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Abstract
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We conducted two studies to obtain integrated knowledge of consumers' information acquisition
and choice behavior. In the first study, we understood the psychological process of consumer price
judgment based on the consumer behavior theory. In the second study, we applied
microeconomics-based multiple-choice behavior models to analyze the choice of digital services.
First, we shed light on the unit pricing strategy's effect on consumer purchase decisions. The unit
pricing is the price representing method that displays the price per unit quantity and the product's
price at the same time. This study compares the difference of psychological process in two pricing
strategies for packaged goods; quantity discounts (QD), in which the price per unit becomes lower
as the size of the product increases, and quantity surcharges (QS), in which the price per unit
becomes higher as the size of the product increases. We constructed a model which includes
consumer characteristics and psychological variables as mediators and moderators. We found how
the differences between the two pricing strategies affect consumers' price and brand attitudes from
the empirical studies.

Next, we developed microeconomic consumer models that express consumers' purchase
decisions. In this study, we consider the multiple choice of products in the subscription services of
digital media. We developed a multivariate logit model which represents the optimization behavior
of consumer's multiple choices. Our model's utility function includes both the utility of each product
and the utility of interaction effects. In our model, the relationship between the product represents
the competitive structure of the product. We adopted a quasi-likelihood approach to estimate the
huge number of interaction parameters of products. In the empirical analysis, we applied our model
to survey data on digital media subscription services.
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We conducted two studies to obtain integrated knowledge of consumers’ information acquisition and choice behavior. In the first
study, we understood the psychological process of consumer price judgment based on the consumer behavior theory. In the second
study, we applied microeconomics—based multiple—choice behavior models to analyze the choice of digital services.

First, we shed light on the unit pricing strategy’s effect on consumer purchase decisions. The unit pricing is the price representing
method that displays the price per unit quantity and the product’s price at the same time. This study compares the difference of
psychological process in two pricing strategies for packaged goods; quantity discounts (QD), in which the price per unit becomes
lower as the size of the product increases, and quantity surcharges (QS), in which the price per unit becomes higher as the size of
the product increases. We constructed a model which includes consumer characteristics and psychological variables as mediators and
moderators. We found how the differences between the two pricing strategies affect consumers’ price and brand attitudes from the
empirical studies.

Next, we developed microeconomic consumer models that express consumers’ purchase decisions. In this study, we consider the
multiple choice of products in the subscription services of digital media. We developed a multivariate logit model which represents the
optimization behavior of consumer’'s multiple choices. Our model’'s utility function includes both the utility of each product and the
utility of interaction effects. In our model, the relationship between the product represents the competitive structure of the product.
We adopted a quasi-likelihood approach to estimate the huge number of interaction parameters of products. In the empirical analysis,
we applied our model to survey data on digital media subscription services.
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Satomura sizes: identifying moderators and
mediators of consumer evaluations




