perception. When a consumer thinks that the net benefits are greater than the financial and non-financial costs, then the more chances of buying. This view is especially applicable to the context of e-commerce where consumers can conveniently compare prices, product characteristics, and customer reviews on competing sites prior to making purchasing decisions.
The Perceived Value Theory is particularly suitable to be used in the current research, as the competitive advantage of Meesho is not limited to low prices. The zero-commission marketplace, low costs, and extensive network of sellers make consumers feel more value as they experience low costs and increased product accessibility. Nevertheless, existing literature indicates that overdependence on the price discounts can undermine the perceived quality and brand image in the long run, which means that sustainable competitive advantage involves a balance between affordability and service quality, reliability, and satisfaction (Nagle et al., 2022). This view shows how pricing strategies can be best when they add value to the customer on a total basis and not by merely lowering prices.
The combination of TPB and Perceived Value Theory offers a comprehensive theoretical framework of this study. TPB describes the impact of pricing strategies on behavioural intentions in terms of attitudes, social influences and perceived control, and Perceived Value Theory describes how customers weigh the total benefits and costs of online purchases. A combination of these two complementary views offers a solid approach to the discussion of the impact of pricing strategies of Meesho on consumer buying behaviour in the fast-developing Indian e-commerce environment.

Table 2.2: Summary of Consumer Buying Behaviour Theories
	Theory
	Author(s)
	Key Concepts
	Relevance to the Study

	Theory of Planned Behaviour (TPB)
	Ajzen (2020)
	Attitude, subjective norms, perceived behavioural control, behavioural intention
	Explains how pricing strategies influence consumers' purchase intentions in e-commerce.

	Perceived Value Theory
	Zeithaml et al. (2018)
	Benefits versus monetary and non-monetary sacrifices
	Explains how consumers evaluate value before making online purchasing decisions.


Source: Developed by the researcher based on Ajzen (2020) and Zeithaml et al. (2018).
[bookmark: _Toc237179624]2.5 Pricing Strategies and Consumer Buying Behaviour
One of the greatest determinants of consumer buying behaviour in the e-commerce industry is pricing strategies. Purchase decisions are always becoming more dependent on perceived value and not the availability of the product since online consumers have instant access to competing products, prices, reviews, and promotional offers. As a result, the role of pricing has shifted towards a more strategic approach to purchase intention, customer satisfaction, loyalty, and long-term business performance by making pricing transactions more of a strategic tool (Nagle et al., 2022). The connection between price policy and consumer purchase behaviour is thus critical in organisations which want to achieve sustainable competitive advantage in online markets.
The current literature continues to show that a competitive pricing strategy has a positive impact on purchase intention, by decreasing the perceived financial risk of consumers. Schiffman and Wisenblit (2019) opine that consumers typically weigh the perceived benefits against monetary costs when making a purchasing decision, especially when they have multiple options to choose. Likewise, based on the identical premise, Solomon (2020) suggests that when the perceived financial cost of making online purchases is lower, consumers are more willing to make online purchases, particularly within market segments that are price sensitive. This association is more so clear in the emergent economies like India where affordability is a major factor of consumer choice. Meesho has managed to employ this strategy and provide competitively low prices via its zero-commission marketplace model, which allows sellers to lower their operations costs and offer low prices to consumers (Meesho, 2025).
Even though affordability is a potent factor that affects online buying behaviour, recent research has indicated that pricing is not a sufficient factor in consumer decision-making. According to Zeithaml et al. (2018), consumers make a purchase decision considering the perceived value that consists of the quality of products, convenience, reliability of delivery, customer service, and trust on top of the price. On the same note, Harrigan et al. (2021) established that consumer trust largely enhances purchase intention since consumers are likely to finish a given transaction when they trust online platforms as trustworthy and transparent. These results suggest that competitive pricing is most effective when coupled with good customer experiences as opposed to when used as a standalone marketing strategy.
Promotional price, such as discounts, cashbacks, coupons and free delivery has also been well identified as a beneficial strategy in stimulating short sales. Key online retailers like Amazon and Flipkart often use marketing campaigns around events like the Great Indian Festival and Big Billion Days to drive more traffic and deal volumes. Such campaigns build urgency by making offers limited in time and entice consumers to buy on impulse. According to Grewal et al. (2017), promotional pricing is a good strategy to boost purchase intention by creating a higher perceived value and decreasing price sensitivity of consumers during promotions activities. Nevertheless, frequent promotion campaigns can also lead consumers to delay purchasing until such a time that a discount is offered again, decreasing the long-run profitability of firms and diminishing brand differentiation. As such, promotional pricing has short-term commercial advantages, but overuse of discounts can lead to unrealistic consumer expectations that are unsustainable.
The question of whether pricing is still the main determinant of online buying behaviour or other factors have taken over the centre stage still lingers on the mind of researchers. Hult et al. (2019) note that customers are more concerned with service quality, trust, and overall shopping experiences than with prices. Similarly, the study by Dwivedi et al. (2021) emphasises that the digital transformation has altered consumer expectations that are no longer based on the cost, and convenience, personalised recommendations and ease of online experiences are also playing a significant role in determining consumer decisions. Conversely, Victor et al. (2019) reveal that online customers are eager to monitor the changes in prices on rival platforms and often compare the offers prior to making purchases. Such divergent views indicate that pricing continues to be significant but works in parallel aspects of customer experience which, in sum, affect consumer behaviour.
Indian e-commerce market depicts the relationship between consumer buying behaviour and pricing strategies. The Bain and Company (2025) state that online retail business in India will grow in the future mainly since consumers in Tier-2 and Tier-3 cities are highly sensitive to their buying patterns in terms of affordability and value. Likewise, The Indian Brand Equity Foundation (2025) notes that the internet penetration, smartphone adoption and use of digital payment have continued to grow which means that Millions of consumers have been able to engage in online shopping. In this context, sites like Meesho have distinguished themselves with value-conscious buyers, by offering low prices, low-cost operation, and easy entry of sellers. Instead of competing with Amazon and Flipkart directly on product diversity, Meesho competes by configuring its pricing strategy to the financial interests of new classes of consumers.
Although all seem to agree on the significance of pricing, the existing literature displays several incongruities. Numerous researchers explore the pricing strategies in isolation, whereas relatively few investigations explore the interaction of pricing and perceived value, trust, customer satisfaction and digital shopping experience in tandem. Moreover, a lot of existing evidence is based on developed markets or targets existing e-commerce solutions like Amazon, and business models based on affordability are underutilized. As a result, little is known about the effect of value-commerce platforms in the emerging digital market like India on consumer buying behaviour. The solution to this gap is the research considering pricing strategies in the context of consumer value creation that could give a more holistic picture of purchasing behaviour on websites like Meesho.
[bookmark: _Toc237179625]2.6 Indian E-commerce Market
The Indian e-commerce market has seen an astonishing expansion in the last 10 years attributed to the high rate of digitalisation, growing internet penetration, low-priced smart phones and the growing popularity of digital payment systems. Government efforts like Digital India and the development of the Unified Payments Interface (UPI) enhanced and increased online shopping by enhancing digital access and user trust. India, according to the Indian Brand Equity Foundation (2025) is now among the fastest-growing digital retail markets in the world, with the e-retail segment expected to enjoy a corresponding Gross Merchandise Value (GMV) of around US$170-190 billion by 2030. This expansion can be attributed to shifting consumer demands to convenience, fair pricing, and the increased availability of products.
In comparison to the mature e-commerce markets, Indian digital retail environment is marked by the presence of a highly price-sensitive group of consumers. According to Bain & Company (2025), the growth in the market in the future will mainly be led by consumers in the Tier-2 and Tier-3 cities, where affordability factors highly play a role in the purchasing decision. Better logistics infrastructure, language support in the region, and mobile commerce has helped online retailers to spread outside metropolitan regions, establishing new platforms of value. Therefore, companies are progressively competing based on price, promotional tactics, and customer experience as opposed to availability of products.
The competition has also been further escalated with old players like Amazon and Flipkart competing with the fast-emerging platforms like Meesho. Where Amazon and Flipkart have focused on large product collections, high-quality services, and a logistics network that extends across the country, Meesho focuses on a value-commerce approach that is based on low prices and low costs. Its zero-commission marketplace allows sellers to sell products at competitive prices, which are especially appealing to those with a budget. This strategic position would respond to the increasing value of value-based competition in the changing digital economy in India.
Table 2.3: Comparison of Major E-commerce Platforms in India
	Platform
	Business Model
	Pricing Strategy
	Primary Target Market

