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Abstract: 

 This article covers the impact of pricing strategies on consumer behavior and loyalty, and 

more importantly the role of Artificial Intelligence (AI) in making a difference. The traditional pricing 

strategies, such as cost-plus pricing, competitive pricing and value-pricing are discussed and assessed 

in terms of their high impact on customer perceptions, buying behavior and retention in the long term. 

The current marketplace dynamic environment in which there is an abundance of data indicates the 

shortcomings of one-size-fits-all pricing. As a result, AI-based dynamic pricing acquires a major place 

in the list of innovations, providing an unparalleled opportunity for businesses to maximize revenue, 

reach personalized customer satisfaction and gain a specific competitive edge. AI algorithms can 

analyze vast amounts of data and accurately forecast changes in demand, effectively segment 

customers, and optimize prices in real-time. Ultimately, more precise strategic decisions lead to greater 

operational efficiency and reactivity to a market. The article provides a synthesis of the current 

academic literature on the topic, critically analyzing its benefits and underlying issues related to the 

concept of AI in pricing. It particularly highlights the importance of maintaining good moral order to 

ensure the achievement of consumer confidence and fair conduct. The overall goal is to offer a 

comprehensive understanding of how strategically leveraging pricing can drive sustainable business 

growth and build lasting customer relationships, supported by the strength of AI tools. 
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1. INTRODUCTION 

 

One of the indivisible components of effective business strategy is pricing. Besides being 

a monetary amount, price communicates brand perception, quality, and implicit value, 

which strongly influences consumer patronage and financial well-being of an 

organization (Kosova and Krasniqi, 2025; Kotler and Armstrong, 2011). In modern 

markets where highly informed and advanced consumers have widespread access to 

information, businesses have to carefully design pricing strategies that will be consistent 

with customer expectations and market dynamics. 

 Price refers to the overall estimated value that is applied for product use, 

ownership, or benefits (Bearden, Ingram and Lafforage, 2014). Corporately, the pricing 

objectives are not just based on cost recovery but should also be able to meet all the costs 

involved as well as provide enough profit margins to ensure that the business grows and 

is stable (Nikoomaram & Jafari, 2011). 
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The various pricing approaches have varying implications on the level of customer 

patronage. Supermarkets are known to use competition-based pricing, using competitor-

type data, to determine price points (Liozu & Hinterhuber, 2012). The other noticeable 

strategy is Everyday Low Pricing (EDLP) whereby the businesses promise to be under 

price every day. It has been found that EDLP is often chosen by customers who value 

regular low costs- especially in price-sensitive markets such as Nigeria, which has large 

proportions of low-income earners (UNDP, 2017). 

 The case of Shoprite Nigeria is an example of the problem of pricing strategies. 

Although the introduced competition-based, EDLP, and value-based approaches had a 

positive impact on customer retention, Shoprite experienced significant sales decrease 

and the threat of exiting the market. This brings out the fact that as much as pricing is 

vital, operational issues and macroeconomic forces (inflation, currency volatility) in most 

cases prevail over pricing efficacy, as a result of the complexity of business sustainability. 

 

2. METHODOLOGY AND LITERATURE REVIEW 

 

The article combines the results of various research methods: qualitative literature 

review, case study-based empirical research, and AI-based pricing experiments. The 

strategy is informed by academic publications, thesis, and trade articles that consider the 

effects of pricing on customer behavioral trends and the use of AI. 

 

2.1. Key Case Studies 

Using 150 respondents in the Nigerian states, Shoprite Nigeria (Mbey, 2022) empirically 

investigated the effects of competition-based pricing, EDLP pricing, and value-based 

pricing on retention. Every strategy had a positive impact on retention, but the effects of 

pricing were overshadowed by macroeconomic forces, which should highlight that the 

supportive business environments are vital. 

 To investigate data-driven dynamic pricing in offline reinforcement learning, 

E-commerce Fashion Retail (Moravcik, 2021) applied Conservative Q-learning - CQL and 

Behavioral Cloning (BC) on real-world e-commerce data. Findings indicated that AI 

approaches were largely more effective than the use of static pricing by at least 27% in 

simulated tests and had performance akin to that of human professionals. This illustrates 

the practical viability and huge advantages of AI in optimizing prices of perishable or 

finite-stock goods, with relatively small data sets (Kosova and Krasniqi, 2025). 

