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Review on Behavioral Price in Internet Marketing

SONG Hongjuan'" *, YANG Qiang®, JIANG Yushi’
(1. School of Tourism, Hainan Institute of Tropical Oceanography, Sanya 572022, China;
2. School of Economic and Management, Southwest Jiaotong University, Chengdu 610031, China )

Abstract Behavioral price expands traditional price theory by exploring consumers’ response to price from a psychological
perspective. As this research field continues to evolve, this study reviewed the consumer process of price information and
consumer behavior of related literature, focusing on the analysis of general behavioral price theory and highlighting its
empirical study at the Internet age. The articles found in the ISI Web of Science database were reviewed using traditional
literature review and bibliometric analysis, focusing on the literatures on behavioral price published in the top 10 Internet
marketing journals. The purpose of this study is to conceptualize behavioral price, identify research topic networks, and
discuss research authors, research institutes and academic journals based on previous literatures.
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