	Amazon India
	Marketplace
	Competitive pricing, dynamic pricing, promotional campaigns
	Urban and nationwide consumers

	Flipkart
	Marketplace
	Discounts, festival sales, loyalty programmes
	Mass-market consumers

	Meesho
	Value-commerce marketplace
	Affordable pricing, zero-commission model, promotional pricing
	Price-sensitive consumers in Tier-2 and Tier-3 cities


Source: Developed by the researcher based on Meesho (2025), Bain & Company (2025), and IBEF (2025).
Though pricing is one of the key factors that fix consumer behaviour, there is recent evidence that sustainable success is based on balancing affordability with customer trust, service quality and convenience. As the Indian electronic market keeps growing, companies are therefore required to have strategies that will improve perceived value whilst ensuring business profitability in the long run. The given competitive environment offers a decent setting, under which the impacts of the pricing strategies that Meesho adopts on consumer purchasing behaviour will be analysed.
[bookmark: _Toc237179626]2.7 Meesho as a Value-Commerce Platform
By incorporating a value-commerce model of doing business, which focuses on affordability, accessibility, and inclusiveness, Meesho has become one of the fastest-growing e-commerce platforms in India. In contrast to traditional e-commerce services that mostly compete with large product lineups, high-value services, and advanced logistics, Meesho targets low-cost products to price-sensitive shoppers and small businesses and individual entrepreneurs to become part of the digital shopping sector. This tactical positioning has enabled the firm to create a unique competitive edge, especially among the Tier-2 and Tier-3 cities where consumers base their buying choices on price and perceived value (Meesho, 2025).
One of the distinguishing features of the business model of Meesho is its zero-commission marketplace that allows sellers to keep more of their margins and sell products at competitive prices. This will make sellers operate at low costs and enable consumers to obtain low priced products in various categories that include fashion, home necessities, beauty and lifestyle. Meesho (2025) notes that it has over 180 million transacting users each year and has an annual seller base of about 1.75 million, which can reveal a huge rate of growth in the digital retail ecosystem in India. These numbers show that in the emerging e-commerce markets, affordability, coupled with wide market presence, can become a major competitive advantage source.
Meesho is also experiencing growth, which is indicative of shifts in consumer buying behaviour. Millions of new online buyers have been influenced to take part in e-commerce, due to the rise in internet penetration, low smartphone prices, and the adoption of digital payments (Indian Brand Equity Foundation, 2025). Many these consumers are sensitive to value of money and not premium brands, and pricing strategies are important in shaping purchases. Meesho has been able to match its business model with these evolving preferences through competitive pricing, regular promotional programs and easy shopping experiences, which targets low end consumers.
Although Meesho has achieved remarkable commercial success, the viability of their affordability-based approach is a controversial topic. Competitive pricing is one of the best in attracting new customers, but long-term success is also reached in terms of preserving the quality of the products offered, ensuring their delivery, customer satisfaction, and trust towards the platform. Zeithaml et al. (2018) believe that people assess purchases in terms of general perceived value and not only price, and Harrigan et al. (2021) state that trust is a major factor affecting online purchase intentions. Meesho, therefore, has to strike the right balance between low prices and quality services to ensure customer loyalty and be competitive with the long-term established retailers like Amazon and Flipkart. This balance is worth looking at in terms of the effect of value-commerce platforms on consumer purchasing behaviour in the fast-changing Indian online commerce market.

[bookmark: _Toc237179627]2.8 Critical Analysis of Existing Literature 
Pricing strategies have always been identified as an important predictor of consumer purchasing behaviour in the e-commerce. Nonetheless, past studies offer a variety of opinions on the degree to which price affects consumer choice and the extent to which affordability can produce sustainable competitive advantage. Although most studies indicate that competitive pricing is a leading cause of purchase intention, other studies indicate that online retailers are judged more on trust, convenience, service quality, and shopping experience, as factors that contribute to purchase intention. These two opposing results indicate that pricing cannot be considered as a single element of a larger value proposition and not a separate marketing strategy.
One of the strong points in the current literature is that it has studied consumer behaviour theories and pricing models extensively. The Theory of Planned Behaviour studies the effects of the attitudes, subjective norms and perceived behavioural control on purchase intentions that can illuminate online consumer decision-making (Ajzen, 2020). Likewise, Perceived Value Theory emphasizes the comparison of the anticipated benefits with monetary and non-monetary losses by consumers as they make buying choices (Zeithaml et al., 2018). These schools of thought offer a solid theoretical basis to explaining consumer behaviour in online markets. Nevertheless, the empirical literature largely employs these theories separately and there has been little incorporation of behavioural intentions and value perceptions into a single analytic framework. Thus, the relationship between pricing and consumer value innovation has not been well studied.
The other weakness is related to the geographical focus of the past research. Most of the current literature has been carried out in developed economies where purchasing power, digital infrastructure and consumer trust are developed and therefore influence online buying behaviour. The results of these markets cannot necessarily be extrapolated to developing economies like India where affordability remains a more important factor to purchase. According to the Bain & Company (2025) and the Indian Brand Equity Foundation (2025), the further development of e-commerce in India will be mostly based on Tier-2 and Tier-3 cities where the population of consumers is more price-sensitive than in the cities. Irrespective of this change, there are very few scholarly research that explore the impacts of pricing regulation on consumer behaviour in the fast-growing value-commerce market in India.
There is also contradictory evidence on the effectiveness of promotional pricing in the literature. Some studies claim that discounts, cashback, and free delivery enhance the purchase intention because they enhance the perception of value and minimize the financial risk (Grewal et al., 2017; Nagle et al., 2022). In contrast, other reports indicate that overreliance on promotional campaigns can decline brand equity, perceived product quality and prompt consumers to postpone purchases until the future when they can access the discounts. These conflicting results show that pricing strategies produce varied results under varying conditions in the market, consumer traits, and competition level. Thus, organisations must not resort to price cuts alone but devise holistic strategies that will boost both affordability and customer experience.
Table 2.4: Summary of Selected Literature
	Author(s)
	Research Focus
	Key Findings
	Limitation

	Ajzen (2020)
	Theory of Planned Behaviour
	Behavioural intention predicts purchasing behaviour
	Limited consideration of perceived value

	Zeithaml et al. (2018)
	Perceived Value Theory
	Consumer value influences purchasing decisions
	Focuses mainly on value evaluation

	Nagle et al. (2022)
	Pricing strategies
	Strategic pricing improves competitive advantage
	Limited focus on emerging markets

	Dwivedi et al. (2021)
	Digital marketing
	Digital technologies reshape consumer behaviour
	Broad marketing perspective

	Harrigan et al. (2021)
	Online trust
	Trust significantly increases purchase intention
	Limited pricing discussion

