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ExTENDED ABSTRACT
In the present paper, we introduce psychological pricing as a 

means of reducing feelings of guilt associated with the hedonic pur-
chase. We contend that an odd-ending price, which is known to have 
a discount image (Schindler and Kibarian 2001), will enable a con-
sumer to feel less guilt upon product purchase than an even-ending 
price.

Odd-ending pricing is a well-researched topic, and several stud-
ies have focused on uncovering the mechanism of why and how con-
sumers respond to odd-ending vs. even-ending pricing (Bizer and 
Schindler, 2005; Manning and Sprott, 2009; Schindler and Kirby, 
1997; Thomas and Morwitz, 2005). One of the mechanisms that ex-
plain why people perceive an odd-ending price to be cheaper than an 
even-ending price is the perceived gain effect of odd-ending pricing. 
Because round numbers are easily accessible in memory, they serve 
as reference points in price evaluation (Kahneman and Tversky, 
1979). Therefore, an odd-ending price gives consumers the impres-
sion that they are receiving a discount (i.e., the amount subtracted 
from the even-ending price; Bader and Weinland 1932; Kreul 1982; 
Schindler and Kirby 1997). 

Another mechanism is related to a consumer’s tendency to ig-
nore a price’s rightmost digit/s (Bizer and Schindler 2005; Coulter 
2001; Manning and Sprott 2009). Because of the habit of reading 
multiple digit numbers from left to right, people’s attention to the 
rightmost digits is reduced. Price recall tests show that people make 
more errors when the price of the purchased product is odd-ending 
rather than even-ending because of the lack of attention paid to the 
odd-ending price (Schindler and Wiman 1989).  This underestima-
tion for the rightmost digits causes consumers to perceive an odd-
ending price as being cheaper or as a discount (Quigley and Notaran-
tonio 1992, Schindler and Kibarian 2001). 

The present study suggests that utilization of the odd-ending 
pricing strategy, known to have a discount image, reduces guilt from 
purchasing a hedonic product, consequently increasing demand for 
hedonic products. We demonstrate this hypothesis by identifying the 
mechanism by which an odd-ending price reduces the guilt associ-
ated with the hedonic purchase when there is insufficient justification 
(Study 1) and insufficient motivation to purchase (Study 2). We also 
show that odd-ending price significantly increases demand for he-
donic items, but not for utilitarian items in Study 3. 

In Study 1, we used 2 (price difference: odd-ending vs. even-
ending) x 2 (justification: volunteering job vs. must-job) between-
subjects design. We manipulated justification-available vs. justifi-
cation-unavailable conditions by having participants imagine two 
different scenarios about consuming massage services. We find an 
interaction effect of price × level of justification on feelings of guilt 
(p < .05). Pairwise comparisons show that when level of justification 
is low, people feel less guilty when the price of massage services is 
odd-ending compared to even-ending (p < .05).  However, when a 
level of justification is high, there is no significant difference in feel-
ings of guilt in terms of price difference (p = .30).  

There is an interaction effect of price × level of justification on 
participants’ likelihood (p < .01). Pairwise comparisons show that 
people are more likely to consume the hedonic service when the 
price is odd-ending than even-ending (p < .05) when level of justi-
fication is low.  However, when justification is available, there is no 

significant difference in the consumption likelihood in terms of price 
difference (p > .23).   Moderated mediation analysis shows that feel-
ings of guilt mediate the effect of price-ending on the likelihood of 
consuming massage services only when level of justification is low 
(p < .05), but the mediated relationship is not observed when level of 
justification is high (p > .31).

In Study 2, we used 2 (price: odd-ending vs. even-ending) x 
2 (motivation: sufficient motivation vs. insufficient motivation) be-
tween-subjects design. We manipulated level of motivation to pur-
chase a product (headphones) by having participants imagine two 
different scenarios. We included brand familiarity, the purchase rel-
evance, and the degree of knowledge in a product category in all 
the analyses as covariates. We find similar results of the first study. 
When people have sufficient motivations to buy headphones, they 
are not affected by price difference, but they are when they do not 
have sufficient motivations. Price difference affects feelings of guilt 
on purchasing the product, overall purchase feelings, and the pur-
chase likelihood only when participants imagined not having suf-
ficient motivations to buy the product. 

In Study 3, we demonstrate whether different pricing affects 
choice of options in terms of option type. For instance, customers 
add options to their chosen basic model, especially when they buy a 
car or a new computer. Some options are specific to hedonic pleasure 
and others to functional utility. We expect that odd-ending pricing 
will differentially affect purchase decisions when customers choose 
to buy either hedonic options or utilitarian options. In particular, we 
hypothesize that an odd-ending price will increase the likelihood of 
choosing a hedonic option but will not affect the likelihood of choos-
ing a utilitarian option. 

As expected, the likelihood of purchasing hedonic options was 
affected by the type of price. Particularly, wing spoiler was signifi-
cantly different in terms of price type (p < .01). An odd-ending price 
had a significant impact on the purchase likelihood. We find a mar-
ginal difference in the likelihood of purchasing 18” alloy wheel in 
terms of price type (p = .07). However, there was no difference in 
the likelihood of choosing full nose mask (p > .4) and floor mats (p 
> .8). Both full nose mask and floor mats were defined as utilitarian 
items in the pretest.  

This study illustrates when odd-ending pricing strategies be-
come more effective in increasing demand. Theoretically, this study 
points to another variable that moderates evaluation decisions for 
hedonic (vs. utilitarian) purchases, by showing the effect of an odd-
ending price on purchase intentions. While most previous studies 
have focused on the efficacy of odd-ending pricing, few studies have 
revealed why its effect is significant, especially in terms of purchase 
context. The effect of odd-ending pricing seems to be a subtle but 
significant stimulus that enables consumers to get past guilt, and 
make the product purchase.
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