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Abstract 
E-commerce activities are becoming more and more popular, and the pricing of E-
commerce and the purchase rate of consumers all affect the social and economic growth. 
Therefore, this paper mainly studies the behavioral economics factors that affect the 
pricing of e-commerce. By analyzing and studying the common behavioral economy and 
consumption phenomena. Finally, it is concluded that the use of behavioral economics 
knowledge such as "anchoring effect", "loss avoidance" and "psychological account" in e- 
commerce will lead most consumers to make "irrational" purchase decisions, but a small 
number of "rational" consumers will still make correct decisions. Finally, this paper puts 
forward some suggestions for e-commerce pricing and consumer buying behavior. 
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1. Introduction 

The similarities between behavioral economics and consumer psychology: First, the common 
interest in the value of commodity value [1] , which is defined by behavioral economists as 
"reinforcement", while economists define it as the object of scarce consumption; Second, the 
interest in the selection process [1] , economists focus on the process of resource allocation, 
while for behaviorists. Selection process is the division of behaviors among competitors. In 
online consumption, some merchants increase their sales through discounts, activities, buying 
gifts and other sales means. However, these sales measures are all related to behavioral 
economy. Pricing should not only consider profitability, but also consumers' acceptability. 
Therefore, e-commerce can guess consumers' psychology, and understand the economic 
behavior of "irrational people", making better pricing and form marketing strategies. The 
consumption psychology of "rational people" also affects the economic development of the 
market, but the proportion of "rational people" is always a minority, while "irrational people" 
are the vast majority of consumers, so for e-commerce pricing, it is more valuable to study the 
consumption psychology and characteristics of "irrational people". 

2. Behavioral Economy Behind E-Commerce Activities 

Behavioral economics in e-commerce activities includes prospect theory, psychological account, 
loss avoidance and anchoring effect[2]. Prospect theory means that when people consume, they 
will consider the relationship between risks and benefits, so as to decide the consumers, and 
everyone has different risk attitudes. For example, the price of an e- commerce company is low, 
but the courier company it chooses delivers goods slowly. Some consumers will pay more 
attention to the price and the goods are not urgently needed, so they will choose this merchant; 
However, other consumers will consider the transportation risk and therefore do not choose 
this merchant. Psychological accounts refer to different things, and people will map them to 
different accounts for differentiation. Especially prominent in e-commerce activities are 
shopping points, shopping return coupons, etc. Even if consumers need to spend a higher 
amount of money first, consumers always put the returned points and coupons into 
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psychological accounts different from consumption, thus generating a sense of income. Such 
consumption measures will help improve the customer's repurchase rate. Loss avoidance 
means that consumers will avoid risks when purchasing goods. After all, the negative impact of 
loss is twice the positive impact of income. And contemporary young people pay special 
attention to their own interests. Uncertain online shopping risks, such as whether online 
products are qualified, whether they are consistent with propaganda, and whether their 
information will be leaked by merchants or web pages, will inhibit their willingness to shop 
online[3]. Finally, in the anchoring effect, people will be restricted by the initial information, 
resulting in decision bias. Among them, the most obvious one in e-commerce activities is 
discount sales, and the price before discount is anchored in consumers' psychology, so the price 
after discount makes consumers have preferential psychology, and the probability of 
purchasing products will be higher. 

3. Psychological Experiment 

The purpose of the experiment is to explore the behavioral economy that affects the pricing of 
e-commerce. 
Subjects: 100 consumers with more than one year's experience in online consumption, mainly 
women aged 16-30, because they are easily influenced by behavioral economy, and most female 
consumers are "irrational people", which is consistent with the research object of this paper; 
At the same time, there are middle-aged consumers and middle-aged consumers, which 
basically cover the consumer groups. 
Experimental content: This experiment is conducted in the form of a questionnaire survey. 
Subjects only need to choose the best pricing scheme among the following four options. In the 
experiment, the subjects can use the calculation tools to calculate, but they need to do it 
independently, and the time limit is less than 30 minutes. At the same time, all subjects should 
have participated in similar experiments. 
 
 

 
 

Figure 1. (pricing strategy) 
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4. Prediction and Analysis of Experimental Results 

Option 1:The simplest option, but also the most expensive one. The subjects are in the deviation 
psychology of being content with the status quo, that is, unwilling to think more about other 
options. E-commerce pricing uses consumers' deviation psychology of being content with the 
status quo to lower the prices of other options, so that the simplest and direct pricing scheme 
has the highest price. 
Option 2: The most complicated of the four options, the next cheapest one. Subjects will be 
unwilling to pay the deposit, because after paying the deposit, the subjects should consider the 
loss problems such as change of heart and forgetting, and people hate the loss, so they will avoid 
the loss. At the same time, the potential risks will be greater than the apparent benefits, and 
different consumers have different attitudes towards risks. This is the embodiment of prospect 
theory. 
Option 3: The best option, which can be calculated. Discount sales is the most common sales 
method and one of the most attractive sales methods for consumers. Subjects will put the 
returned five-yuan red envelopes into psychological accounts different from labor income, so 
they are more willing to take the initiative to spend. But some consumers will not make rational 
choices. This is because for some consumers, the negative benefits brought by recharging 25 
yuan are several times of the positive benefits of returning red envelopes and discounts, 
consumers will avoid losses and finally make "irrational" choices. 
Option 4: The concept of installment payment ahead of consumption has been deeply rooted in 
the hearts of the people in recent years, especially meeting the consumption needs of young 
people with limited disposable income at this stage, but it will also bring negative effects: the 
subjects only consider short-term interests and ignore long-term liabilities, thus indulging in 
online consumption. This makes consumers advance their credit or even their lives [4] for some 
illusory material enjoyment, and eventually become material slaves. This option fully reflects 
the anchoring effect. Because the original price is noted next to the current price, the original 
price is set in the hearts of consumers like an "anchor", and the subjects are easily affected by 
it, thus increasing the purchase possibility. 

5. Conclusion 

With the increasing popularity of online consumption, e-commerce companies use the 
knowledge of behavioral economy to set prices by understanding consumers' consumption 
psychology. At the same time, e-commerce should also follow the principle of rationality, 
pricing according to commodity value, not blindly considering interests, but also considering 
consumers' consumption level and their acceptance of pricing. In order to improve the 
purchase rate of goods. The vast number of online consumers need rational consumption, don't 
indulge in advanced consumption, and can properly analyze commodity prices through the 
knowledge of behavioral economy, so as to purchase goods with higher cost performance. 
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