	Victor et al. (2019)
	Online price perception
	Fair pricing positively affects buying behaviour
	Limited Indian market evidence



Source: Developed by the researcher.
The other gap that is evident in the literature is the little coverage that is provided on value-commerce platforms. Existing studies have put much emphasis on already existing international retailers like Amazon and conventional online shops, with relatively few studies focusing on emergent platforms that engage with business models based on affordability. Meesho is a unique case as their competitive edge is established on a zero-commission marketplace, low-cost operations, and a large involvement of small sellers. Although it has a high speed of business expansion, and has an increasing number of customers, there has been limited empirical evidence on how its pricing policies affect consumer purchase behaviour. Therefore, there is a loss of information in the present understanding regarding the factors that predominantly influence the success of value-commerce platforms based on the price or other aspects of the perceived value and customer experience.
In general, the literature offers both theoretical and empirical insights into pricing strategies and consumer buying behaviour, as well as shows several limitations in terms of geographical context, theoretical integration, and platform-specific research. The previous literature often studies pricing as a predictor with a relatively minor focus on how the interplay of pricing, perceived value, trust, and customer satisfaction works in new digital markets. The limitations must be overcome to come up with more detailed insight into consumer buying behaviour in the changing e-commerce industry in India. This critical review thus gives the basis of arriving at the research gap as is in the next section.
[bookmark: _Toc237179628]2.9 Research Gap 
The reviewed literature in this chapter has shown that consumer buying behaviour in the e-commerce business greatly depends on pricing strategies. Past research has noted that the pricing strategies, purchase intention, perceived value, customer satisfaction, and customer loyalty are strongly related (Ajzen, 2020; Nagle et al., 2022). Nonetheless, there are still several significant gaps in the existing body of knowledge. 
First, a majority of the empirical research has concentrated on the established international e-commerce platforms like Amazon and Flipkart or looked at online retailing in a general sense. The value-commerce platforms have received comparatively little attention, and the affordability is used as the main competitor advantage tool. Consequently, little is known about the effects of affordability-driven pricing scheme on consumer purchase behaviour in this type of business.
Secondly, much of the existing literature has been done in developed economies, and it is challenging to extrapolate results to emerging market economies like India. The Indian e-commerce market is defined by a high number of price-sensitive buyers, especially in Tier-2 and Tier-3 cities, buying habits of which are largely determined by the affordability and perceived value (Bain & Company, 2025; Indian Brand Equity Foundation, 2025). Although this is a unique market environment, there is little empirical evidence.
Lastly, even though Meesho has become one of the top value-commerce platforms in India due to its zero-commission marketplace model and approach that emphasizes the affordability factor, few academic studies have explored how well the affordability factor and its application to consumer buying behaviour can be effective. Thus, this research paper attempts to make fills these gaps by examining the impact of the pricing strategies of Meesho on consumer purchasing behaviour in the Indian e-commerce sector, thus adding both theoretical and practical value on value-commerce and digital retailing.
Table 2.5: Summary of Literature Gaps
	Literature Area
	Existing Knowledge
	Identified Gap

	Pricing Strategies
	Well researched in global e-commerce
	Limited evidence on value-commerce platforms

	Consumer Buying Behaviour
	Strong theoretical foundation
	Limited research on affordability-driven behaviour

	Indian E-commerce
	Rapid market growth documented
	Limited platform-specific academic studies

	Meesho
	Commercial growth well documented
	Limited empirical research on pricing strategies and consumer buying behaviour

	Value-commerce
	Emerging concept
	Limited integration with consumer behaviour theories




[bookmark: _Toc237179629]2.10 Conceptual Framework
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Figure 2.1: Conceptual Framework of the Study (Developed by the Researcher based on Ajzen, 2020; Zeithaml et al., 2018).
The conceptual framework demonstrates the suggested relation between pricing strategies and consumer buying behaviour in the Indian e-commerce market, considering Meesho as a case study. The identified independent variables that affect consumer buying behaviour are the pricing strategies which entail penetration pricing, psychological pricing, promotional pricing, discount pricing, free delivery, and affordability. Based on the Theory of Planned Behaviour (Ajzen, 2020) and Perceived Value Theory (Zeithaml et al., 2018), the framework suggests that customers will develop their perceptions of value and purchase intention as a result of price strategies and these in turn impact behavioural outcomes (customer satisfaction, repurchase intention, and customer loyalty). Meesho has a favorable research background since its low-cost business model and zero-commission marketplace stand out against the existing e-commerce platforms. The model thus combines theoretical knowledge with the real world setting of the value-commerce industry in India which is growing at a rapid rate. It also informs data collection and analysis by giving a systematic foundation of the study of how the policies of Meesho on pricing affect consumer purchase behaviour and fulfil the research objectives of this study.
[bookmark: _Toc237179630]Chapter 3: Research Methodology
[bookmark: _Toc237179631]3.1 Introduction
This chapter explains the research methodology used to examine how Meesho's pricing strategies influence consumer buying behaviour in the Indian e-commerce market. A clear methodology is important because it shows how evidence was selected, assessed and interpreted in relation to the research objectives (Saunders et al., 2023). The study uses a qualitative secondary-data case study rather than collecting new responses from consumers. This approach allows evidence from academic research, company information and credible industry reports to be brought together and assessed within the specific context of Meesho. The chapter therefore explains the research philosophy, research approach, case-study design, secondary data sources, source-selection process, data collection and analysis methods, and the measures used to support credibility and ethical research practice (Creswell and Creswell, 2023; Morgan, 2022).
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Figure 3.1: Research Methodology Framework Adopted for the Study
[bookmark: _Toc237179632]3.2 Research Philosophy
Research philosophy refers to the assumptions that guide how evidence is understood and interpreted in a study (Saunders et al., 2023). This research adopts an interpretivist philosophy because consumer buying behaviour cannot be understood only through numerical measures. Price, affordability, perceived value, satisfaction and loyalty are shaped by consumer perceptions and by the market context in which purchasing decisions are made. Interpretivism is therefore appropriate for examining how previous studies and market evidence explain the relationship between Meesho's pricing practices and consumer behaviour (Creswell and Creswell, 2023). The study does use published numerical indicators, such as market growth, user numbers and reported e-commerce trends, but these figures are used as contextual secondary evidence rather than as a separate quantitative research method. This keeps the methodology consistent as a qualitative secondary-data study while allowing relevant factual market evidence to support the interpretation (Morgan, 2022).
[bookmark: _Toc237179633]3.3 Research Approach
The study follows a deductive research approach because the analysis is guided by established concepts and theories before the secondary evidence is examined. In particular, the Theory of Planned Behaviour and Perceived Value Theory provide a basis for considering how affordability, discounts, promotional pricing and delivery costs may influence purchase intention, perceived value, satisfaction and repurchase behaviour. A deductive approach does not require primary statistical testing; it can also be used to organise and interpret existing evidence against a predefined conceptual framework (Saunders et al., 2023; Kraus et al., 2022). The published evidence was therefore examined to determine whether the patterns reported in previous consumer studies, company information and market reports support, extend or challenge the relationships proposed in the conceptual framework. This approach keeps the analysis focused on the research questions while still allowing contradictory evidence and alternative explanations to be discussed.
[bookmark: _Toc237179634]3.4 Research Strategy and Research Design
The research strategy is a single-case study focused on Meesho within the Indian e-commerce market. A case-study strategy is suitable when a business issue needs to be examined in its real market and organisational context rather than separated from the environment in which it operates (Saunders et al., 2023). Meesho provides a relevant case because its value-commerce model, zero-commission marketplace and strong focus on affordability differ from the positioning of larger platforms such as Amazon and Flipkart. The case-study approach allows the research to combine evidence on Meesho's pricing model with wider academic findings on online consumer behaviour and Indian e-commerce. The purpose is not to claim that every Indian consumer behaves in the same way, but to build an evidence-based explanation of how pricing can influence buying behaviour in the context of a value-focused platform.
The research design is qualitative and based entirely on secondary data. Secondary research is appropriate where the research question can be addressed by critically analysing existing academic studies, organisational documents and market evidence rather than collecting new information directly from participants (Snyder, 2019; Morgan, 2022). The design also suits this dissertation because a substantial body of published research already examines pricing, perceived value, online purchase intention and customer loyalty, while company and industry sources provide current evidence about Meesho and the Indian e-commerce market. The study therefore brings these sources together through document-based analysis. Published quantitative findings from previous studies are considered where relevant; however, no new statistical dataset is generated, and no primary data are collected through surveys, interviews, questionnaires, or experiments. The analysis is based entirely on secondary data obtained from academic and industry sources.
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Figure 3.2: Research Process Followed in the Study
[bookmark: _Toc237179635]3.5 Secondary Data Sources and Selection
The evidence base consists of secondary sources that directly relate to the study topic. The main source categories are peer-reviewed journal articles on pricing and consumer behaviour, academic books used for established theories, official Meesho information, and credible industry or market reports on Indian e-commerce. Sources such as Bain & Company, the Indian Brand Equity Foundation, Deloitte and Meesho are useful for current market and platform information, while peer-reviewed research provides stronger evidence for explaining relationships between pricing, perceived value, satisfaction and purchase behaviour. Using more than one source type also reduces dependence on the claims of a single organisation and supports a more balanced interpretation of the case.
Sources were selected purposively according to relevance, credibility, recency and direct connection with the research questions. Priority was given to peer-reviewed studies and recent industry evidence, particularly material published from 2016 onwards, while older sources were retained where they provide established theories or foundational concepts. Search terms included combinations of "Meesho", "Indian e-commerce", "pricing strategies", "discount pricing", "affordability", "perceived value", "purchase intention", "customer satisfaction", "repurchase intention", and "Tier-2 and Tier-3 cities". Sources were excluded where the authorship or evidence could not be verified, the discussion was unrelated to online retail, or the material mainly repeated information available from stronger sources. This structured selection process improves transparency without presenting the dissertation as a full systematic review (Snyder, 2019; Kraus et al., 2022; Paul et al., 2021).
[bookmark: _Toc237179636]3.6 Data Collection Method
The study uses secondary data collection through a structured review of existing documents. Academic evidence was identified from scholarly publications available through sources such as ScienceDirect, SpringerLink, Wiley, Taylor & Francis and Google Scholar, while platform and market evidence was obtained from official company material and established industry bodies. The collected material covers Meesho's pricing model, affordability, discounts and promotions, free-delivery practices, value-commerce positioning, consumer price sensitivity and the development of Indian e-commerce. Particular attention was given to evidence relevant to Tier-2 and Tier-3 markets because these areas are important to Meesho's value-focused customer base.
For each source, relevant information was extracted under common categories linked to the research objectives. These categories included the type of pricing strategy, evidence of consumer response, perceived value, purchase intention, customer satisfaction, repurchase behaviour, market context and any limitations reported by the source. Company and industry figures were checked against other available evidence where possible instead of being accepted in isolation. Academic studies were used mainly to explain consumer behaviour and theoretical relationships, while official and industry sources were used to establish the current business and market context. No primary data were collected, and the study does not use questionnaires, interviews, focus groups or direct observation. This document-based approach is consistent with qualitative secondary research because the analysis focuses on interpreting and synthesising already published evidence (Morgan, 2022).
Table 3.1 Secondary Data Sources and Relevance
	Source Category
	Examples / Evidence
	Relevance to the Study