 

3. PRICING STRATEGIES AND AI APPLICATIONS 

 

3.1. Traditional Pricing Strategies 

It is known that pricing is one of the most important marketing elements, which has a 

direct impact on the sales volume, profit margins as well as market positioning (Avlonitis 

and Indounas, 2006). Key strategies include as shown in Table 1: 

 

Table 1. Key Traditional Pricing Strategies and Characteristics 

Pricing Strategy Focus Primary Advantage Primary Disadvantage 

Cost-Oriented Pricing Production costs + profit 

margin 

Simple calculation; stable 

prices 

Ignores customer value 

perception 

Competition-Based 

Pricing  

Competitor pricing levels Market alignment Risk of price wars; 

margin erosion 

Value-Based Pricing Customer perceived 

value 

Higher margins; 

customer loyalty 

Requires deep customer 

understanding 
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Everyday Low Pricing 

(EDLP)  

Consistent low prices Customer trust; 

predictable sales 

May reduce perceived 

quality 

Premium Pricing Exclusivity & quality 

perception 

Substantial margins Limited market segment 

appeal 

 

Pricing perception by customers is a multi-dimensional concept that involves price 

quality affiliation, price awareness, prestige awareness and value awareness (Gecti, 

2014). In this regard, pricing systems should be able to capture the inherent value of 

customers with regard to products. 

 

3.2. Machine Learning in Pricing 

Big data growth and the development of processing technologies in unprecedented 

proportions have triggered the popularity of data-driven and dynamic pricing models 

(Wamba et al., 2017; Roine, 2019). Machine learning contributes to the automated price 

changes in real-time due to various factors that impact it (Kosova and Krasniqi, 2026). 

 

Table 2. Machine Learning Types in Pricing Applications 

ML Type Application Method Key Advantage 

Supervised Learning Demand Forecasting Trains on historical price-

demand pairs 

Accurate demand 

prediction 

Unsupervised Learning Customer Segmentation Clusters customers based 

on multi-dimensional 

data 

Enables tailored pricing 

for segments 

Reinforcement Learning 

(RL) 

Optimal Pricing Policy Learns through iterative 

trial-and-error 

Optimizes long-term 

cumulative rewards 

 

The principle of Algorithmic Pricing is based on the use of sophisticated computer 

algorithms to adjust the price dynamically, which is why pricing is viewed as a 

complicated optimization problem that maximizes profits, and where continuous learning 

takes place (Aparicio & Misra, 2023). Granular price discrimination among groups and 

with each customer can be achieved through algorithms, which modify themselves 

according to real-time competitor information, changes in demand, and customer 

behavioral patterns (Seele et al., 2019b). 

 Offline Reinforcement Learning (Offline RL) in particular can be applied to 

real-life e-commerce applications where learning in live environments would be too 

financially unsafe, and so it is possible to learn using the previously existing, non-live 

data sets without the need to operate live simulators (Moravcik, 2021). 

 

4. RESULTS AND DISCUSSION 

 

4.1. Impact of Pricing Strategies on Customer Behavior 

Studies have clearly shown that the pricing strategy has a powerful effect on customer 

behavior and retention, as it is measurable. Competition-based price is critical in market 

positioning, but it faces the risk of low profit margins when regulated non-strategically 

(Onyeaghala, Danladi, and Amadi, 2019). Transparency and less effort in making 

comparisons, make EDLP a very effective tool in fostering loyalty, especially where the 

market is price sensitive (Mbey, 2022). Value-based pricing is always correlated 

positively with profitability; the customers who perceive a high value show a high 

inclination to pay high prices (Tonai, Milan, and Larentia, 2017). 

