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Abstract  

The rapid expansion of online retail platforms has intensified competition among sellers, 

fundamentally reshaping consumer price perceptions and satisfaction. This study examines the 

impact of online retail competition on consumer price satisfaction in Thailand, with a particular 

focus on the mediating role of price fairness and transparency. Data were collected from 420 

Thai consumers who had recently purchased products from major e-commerce platforms, using 

an online survey measuring perceptions of competition, price fairness, and satisfaction. 

Descriptive statistics, bivariate correlations, multiple regression, and mediation analyses were 

employed to test the relationships among variables. Results indicate that online retail 

competition significantly enhances consumer price satisfaction, both directly and indirectly 

through perceived price fairness. Price fairness and transparency emerged as the strongest 

predictor of satisfaction, highlighting the importance of clear and equitable pricing 

communication. Frequent online shoppers and younger consumers exhibited higher sensitivity 

to competitive pricing, suggesting that demographic and experiential factors shape responses 

to online retail competition. The findings provide practical implications for online retailers to 

design transparent pricing and promotional strategies and for policymakers to promote fair 

marketing practices in Thailand’s digital retail sector. 

Keywords: Consumer price satisfaction, Online retail competition, Online shopping behavior, 

Pricing strategy 

1. Introduction  

1.1 Principles and Rationale  

In Thailand, online retail adoption is widespread with over 76% of Thai respondents 

shopping online at least once a month and increasingly expecting price competitiveness, fast 

delivery and transparent pricing (Standard Insights, 2023). The expansion of e-commerce in 

Thailand has significantly transformed consumer purchasing behavior, with online retail 

platforms such as Shopee, Lazada, and TikTok Shop becoming central to daily transactions. 

These platforms have intensified competition by offering consumers a wide range of choices, 

dynamic pricing, and frequent promotional campaigns (ETDA, 2023). Online retail 

competition not only affects the objective price of products but also influences consumers’ 

perceptions of price fairness and satisfaction, which are critical determinants of purchasing 

decisions and loyalty (Xia et al., 2004).  

The proliferation of e‑commerce has dramatically altered retail competition by lowering 

search costs and increasing pricing transparency, thereby empowering consumers 
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(Bakos, 1997). Consumer price satisfaction, defined as the evaluation of whether a product’s 

price is fair and reasonable relative to expectations, plays a critical role in online purchasing 

decisions and overall consumer loyalty (Xia et al.,2004; Klaysung, 2025). Online retail 

competition affects this satisfaction both directly, by lowering prices through competitive 

offers, and indirectly, by shaping perceptions of fairness, transparency, and trust in sellers 

(Gefen & Carmel, 2013; Gerpott, 2022). However, complex promotional mechanisms, 

algorithm-driven pricing, and frequent price fluctuations may sometimes reduce perceived 

fairness and undermine consumer satisfaction (Lurie & Mason, 2007). 

Thailand-specific studies highlight that consumers frequently compare prices across 

multiple online platforms and evaluate promotions based on perceived value, shipping benefits, 

and seller reputation (Phetborrisuth, 2024; Hay Thi, 2023). These findings suggest that while 

competitive online retail environments can enhance consumer price satisfaction, the effect is 

contingent on the presence of clear, fair, and transparent pricing mechanisms.  Moreover, 

research highlights the role of mediating and moderating factors in shaping the impact of online 

market competition on price satisfaction. Price fairness mediates the relationship between 

objective competition measures (e.g., number of sellers, observed discounts) and consumer 

satisfaction, while demographic characteristics, online experience, and price sensitivity may 

moderate these effects (Hay Thi, 2023). 

Despite the growth of e-commerce in Thailand, empirical research examining the direct 

impact of online retail competition on consumer price satisfaction remains limited, particularly 

in diverse service and retail sub-sectors. Understanding these dynamics is essential for retailers 

to develop effective pricing strategies and for policymakers to ensure fair and competitive 

online markets that support consumer welfare. This study aims to fill this gap by investigating 

the effects of competitive intensity, price transparency, and promotional activities on consumer 

price satisfaction in Thailand’s online retail sector, considering potential moderating factors 

such as demographic characteristics and online shopping experience. 

1.2 Research Objective 

The study aims to achieve the following specific objectives: 

1. Examine the effect of online retail competition on consumer price satisfaction through 

perceived price fairness and transparency. 