	Peer-reviewed research
	Journal studies on pricing, perceived value, purchase intention and online consumer behaviour
	Provides empirical and theoretical evidence on consumer responses

	Academic books
	Established marketing, pricing and consumer-behaviour texts
	Supports the conceptual and theoretical framework

	Official company sources
	Meesho corporate and seller information
	Explains the platform business model and pricing practices

	Industry and market reports
	Bain & Company, IBEF, Deloitte and other established market sources
	Provides current Indian e-commerce trends and market context

	Comparative platform evidence
	Published information on Amazon, Flipkart and the wider e-commerce market
	Supports comparison of Meesho's value-commerce positioning



[bookmark: _Toc237179637]3.7 Data Analysis Techniques
The selected secondary material was analysed using thematic analysis supported by comparative document analysis. Thematic analysis is suitable for identifying recurring patterns across textual evidence while still allowing differences and contradictions between sources to remain visible (Braun and Clarke, 2021). The analysis began by reading the selected material and organising relevant evidence around the main concepts in the research questions. Initial themes included affordability and low pricing, discounts and promotional offers, perceived value, purchase intention, customer satisfaction, repurchase intention and price sensitivity. Additional themes, such as trust, service quality and the limits of continuous discounting, were retained when they repeatedly appeared in the evidence.
The second stage compared these themes across academic studies, Meesho information and wider industry evidence. Where different sources reached similar conclusions, the evidence was synthesised to identify a stronger pattern. Where findings differed, the analysis considered possible reasons such as consumer segment, platform type, market conditions or the difference between short-term promotional response and long-term loyalty. Meesho was also compared with Amazon and Flipkart where relevant to explain how its lower-cost marketplace model supports a different pricing position. Numerical secondary information, including market size, user growth or reported order patterns, is used descriptively to support the discussion; no new correlation, regression or inferential statistical testing is conducted. This combination of thematic and comparative analysis supports a deeper interpretation than simply summarising individual sources (Kraus et al., 2022; Morgan, 2022).



Table 3.2 Secondary Data Analysis Framework
	Research Objective
	Analysis Technique
	Purpose

	Examine consumer perceptions of pricing
	Thematic analysis
	Identify recurring evidence on affordability, discounts and perceived value

	Analyse influence on buying behaviour
	Cross-source synthesis
	Compare evidence on purchase intention, satisfaction and repurchase behaviour

	Evaluate Meesho's pricing effectiveness
	Comparative case analysis
	Assess Meesho against wider Indian e-commerce and competitor evidence

	Develop overall conclusions
	Evidence triangulation
	Combine academic, company and industry sources and identify consistent or conflicting findings