 The strategic significance of pricing is supported by the empirical evidence: 

Kosova et al. (2026) discovered pricing strategies have a significant impact on the 

performance of firms in a Nigerian brewing industry. Kosova and Krasniqi (2025) 
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established that customers directly form their perceptions of the value of prices, where 

competitor pricing has a strong positive effect on the purchasing decision, and Tabaku et 

al. (2026) revealed that the cost of sales and the company objective have a significant 

positive impact on asset returns. 

 

4.2. Benefits of AI-Driven Pricing 

There are massive transformative advantages in strategic AI infusion in price 

mechanism: 

 

Table 3. Comparison of Traditional and AI-Driven Pricing Approaches 

Metric Traditional Pricing AI-Driven Dynamic Pricing 

Adjustment Frequency Weekly/Monthly (manual) Real-time (automated) 

Data Processing Limited; manual analysis Extensive; vast datasets 

Customer Segmentation Broad segments Granular micro-segments 

Personalization Level Segment-level Individual-level 

Response Speed Slow (days/weeks) Instantaneous 

Human Intervention High (frequent) Minimal 

Revenue Optimization Moderate High (27%+ improvement 

proven) 

Data Quality Dependency Low Critical 

 

Greater Precision and Optimization: AI-based decision-making algorithms based on 

Reinforcement Learning (RL) and Imitation Learning (IL) processes, process and analyze 

large, complex datasets, successfully predict customer demand, target customers on a 

granular level, and modify prices dynamically (Moravcik, 2021; Seele et al., 2019b). 

 Automation and Efficiency AI-based systems automate price manipulations 

involving human effort, which makes them significantly quick to operate with and 

responsive to market fluctuations (Assad et al., 2020). 

Personalization at Scale: AI enables the use of highly personalized pricing, which 

would be related to their individual customer behavior, buying history, and traits, 

improving customer experience and significantly improving the conversion rate 

(Hermann, 2021). 

Flexibility and Competitive Edge: AI-based dynamic pricing can ensure that the 

companies maintain a competitive edge in dynamic e-commerce environments by 

continuously adapting to market conditions, inventory levels, and extraction. 

 

4.3. Critical Challenges 

While the introduction of AI pricing has high positive factor, it is followed by significant 

barriers: 

 

Table 4. AI Implementation Challenges and Mitigation Strategies 

Challenge Impact Level Mitigation Strategy 

Data Requirements and Quality Critical Invest in robust infrastructure; implement 

rigorous cleaning protocols; use diverse sources 

Ethical Concerns and Fairness High Establish transparent guidelines; communicate 

changes clearly; implement fairness safeguards 

Complexity and Over-Reliance High Maintain human oversight; conduct regular 

audits; implement hybrid human-AI decisions 

Market Acceptance Moderate Phase implementation gradually; invest in 

infrastructure; educate customers; start with e-

commerce 
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Data Requirements and Quality: AI needs a vast amount of varied data of quality. 

This is because of the absence of high-quality data, which leads to bad pricing decisions, 

which have the potential to destroy initiatives (Moravcik, 2021; Shim and Taylor, 2019). 

Ethical Concerns and Fairness: Fairness and transparency in price discrimination 

involving AI are a serious problem. Invariable price creates uncertainty among 

consumers and eliminates trust (Seele et al., 2019). The reason is that businesses are 

forced to pay a lot of attention to moral principles and truthful interaction with clients 

(Markula, 2023). 

Complexity and Over-Reliance: The intricate AI algorithms are black box and they 

can hardly be understood, interpreted and audited. Such complexity may result in over-

dependence without effective human control that can have far-reaching financial 

implications (Markula, 2023). 

 

CONCLUSIONS  

 

The study of price strategies and the subsequent impact on consumer behavior, which is 

amplified by the AI functionality, is the signifier of the paradigm shift of the 

contemporary business functioning. The models of strategic pricing that are founded on 

the traditional cost-oriented and competitive models can be evaluated in terms of the 

more sophisticated models of value-based pricing and dynamic pricing as the roots of the 

ability to influence customer perceptions and determine the profitability of the business 

and its capacity to retain customers in the long term. 