2. Assess how demographic and experiential factors, such as age and online shopping 

frequency, influence consumer responses to competitive online pricing. 

3. Provide practical insights for online retailers and policymakers to enhance pricing 

strategies and promote fair marketing practices in Thailand’s digital retail sector. 

2. Literature Review  

The literature review on “The Impact of Online Retail Competition on Consumer Price 

Satisfaction” synthesizes insights from international theories and empirical studies, as well as 

Thailand-specific research and industry reports. Key sources, including peer-reviewed 

journals, market analyses, and reputable online data, are cited to support the main claims and 

provide a comprehensive understanding of the factors linking online retail competition, price 

perception, and consumer satisfaction. 
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2.1 Online competition, search costs and consumer welfare 

Economic theory predicts that electronic marketplaces reduce buyer search costs and 

increase price transparency, which should intensify competition and improve consumer welfare 

(lower prices, greater surplus). Bakos’s seminal work formalized how reduced search costs 

make markets more competitive and compress price dispersion, a foundational insight used in 

later empirical studies of online marketplaces (Bakos, 1997).   

2.2 Price satisfaction and price-fairness theory 

Price satisfaction is a subjective evaluation that depends not only on the nominal price but 

on perceived price fairness, informational transparency and reference prices. Xia, Monroe & 

Cox (2004) provide a conceptual framework showing that consumers judge price fairness 

through distributive, procedural and informational lenses; greater transparency and intelligible 

price breakdowns typically raise fairness perceptions and thereby price satisfaction, whereas 

hidden fees or opaque dynamic pricing reduce perceived fairness (Xia et al., 2004).  

2.3 How online competition influences price satisfaction  

Competition in online retail influences consumer price satisfaction through several 

mechanisms. First, the number of sellers and perceived rivalry tends to push prices downward 

and increase consumer perceptions of deal‑value (Gerpott, 2022). Second, promotional 

practices such as flash sales and coupon stacking became prevalent in Thai online 

marketplaces; these promotions raise consumer awareness of “deal vs non‑deal” and affect 

reference prices. Third, platform design features (ranking algorithms, sponsored listings, 

logistics/fulfilment speed) influence visibility of offers and thus shape consumer expectations 

and price impressions. A Thai study on e‑commerce platform pricing for consumables found 

that online prices even in competitive sectors were sometimes higher than physical retail when 

shipping costs were included, highlighting how competition isn’t purely price‑driven in 

Thailand’s context (Hay Thi, 2023). 

2.4 Evidence from Thailand: market dynamics and consumer perceptions 

Thailand’s e-commerce market has expanded rapidly and is concentrated around a few 

major platforms (Shopee, Lazada, TikTok Shop etc.), with promotional mechanics and social-

commerce features playing a major role in purchasing decisions. National surveys and ETDA 

reports document large B2C volumes and frequent promotional events, indicating that Thai 

consumers encounter intense price competition but also complex promotional environments. 

Thai empirical studies and theses find that perceived value for money, visible discounts, and 

price fairness strongly shape purchase intention and satisfaction; likewise, qualitative work 

highlights that consumers compare promotions across platforms when forming reference prices 

(ETDA, 2023; Phetborrisuth, 2024). 

2.5 Platform features, promotions and category heterogeneity in Thailand 

Research on Thai online shoppers shows category differences: FMCG and everyday goods 

see frequent promotions and high price sensitivity, whereas branded or differentiated products 

retain price spreads due to reputation and value perceptions. Platform features—such as visible 

coupons, free-delivery thresholds, seller ratings, and sponsored placements—alter how 

consumers perceive prices and fairness. Studies of Thai online behavior emphasize that 

intelligible price presentation (including shipping and fees) and consistent promotion policies 

improve consumers’ satisfaction with prices (Sukkaew, 2023).  
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Despite substantial growth in Thailand’s online retail sector, gaps remain in the literature 

about how competition influences price satisfaction specifically—rather than just purchase 

intentions or loyalty. Few studies isolate competitive intensity (number of sellers, platform 

features) and link it to satisfaction outcomes via mediators such as fairness and transparency 

in the Thai market. Also, much research is cross‑sectional and self‑report based; longitudinal 

or transaction‑level data linking competitive pricing environments to consumer satisfaction 

over time is rare. Addressing these gaps will help online retailers design pricing and promotion 

strategies that not only attract consumers but also satisfy them, thereby supporting long‑term 

retention and welfare. 