[bookmark: _Toc237179638]3.8 Reliability, Validity and Ethical Considerations
The quality of a secondary-data study depends on the credibility of the sources and on a transparent approach to interpretation. To strengthen reliability and credibility, the study prioritised peer-reviewed research, recognised academic books, official company material and established industry reports. Key claims were compared across more than one source where possible, particularly when company information was used. This form of source triangulation helps reduce the risk of relying on promotional or one-sided evidence and makes the final interpretation more dependable (Snyder, 2019; Morgan, 2022).
Validity was supported by keeping the source-selection and analysis process closely linked to the research objectives. Evidence was included only when it contributed to pricing strategy, consumer buying behaviour or the Indian e-commerce context. Theoretical interpretations were checked against the Theory of Planned Behaviour and Perceived Value Theory, while recent evidence was used to avoid relying only on older market conditions. The analysis also retained conflicting findings rather than forcing all studies into the same conclusion. Braun and Clarke (2021) note that good thematic analysis requires a clear relationship between the research question, coding decisions and interpretation; this principle was followed by using consistent themes throughout the analysis and discussion.
Ethical risk is lower than in primary research because the study does not recruit human participants or collect personal, confidential or identifiable information. All evidence is drawn from publicly available or academically published secondary sources, and ideas, data and findings from other authors are acknowledged through citation. Care was also taken not to present company claims as independent academic evidence when the information originated from Meesho itself. The study therefore focuses on accurate attribution, responsible interpretation and the use of information for academic purposes (Saunders et al., 2023).
Some limitations remain. Secondary research depends on the quality and availability of existing evidence, and platform-specific academic research on Meesho is still more limited than research on larger e-commerce businesses. Industry reports may use different definitions, time periods and measurement methods, while corporate information may naturally present the company in a favourable way. In addition, because the study does not collect individual-level primary data, it cannot establish a new causal statistical relationship between a specific Meesho pricing action and consumer behaviour. The findings should therefore be understood as an evidence-based synthesis of published research and market information. These limitations are partly managed through source comparison, preference for recent credible evidence and clear separation between reported facts and the interpretation developed in this study (Kraus et al., 2022).
[bookmark: _Toc237179639]3.9 Chapter Summary
This chapter has explained the methodology used to examine the relationship between Meesho's pricing strategies and consumer buying behaviour in the Indian e-commerce market. The research uses an interpretivist philosophy, a deductive approach and a qualitative single-case study based entirely on secondary data. Evidence is drawn from peer-reviewed literature, academic theory, official Meesho material and credible industry reports, with sources selected according to relevance, authority and recency. The data are analysed through thematic and comparative document analysis rather than questionnaire-based statistical testing. The chapter has also explained how source triangulation, transparent selection, careful citation and recognition of limitations support the credibility and ethical integrity of the study.
[bookmark: _Toc237179640]Chapter 4: Analysis and Discussion
[bookmark: _Toc237179641]4.1 Introduction
This chapter takes the role of the pricing strategies of Meesho in shaping consumer buying behaviour in the Indian e-commerce market critically. The discussion is framed in terms of research objectives and research questions and specific emphasis is given on the determinants of purchase intention, customer satisfaction and repurchase intention in terms of affordability, discounts, promotional offers, free delivery and perceived value. Instead of just narrating pricing practices, the chapter assesses the role of the value-commerce model at Meesho in the acquisition, retention and competitive positioning of consumers in a digital marketplace that is becoming highly competitive. 
It is especially important as the Indian e-commerce market has undergone a considerable increase in the last ten years due to the growth of internet connectivity, use of smartphones and digital payment systems. With the increasing competition among the large platforms like Meesho, Amazon and Flipkart, pricing has become a key strategic instrument that changes the consumer decision-making and preferences of the platform. Based on the recent evidence in the industry, it is possible to note that a huge percentage of the new online shoppers have their origin in Tier-2 and Tier-3 cities, where the affordability and value for money play a vital role in shopping (Bain & Company, 2025; IBEF, 2025). This chapter, therefore, compares the pricing strategy of Meesho with those of the key competitors and how the pricing strategy has worked to attract and retain price-sensitive customers as well as enhance the competitive edge of the company in the Indian e-commerce sector.
[bookmark: _Toc237179642]4.2 Meesho's Pricing Strategy in the Indian E-Commerce Market
Meesho has been able to create its own unique pricing model, which is very different compared to the conventional e-commerce sites like Amazon and Flipkart. Although the majority of the key players are competing by diversification of the products and speedy delivery and incorporating premium membership and brand associations, Meesho has defined itself as an affordable commerce model. This is intended to target the price-sensitive consumers who especially live in Tier-2 and Tier-3 cities because the buying decisions made by them are highly guided by the consideration of prices and the perception of the value of money in these cities. This strategy is a credit to a wider change in the Indian e-commerce market, which is seeing consumers in smaller cities and not in metropolitan areas increasingly shaping its growth. Industry reports show that e-commerce firms are now putting more emphasis on the Tier-2, Tier-3 and Tier-4 cities since these regions are projected to drive online retail sales in the future.
Meesho has a value-commerce business model, which comprises a major part of its pricing strategy. Compared to the traditional marketplaces, which seek to appeal mainly to urban customers with branded goods and high-quality services, Meesho specializes in providing cheap goods that can be sold to households with middle-level and low-income. This strategy will enable the firm to tap into groups of consumers who in many cases are not well captured by conventional e-commerce sites. According to the financial and industry reports, most of the Meesho users are in non-metro regions and over 205 million users of Meesho are outside of the metropolis in India. Moreover, almost 90 percent of the orders on the platform have been made in smaller cities and towns, which shows the focal point of affordability in its expansion strategy. 
The other significant bit of Meesho pricing strategy is that it is centered around ensuring low transaction costs. The company started with a lot of attention with its zero-commission marketplace format, which helped to alleviate the financial pressure to sellers and helped many small businesses and unorganised retailers to engage in online trading. Having reduced the costs of the sellers, Meesho has provided a scenario under which goods are sold at lower prices than those that are offered in rival sites. This is a strategic approach that is consistent with Porters (1985) cost leadership concept, which posits that competitive advantage can be achieved by organisations while minimising operation costs and transferring some of the cost benefits to consumers. Meesho also does not compete in terms of high-quality services but based on the price accessibility and value creation. Laudon and Traver (2024) proposed that more competitive pricing strategies can be implemented by having greater flexibility in pricing because marketplace-based e-commerce platforms are able to lower inventory ownership and operating costs.
The pricing strategy of the company is also backed by the portfolio of the company. Meesho deals with mostly unbranded and value-based products in the category of fashion, home furnishings, and beauty products and household items. The cost of production and branding of such products is usually lower making the sellers to offer competitive prices without necessarily compromising on the acceptable profit margins. The marketplace structure of Meesho naturally allows lower average selling prices as compared to Amazon and Flipkart, which have a higher percentage of branded products. Industry analyses suggest that the average order value on Meesho is significantly lower than on competing platforms, which can be explained by its conscious emphasis on pricing and accessibility by mass markets. 
Moreover, the pricing approach adopted by Meesho enjoys the advantage of increased involvement of smaller cities consumers in the Indian digital economy. Since the price sensitivity has been one of the strongest determinants in online buying behavior, the price factor, affordability, discounts and free delivery are some of the factors that affect platform choice and buying intention. Research demonstrates that consumers tend to utilize the e-commerce sites that provide transparent price benefits and value perception (Li and Chen, 2024; Abdulsalam et al., 2024).
Table 4.1: Key Elements of Meesho's Pricing Strategy
	Pricing Strategy Element
	Strategic Purpose
	Consumer Benefit

	Low Product Pricing
	Attract price-sensitive consumers
	Greater affordability

	Zero-Commission Marketplace
	Reduce seller costs
	Lower product prices

	Discount and Promotional Offers
	Increase purchase intention
	Higher perceived savings

	Value-Commerce Model
	Target mass-market consumers
	Better value for money

	Focus on Tier-2 and Tier-3 Cities
	Expand customer base
	Increased accessibility

	Affordable Product Portfolio
	Encourage frequent purchases
	Reduced financial risk