 Research has always affirmed that good pricing is never static but very dynamic 

and this needs continual adjustment to the market forces and the shifting psychology of 

the consumers. The case of Shoprite Nigeria demonstrated that macroeconomic factors 

can strongly question the implemented pricing strategies and can also have a detrimental 

impact on the business due to the multidimensional nature of business success. The e-

commerce fashion retail research demonstrated, in its turn, practical, significant benefits 

of AI-driven dynamic pricing, which implies significant improvement of performance 

compared to the traditional ones. 

 The new pricing era is undoubtedly brought about through AI. The 

Reinforcement Learning and Imitation Learning algorithms provide the accuracy in 

demand forecasting, customer segmentation, and real-time price optimization that the 

algorithms used previously could not have provided. Such strong power enables the 

businesses to defy the overall market trends and use the most individualized pricing that 

takes a close care in personalizing the offers to the particular customer behaviors and 

preferences. The automation with AI results in major efficiencies in the operations, which 

implies that manual labor is reduced significantly, and the capability to react to the shifts 

in the market with astonishing speed and the quickness, which is a decisive competitive 

edge in the digital world of extreme competition today. 

 However, there is no straightforwardness and ethics behind the procedure of 

incorporating AI into the pricing systems. The discrimination of prices and rapid price 

changes, along with the veil of secrecy of algorithms, all contribute to the lack of consumer 

confidence and place fairness in a different perspective. The businesses should respond 

proactively to such problems by putting the ethics first and maintaining the line of 

communication straight and having customer-oriented strategies behind. The quality, 

integrity, and diversity of data that could be the input of AI models are, of course, given 

the utmost priority since unstructured data will always present the non-optimal pricing 

decision. 
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The second wave of pricing is refined synergy: high-tech algorithms that will inform and 

serve human judgment and enable companies to give a customer the correct price at the 

correct time. The integrated approach will build a stronger, more dependable customer 

relation and ensure growth in the long term. The companies that perform well in this fine 

art will definitely be at the right position to perform and capture the dynamic and 

competitive market environment in the world. 

 

 

REFERENCES 

 
1. Kosova, A.M., & Krasniqi, M. (2025) The Evolution of Price: From Ancient Value Concepts to Artificial 

Intelligence. Interdisciplinary Journal of Research and Development, 12(3), 306.  

2. Kotler, P., & Armstrong, G. (2011). Principles of Marketing. Pearson Education. 

3. Bearden, B., Ingram, T. and Lafforge, B. (2004). Marketing principles and perspective. Mcgraw Hill Companies, 

New York. 

4. Nikoomaram, H., and Jafari, P. (2011). Contemporary marketing practice in large manufacturing firms in Iran. 

African Journal of Business Management, 5(12), 4677-4685. 

5. Liozu, S., & Hinterhuber, A. (2012). Competition-based pricing as the use of vital information concerning a 

competitor's pricing system. 

6. UNDP (2017). Human Development Index. Retrieved from Vanguard, September 18th 2018. 

7. Avlonitis, G. J., and Indounas, K. A. (2006). Pricing practices of service organizations. Journal of Services 

Marketing, 346--356. 

8. Hinterhuber, A., & Liozu, S. M. (2014). Mindful Pricing: Transforming organizations through value-based 

pricing. Journal of Strategic Marketing, 20(3), 197-209. 

9. Gecti, F. (2014). Examining price perception and the relationships among its dimensions via structural equation 

modelling. British Journal of Marketing Studies, 2(1): 1-11. 

10. Wamba, S. F., et al. (2017). New technologies and new ways of collecting data are constantly evolving. 

11. Roine, J. (2019). Data-driven pricing is not a new invention, but lately its use has become tremendously 

widespread. 

12. Kosova, A.M., & Krasniqi, M. (2026) Artificial Intelligence-driven Dynamic Pricing Optimization for the 

Albanian Electronics Market. In Proceedings of International British Congress on Interdisciplinary Scientific 

Research & Practices (pp. 654-661). 

13. Aparicio, M., & Misra, K. (2023). AI models frame this as a dynamic optimization problem with the goal of 

maximizing earning while learning. Journal of Business Research. 

14. Seele, P., et al. (2019b). Algorithmic pricing is a pricing strategy that is built on automated computer algorithms, 

that adjust prices for products and services in real-time. 