On the whole, pricing strategy of Meesho is a conscious reflection of the peculiarities of the Indian e-commerce market. The company has focused its competitive advantage on affordability, accessibility and value creation as opposed to directly competing with Amazon and Flipkart on the strength of their premium services and/or logistics. Through its ability to focus on price-sensitive consumers and cut cost structures throughout its marketplace ecosystem, Meesho has created a solid presence in the fast-growing value-commerce market segment in India. This strategic core gives the rationale as to why the platform can frequently deliver lower prices than competitors, which is discussed in the next section.
[bookmark: _Toc237179643]4.3 Why Meesho Offers Lower Prices than Amazon and Flipkart
4.3.1 Cost Leadership and Operational Efficiency
The cost leadership strategy is one of the key factors that enable Meesho to provide cheaper prices than Amazon and Flipkart. Porter (1985) points out that cost leadership firms aim at minimising the operational costs and passing some of the cost benefits to the consumers through the provision of low prices. As opposed to Amazon and Flipkart who have invested in the development of warehousing facilities, high-end delivery networks, fulfilment hubs and subscriptions, Meesho maintains a relatively slender business strategy. This enables the company to keep the operating costs lower and concentrate on affordability as their main source of competitive advantage.
This distinction is especially notable in strategic priorities of the three platforms. Amazon and Flipkart compete based on service differentiation, with faster delivery, higher-level memberships, with the greater number of logistics networks and assurance of the brand. Although it improves customer experience, these investments also raise the cost of operation. In his turn, Meesho is concerned with cost-effectiveness and accessibility by mass-markets. It does not focus on the premium services but rather focuses on offering products at the best possible prices to the highly price-sensitive consumers. This difference is particularly applicable in India, where cost and convenience do not always affect the purchasing behavior, especially in terms of affordability, by middle-income families and in smaller town consumers (Bain and Company, 2025).
In addition, the swift growth of the Indian digital economy has made more consumers to demand value-based purchasing experiences. According to industry reports, it is projected that a large share of the future e-commerce demands will be the result of the Tier-2 and Tier-3 cities, where the level of disposable income is lower than in the metropolitan areas (IBEF, 2025). As a result, the focus of Meesho on affordability is relatively in line with the economic realities of its target market whereby the company can compete effectively without infrastructure investment parallels of its larger competitors.
[bookmark: _Toc237179644]4.3.2 Seller-Centric Marketplace Model
The second reason why Meesho has a lower price is its seller-centric marketplace model. Its zero-commission strategy made the firm to gain great market penetration initially as it lowered the entry barriers to small firms, home-based businessmen and unstructured retailers. Meesho helped merchants reduce their seller costs, allowing them to sell products at lower prices and still ensure satisfactory profit margins. 
This is one of the strategies that are vital in the Indian retail market where a big percentage of sellers are working on small margins and are very sensitive to platform pricing. Sellers on most traditional e-commerce websites face expenses of commissions, advertising expenses, warehousing and fulfilment programmes. These costs are often passed on to the prices of the final products and at the end of the day the consumers are the ones who bear these costs. On the contrary, the lower seller-cost structure of Meesho provides a pricing advantage in the direct benefit to consumers. 
The value of this model is not confined to mere cost cutting. Meesho has created a very competitive marketplace by stimulating the involvement of thousands of small and medium-sized sellers. Heightened competition by the sellers exerts a downward pressure on prices and will minimise the chances of excessive mark-ups. As a result, the consumers will have a greater number of cheap options available, which will reinforce the platform as a value-focused marketplace.
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The other significant reason why Meesho has lower pricing is due to its product portfolio. Meesho has significantly invested in unbranded locally sourced and value products as opposed to others like Amazon and Flipkart, which use a substantial portion of the marketplace to feature established national and international brands. The manufacturing, branding and marketing costs of such products are usually lower, and thus sellers can be able to sell the products at considerably low prices. 
This strategic emphasis is an expression of greater insight into the priorities of consumers in the value-commerce market of India. It has been argued that consumers who are highly price-sensitive may be more concerned with functional value as opposed to brand prestige when making their purchasing choices (Schiffman and Wisenblit, 2019, Solomon, 2020). To most families especially in the smaller cities and semi-urban centers perceived utility of a product usually matters more than its brand name. Meesho takes advantage of this tendency and markets its goods that will meet the fundamental consumer needs, as well as remain affordable. 
This strategy has proven to be effective in its user demographics. The industry estimates that over 205 million Meesho users are based in non-metropolitan areas and about 90% of orders are placed in Tier-2 and Tier-3 cities. These statistics imply that the development of the company is highly interconnected with the consumers who are eager to find low-cost options and think over the prices before buying goods. Behaviourally, the decrease in price results in a higher perceived value and lesser financial risk of online shopping, and consumers are more inclined to try new vendors and products (Li and Chen, 2024; Abdulsalam et al., 2024).
4.3.4 Price Index Investigation
A simple price index investigation was used to make the price-positioning comparison easier to interpret. Amazon is treated as the reference point at 100, while Flipkart is shown at 85 and Meesho at 70 in Figure 4.1. On this relative basis, the index suggests that Flipkart is about 15% lower and Meesho about 30% lower than the Amazon benchmark. The index should be read as an indicative comparison rather than an exact market-wide average, because product mix, seller offers and promotional prices vary across the three platforms. Even so, the pattern supports the wider finding that Meesho competes primarily through affordability and value-oriented pricing.
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Figure 4.1: Comparative Price Positioning of Major E-Commerce Platforms
Table 4.2: Factors Enabling Meesho's Lower Prices Compared with Amazon and Flipkart
	Factor
	Meesho
	Amazon
	Flipkart

	Core Strategy
	Cost Leadership
	Differentiation
	Differentiation

	Operational Structure
	Lean
	Extensive Infrastructure
	Extensive Infrastructure

	Seller Fees
	Lower
	Higher
	Higher

	Focus on Tier-2 & Tier-3 Cities
	Very High
	Moderate
	Moderate

	Product Portfolio
	Mostly Value-Oriented
	Mixed
	Mixed

	Premium Services
	Limited
	Extensive
	Extensive

	Average Price Competitiveness
	High
	Moderate
	Moderate

	Value-Commerce Orientation
	Strong
	Limited
	Limited


Source: Developed by the researcher based on Porter (1985), Bain & Company (2025), IBEF (2025), Meesho (2025), Liu and Li (2025), and industry reports.
[bookmark: _Toc237179646]4.4 Impact of Lower Pricing on Consumer Buying Behaviour
[bookmark: _Toc237179647]4.4.1 Influence of Affordability on Purchase Intention
One of the most impactful aspects of consumer buying behaviour in Indian e-commerce market is pricing. Affordability in terms of cost is a key factor to many online shoppers at least those based on middle-income households and in less developed cities, and not the brand name or higher-end service options. The pricing strategy by Meesho specifically targets this consumer segment since the pricing of its products are relatively lower than the prices of major competitors. By extension, the low prices are an effective motivator that enhance purchase intention and amplify consumer behaviour towards using the platform. 
The Theory of Planned Behaviour states that consumer intentions are informed by the perceptions of the perceived benefits and consequences of a purchasing decision (Ajzen, 2020). With online shopping, low prices decrease the financial risk of buying a product and enhance product attractiveness. The study by Abdulsalam et al. (2024) established that the affordability and discount prices can play a major role in influencing the decision to make purchases online because of the increased perceptions of value by the consumer. Likewise, Li and Chen (2024) state that consumers are more apt to fulfil online transactions when they recognize a definite price benefit over the competing options. Thus, the affordability-oriented approach promoted by Meesho makes consumers more likely to buy certain products as it makes them look more affordable and economically appealing.
[bookmark: _Toc237179648]4.4.2 Perceived Value and Customer Satisfaction
In addition to affecting the initial purchase choice, lower prices also have an impact on how customers will judge the overall value that they experience when using an e-commerce platform. Perceived value is when the consumer evaluates the value/benefits gained against costs incurred in a transaction (Zeithaml et al., 2018). Consumers are never after the lowest price in the highly competitive markets, but they are after maximum value of money. The success of Meesho will indicate that a significant number of consumers have found an appealing balance in the platform in terms of its affordability and utility of products. 
This is an especially significant relationship in the value-commerce segment of the Indian market. The Tier-2 and Tier-3 cities consumers generally tend to compare prices on various platforms before making a purchase decision. Consumers are more likely to be more satisfied when they can acquire products at reduced prices without much loss in functionality or usability. According to Hult et al. (2019), actual purchase experiences that are either below or above the expectations by consumers have a very strong impact on customer satisfaction. In the case of Meesho, affordability is likely to create satisfaction since consumers will feel that they have made good bargains and got maximum value of their money. 
Moreover, psychological pricing impacts also create value perceptions on the part of consumers. Chen (2023) discovered that the price presentation techniques can play an important role in influencing consumer assessment during the online purchasing process. As a result, the decreasing prices can be interpreted by consumers as signs of a higher value, especially in cases when the comparisons with other platforms show significant price variations. This observation aligns with Chen (2023), who suggested that favourable price perceptions contribute greatly to the perceived value of consumers and overall likelihood of online buying.
[bookmark: _Toc237179649]4.4.3 Impact on Repurchase Intention and Consumer Loyalty
Lower pricing can have a far-reaching effect on the buying behaviour and consumer long term relationships with the platform. When the same consumers always feel that a platform is affordable, they will tend to repeat purchase there again and the intent to repurchase will be high. This is especially so in case of e-commerce markets wherein switching costs are not high as well as consumers can easily compare competing platforms. 
Previous studies show that customer satisfaction is a decisive factor in creating repeat buying and repeat loyalty (Chen et al., 2021; Kumar and Reinartz, 2018). Affordability plus decent product experiences will increase the likelihood of consumers considering the platform as a trusted value source. Consequently, the reduced price also helps to attract new consumers, and it is also a factor that helps retain customers by promoting a positive attitude towards the platform. 
The connection between pricing and loyalty is not quite that simple, nevertheless. Although price reductions can lead to repeat buying, over dependence on price discounts can inhibit the emergence of stronger emotional attachment to customers. Price-based advantages may not be unique since competitors are able to easily copy discounts and promotional campaigns. Thus, long-term loyalty demands that the platforms should reinforce the cost-effectiveness with reasonable quality of service, reliability of the products and good customer experiences (Lemon & Verhoef, 2016). Lower pricing can be a good tool to bring in customers as it was in the case Meesho, however, the long-term loyalty is determined by the platform capability to continue delivering value to the customers on an ongoing basis than just by price alone.

Table 4.3: Impact of Lower Pricing on Consumer Buying Behaviour
	Consumer Behaviour Factor
	Impact of Lower Pricing
	Expected Outcome

	Purchase Intention
	Increases willingness to buy
	Higher sales volume

	Perceived Value
	Enhances value-for-money perception
	Greater consumer satisfaction

	Customer Satisfaction
	Improves post-purchase evaluation
	Positive shopping experience

	Repurchase Intention
	Encourages repeat purchases
	Increased customer retention

	Consumer Loyalty
	Strengthens platform preference
	Long-term customer relationships