15. Moravčík, J. (2021). Data-Driven Automated Dynamic Pricing for E-commerce. Bachelor Thesis, Czech Technical 

University in Prague. 

16. Kosova, A.M., & Krasniqi, M. (2025) AI-Driven Pricing Strategies: Enhancing Business Efficiency. In 

Proceedings of 7th International Conference on Applied Engineering and Natural Sciences (pp. 143-149). 

17. Mbey, P. I. (2022). Effects of Pricing Strategies on Customer Retention: A Case Study of Shoprite Nigeria. Master 

Thesis, Istanbul Gelişim University. 

18. Onyeaghala, O., Danladi, S., and Amadi, C. (2019). Pricing strategy as a factor for sales performance of 

consumable goods. Noble International Journal of Business and Management Research, 3(3), 48-61. 

19. Tonai, M., Milan, G. S., & Larentia, L. (2017). Pricing Strategies and their impact on corporate profitability. 

20. Kosova, A.M., Tabaku, E., & Kosova, R. (2026) Development of Fintech in Albania and the Impact of Artificial 

Intelligence. International Journal of Advanced Multidisciplinary Research and Educational Development, 2(2), 

1195-1200.  

21. Kosova, A.M., & Krasniqi, M. (2025) The Artificial Intelligence Market in Albania: Development, Current Status 

and Future Trajectory. International Research Journal of Modernization in Engineering Technology and 

Science, 7(9), 2938-2947.  

22. Tabaku, E., Kosova, A. M., Kosova, R., & Shqopa, E. (2026). Artificial Intelligence in Academic Feedback: A 

Correlational Analysis of Chatgpt Use and Student Perceptions in Albanian Higher Education. Albanian 

Journal of Natural and Technical Sciences, 30(2), 190-210. 

23. Seele, P., et al. (2019). In a dynamic pricing (DP) strategy, the prices are dynamically changed to gain larger 

profits. 

24. Hermann, J. (2021). The power of artificial intelligence with big data integration as a powerful tool to personalize 

and segment large masses of people. 

25. Assad, A., et al. (2020). Dynamic pricing assisted by AI will make retail gasoline stations update their prices 

more frequently. 

26. Shim, J. P., & Taylor, M. (2019). The result of analytics is only as good as the input data. 



Anna Maria Kosova, Marsida Krasniqi– The Impact of Pricing Strategies on Customer Behavior 

and the Benefits of Artificial Intelligence 

 

 

EUROPEAN ACADEMIC RESEARCH - Vol. XIV, Issue 4 / July 2026 

238 

27. Markula, A. (2023). The Use of Artificial Intelligence in Dynamic Pricing Strategies. Bachelor's thesis, Aalto 

University. 

28. Kelly, L., and Willam, O.B. (2014). Dynamic Pricing and Consumer Fairness Perception. Journal of Consumer 

Research, 2(23), 56-62. 

29. Agolli, A. (2018). Strategjitë e Çmimeve dhe Ndikimi i tyre në Sjelljen e Konsumatorit. Tiranë: Universiteti i 

Tiranës. 

30. Dervinski, E. (2019). Analiza e Strategjive të Çmimeve në Tregun Shqiptar. Durrës: Universiteti "Aleksandër 

Moisiu". 

31. Kola, E. (2020). Optimizimi i Çmimeve me Anë të Inteligjencës Artificiale në E-commerce. Tiranë: Akademia e 

Shkencave të Shqipërisë. 

32. Muça, A. (2021). Çmimi Dinamik dhe Inteligjenca Artificiale: Një Studim Rasti në Industrinë e Turizmit. Tiranë: 

Universiteti Europian i Tiranës. 

33. Shehu, R. (2019). Përdorimi i Të Dhënave të Mëdha për Vendimet e Çmimeve. Tiranë: Universiteti Politeknik i 

Tiranës. 

34. Kotler, P., Armstrong, G., and Madéle T. (2010). Principles of marketing: global and Southern African 

perspectives. Cape Town: Pearson Education South Africa. 

 