In general, the reduced costs are an important factor that determines consumer purchasing behaviour in the Indian e-commerce market. Acting as a way to lower financial barriers, increasing perceived value and motivating to make a repeat purchase, the affordability-based strategy of Meesho becomes highly compatible with the preferences of the price-sensitive customers. The results indicate that pricing still is a strong predictor of purchase intention, customer satisfaction and repurchase behaviour, especially in the fast-growing value-commerce sector. As a result, the competitive advantage of Meesho is not only rooted in providing low prices but in its capacity to transform low prices into perceived value and long-term consumer interactions.
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Figure 4.2: Conceptual Relationship Between Lower Pricing and Consumer Buying Behaviour
[bookmark: _Toc237179650]4.5 Strategic Implications for Value-Commerce
The proliferation of Meesho proves that value-commerce has become a prominent company in the Indian e-commerce sector. Value-commerce is based on accessibility and perceived value unlike traditional e-commerce models who have been mostly competing on product variety, top-quality services and speedy delivery. The fact that Meesho is successful implies that a large portion of Indian shoppers give more importance to the economic values instead of the high-end shopping experiences, especially in Tier-2 and Tier-3 cities with relatively lower disposable incomes. The strategic implications of this change are crucial not only to the current players in the market, but also to the upcoming entrants in India to compete in the fast-growing digital retail market. 
Among the implications is that affordability is gradually turning into a competitive advantage, as opposed to a promotional tool. The expansion of Meesho means that customers are ready to change platforms in case more substantial advantages in terms of price are provided. The observation confirms the argument by Porter (1985) that the ability of cost leadership to offer sustainable competitive advantage can be achieved when companies effectively synchronize their operational systems with customer requirements. Meesho has managed to outmanoeuvre its bigger competitors by creating a business model that focuses on low operational costs, access to sellers and products-oriented towards value creating. This, in turn, implies that e-commerce companies can no longer afford to solely depend on service differentiation and must start paying ever-increasing attention to affordability as its fundamental part of competitive strategies.
The other strategic implication is to do with the increasing significance of non-metropolitan markets. Reported by industry, a significant portion of the future business of e-commerce in India will be based on Tier-2 and Tier-3 cities, where the consumers are more likely to be characterized by price sensitivity as compared to their urban equivalents (Bain & Company, 2025; IBEF, 2025). The fact that Meesho has been successful in these areas underscores the need to learn local buying behaviours and tailor business strategies to suit them. Companies that do not meet the needs of these consumers in terms of affordability might not be able to enjoy the growth of the market in future irrespective of their technological prowess or their brand name. The increased role of the value-commerce is representative of the wider shifts in digital retailing where affordability and value to customers have emerged as core competitive points of differentiation (Chaffey & Ellis-Chadwick, 2022). 
The sustainability of value-commerce in the long run however is very challenging. Even though low pricing is an effective strategy that can help an organization to attract consumers and raise the volume of the transactions, too much reliance on price war can lessen the profitability and raise the intensity of competition. With competitors like Amazon and Flipkart developing their own value-commerce products in the form of Amazon Bazaar and Shopsy, keeping a price edge might grow more challenging. Magretta (2012) states that sustainable competitive advantage demands organisations to develop value that cannot be easily imitated by the competitors. Thus, Meesho should make sure that the affordability should be accompanied by quality of products and customer experience with reliability of the platform.
Moreover, the results indicate that the key to success in value-commerce in the future lies in the attainment of the right balance in terms of affordability and customer satisfaction. Although low prices are one of the key motivators of consumer behaviour, there is a necessity to build trust, reliability and positive customer experiences to experience long-term growth (Kumar and Reinartz, 2018; Chen et al., 2021). Firms that can integrate competitive pricing and steady quality of their services have the better chance of enjoying sustainable customer retention as well as long-term profitability. 
The increase of value-commerce is a manifestation of the greater shift in the consumer behaviour of the Indian e-commerce market. As the experience of Meesho shows, affordability can be a potent strategic tool with operational efficiency and a perception of consumer needs behind it. Nevertheless, to maintain such a lead, the company will have to keep innovating and be capable of providing customer value in ways other than price alone in a digital marketplace that is becoming increasingly competitive.
Even though this pricing approach of affordability has helped Meesho to grow, the sustainability of this benefit over the long-term is questionable. Overdependence on low prices can cause consumer price elasticity and customers will run away more frequently to rival platforms, offering the same discounts. Moreover, ongoing price war might have adverse effects on profitability of sellers, quality and service levels of products. Low pricing is effective in attracting customers, but the value proposal requires to be expanded to include trust, reliability and customer satisfaction, as part of sustainable competitive advantage. Thus, Meesho will have to balance between cost leadership and value creation to remain competitive in the dynamic Indian e-commerce market in the long-term. (Porter, 1985; Magretta, 2012)
[bookmark: _Toc237179651]4.6 Chapter Summary
This chapter has critically discussed the pricing strategy of Meesho and how this affects the consumer buying behaviour in the Indian e-commerce market. As the analysis has proven, the key factor that helps Meesho to provide lower prices than Amazon and Flipkart is its cost-leader business model, marketplace model based on sellers and value-oriented products. These aspects help the company to attract price-sensitive customers, especially those in Tier-2 and Tier-3 cities. 
The chapter also pointed out the large impact of lower pricing on purchase intention, perceived value, customer satisfaction and repurchase intention. Lowering the financial barriers, adding value-to-money Meesho has been able to establish itself as a value-commerce platform. Nevertheless, the paper has also highlighted the fact that affordability might not be adequate in the maintenance of long-term competitive advantage. The success in the future will be determined by how the company will balance between low prices and quality of their products, their customer confidence and reliability in their services. In sum, the results show that the value-commerce is transforming competitive trends in the Indian e-commerce sector and establishing new possibilities of consumer-centric pricing.
[bookmark: _Toc237179652]Chapter 5: Conclusion and Recommendations
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This study examined how Meesho’s pricing strategies influence consumer buying behaviour in the Indian e-commerce market. The main focus was on affordability, discounts, promotional offers, free delivery and the wider value-commerce model used by Meesho. The analysis shows that pricing is an important part of consumer decision-making, especially for price-sensitive buyers, but its effect is stronger when low prices are supported by acceptable product quality, trust and a satisfactory shopping experience. The findings therefore show that price works as part of a wider value proposition rather than as a separate factor on its own.
In relation to the first research question, the findings indicate that consumers generally perceive Meesho’s pricing strategy in terms of affordability and value for money. Lower product prices, discounts and free-delivery offers reduce the financial burden of online purchases and make the platform more attractive to consumers who compare prices before buying. Meesho’s low-cost marketplace structure also supports this perception because lower seller costs can contribute to more affordable product prices. This is particularly relevant in Tier-2 and Tier-3 cities, where price sensitivity is higher and consumers are more likely to give importance to practical value rather than premium branding. Therefore, the evidence suggests that Meesho’s pricing is mainly viewed positively when consumers believe that the savings are genuine and the product still provides reasonable value.
The second research question considered how these pricing strategies influence purchase intention, perceived value, customer satisfaction and repurchase intention. The analysis shows that lower prices can increase purchase intention by reducing perceived financial risk and making products easier to afford. This is consistent with the Theory of Planned Behaviour, because favourable price perceptions can support a stronger intention to purchase (Ajzen, 2020). The findings also support Perceived Value Theory, as consumers judge a purchase by comparing the benefits received with the money and other costs involved (Zeithaml et al., 2018). Discounts, promotional offers and free delivery can therefore improve the value consumers believe they receive. When the product and shopping experience meet expectations, this can increase satisfaction and make repeat purchases more likely. The conclusion for the second research question is that Meesho’s pricing has a clear positive influence on the main buying-behaviour outcomes examined in this study.
For the third research question, the study finds that Meesho’s pricing strategies are effective in attracting and retaining price-sensitive consumers. Its low-cost marketplace structure, lower seller costs and value-oriented product range allow the platform to compete through affordability rather than premium services. This approach fits the needs of many consumers in non-metropolitan markets and helps explain Meesho’s strong position among value-conscious shoppers. Lower financial barriers can encourage consumers to try the platform, while repeated experiences of reasonable value can support repurchase intention. However, the findings also show that low prices alone cannot guarantee long-term retention. Consumers can easily compare competing platforms, so continued loyalty depends on whether Meesho can combine competitive pricing with reliable products, service quality and a consistent customer experience.
The wider evidence on the Indian e-commerce market also supports these conclusions. Tier-2 and Tier-3 cities are becoming increasingly important to online retail growth, and consumers in these markets often show greater sensitivity to price and value (Bain & Company, 2025; IBEF, 2025). Meesho’s affordability-focused model is therefore well matched with an important section of the market. At the same time, the study suggests that the company should avoid depending too heavily on continuous discounting. Competitors can copy price offers, while excessive price competition may weaken profitability and perceived quality. The stronger approach is to maintain affordability while also improving product reliability, seller performance and the wider customer experience.
Overall, the three research questions are answered by showing that Meesho’s pricing is positively perceived by value-conscious consumers, has a clear influence on purchase intention, perceived value, satisfaction and repurchase intention, and is effective in attracting and retaining price-sensitive customers. The main conclusion is that affordability is a strong competitive advantage for Meesho, particularly within the value-commerce segment of the Indian market. However, sustainable success requires the company to convert low prices into wider customer value through trust, product reliability and satisfactory service. In this way, pricing remains important not only for gaining customers but also for supporting longer-term consumer relationships in the Indian e-commerce market.
[bookmark: _Toc237179654]5.2 Recommendations
Considering the results of this paper, several suggestions are offered to Meesho and other e-commerce companies that function with the value-commerce niche. 
To start with, Meesho must carry on with its low-cost strategy, but it should also enhance its product quality at the same time. In as much as low prices will lure consumers, in the long-term customer satisfaction will be based on consistency and reliability of products purchased. To increase consumer trust and decrease the threat of negative purchasing experiences, it would be beneficial to improve quality control mechanisms.
Second, the company would have more investment in the seller monitoring and performance management systems. As many products are sold by independent sellers, the consistency of services is essential in keeping customer satisfaction. More effective seller assessment mechanisms may lead to a better platform credibility and increase customer trust. 
Thirdly, by leveraging consumer data analytics, Meesho can use it to create more targeted promotional efforts and individualised pricing strategies. Insight data can assist the company to view the consumer preferences in a better light and maximise promotional efforts as well to enhance marketing performance and consumer reach.
Lastly, Meesho must expand further in the Tier-2 and Tier-3 cities, where it can grow more substantially. The company will be able to offer more enhancement to its competitive stance and promote sustainable long-term development by adjusting pricing, product selection and promotion strategies to the unique needs of the consumers in these markets. 
Moreover, Meesho must transition to a less competitive approach based on purely prices to a value-enhancement approach. Affordability is crucial to attracting consumers, but in the long run, customer trust, reliability and service quality will become important to achieving success. Customer experience could be enhanced with investing in artificial intelligence-based products recommendations, improved systems to verify sellers and customised promotional campaigns, keeping price competitiveness. Moreover, the company must have a constant watch on the variation in the consumer expectations and competing strategies to be certain that its value proposition is not outdated. By ensuring affordability and greater platform quality and customer interaction, Meesho will be able to enhance its competitiveness as well as mitigate the strategic risks related to over-reliance on low-price competition.
Finally, to be successful in the future, Meesho will not only have to continue with lower prices but also provide value in a continuous manner, trust and customer satisfaction. The strategy of offering both low cost and quality services has a high probability of being a good platform upon which the company can establish a long-term competitiveness in the dynamic e-commerce environment in India.
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[bookmark: _Ref237742719]Appendix:
Research Questions Used to Assess Relevance
RQ1: What does existing evidence indicate about consumers’ perceptions of Meesho’s pricing strategies in the Indian e-commerce market?
RQ2: What does published evidence show about how Meesho’s pricing strategies influence consumer buying behaviour, including purchase intention, perceived value, customer satisfaction, and repurchase intention?
RQ3: Based on existing evidence, how effective are Meesho’s pricing strategies in attracting and retaining price-sensitive consumers in the Indian e-commerce market?
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