3. Research Methodology  

This study employs a quantitative research design to investigate the impact of online retail 

competition on consumer price satisfaction in Thailand. A cross-sectional survey approach is 

adopted, allowing the collection of primary data from Thai online shoppers regarding their 

perceptions of competition, price fairness, and satisfaction levels. 

3.1 Population and Sample 

The target population consists of Thai consumers aged 18 years and above who have 

purchased products from major online retail platforms, such as Shopee, Lazada, Facebook, or 

TikTok Shop, in the past six months. Purposive sampling is used to select participants who are 

active online shoppers, ensuring that respondents are familiar with competitive pricing and 

promotional practices. The study aims for a sample size of 400–500 respondents, sufficient for 

regression analysis and structural equation modeling (Hair et al., 2019). 

3.2 Data Collection 

Data will be collected through an online questionnaire distributed via social media channels, 

email lists, and platform-related consumer forums. The questionnaire includes four main 

sections: 

- Demographic information (age, gender, income, education) 

- Perceptions of online retail competition (number of sellers, pricing strategies, 

promotional frequency) 

- Price fairness and transparency (perceived fairness, clarity of discounts, shipping costs) 

- Consumer price satisfaction (overall satisfaction with product prices and perceived 

value) 

All items are measured using a 5-point Likert scale ranging from 1 (strongly disagree) to 5 

(strongly agree). The independent variable is online retail competition, measured by 

consumers’ perceptions of competitive intensity, the number of sellers in the market, and the 

frequency of promotional activities. The dependent variable is consumer price satisfaction, 

captured by overall evaluations of price satisfaction and perceived value. Additionally, control 

variables include demographic characteristics such as age, gender, and income, as well as 

online shopping experience and individual price sensitivity, to account for potential 

confounding effects on price satisfaction outcomes. 
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3.3 Data Analysis 

Data analysis was conducted in multiple stages.  

- Descriptive statistics were used to summarize sample characteristics and variable 

distributions, including frequencies, means, standard deviations, and graphical 

exploration.  

- Bivariate analysis employed Pearson correlations and t-tests/ANOVA to examine 

unadjusted relationships between variables.  

- Multivariate analysis involved multiple regression to test the impact of online retail 

competition on consumer price satisfaction while controlling for demographics and 

online shopping experience.  

4. Results  

The study collected 420 valid responses from Thai online shoppers. Among respondents, 

58% were female, 42% male, with the majority aged between 21–35 years (63%). Most 

respondents reported shopping online at least twice a month (72%), reflecting high familiarity 

with competitive online retail environments. 

4.1 Descriptive Statistics 

Descriptive analysis of key variables showed that consumer price satisfaction had a mean 

score of 4.12 (SD = 0.62), indicating overall moderate-to-high satisfaction. Perceived online 

retail competition had a mean of 4.05 (SD = 0.65), while price fairness and transparency scored 

3.98 (SD = 0.68). These results suggest that Thai consumers perceive a competitive online 

retail environment and generally report satisfaction with prices, although some variation exists. 

4.2 Bivariate Analysis 

Pearson correlation analysis indicated significant positive relationships between perceived 

competition and consumer price satisfaction (r = 0.42, p < 0.01), and between price fairness 

and satisfaction (r = 0.56, p < 0.01). T-tests showed that frequent online shoppers (≥3 

times/month) reported significantly higher price satisfaction (M = 4.22) than less frequent 

shoppers (M = 3.98, t = 3.47, p < 0.01). ANOVA results suggested that satisfaction varied 

across age groups, with younger consumers (21–30 years) more responsive to competitive 

pricing. 

4.3 Multivariate Analysis 

A multiple regression was conducted to assess the impact of online retail competition and 

price fairness on consumer price satisfaction, controlling for demographics and shopping 

experience. The results of the ordinary least squares (OLS) regression analysis examining the 

determinants of consumer price satisfaction indicate that the overall model is statistically 

significant, F(5, 414) = 76.29, p < 0.001, and explains 48% of the variance in consumer price 

satisfaction (R² = 0.48), are presented in Table 1. 
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Table 1 Determinants of Consumer Price Satisfaction (OLS Estimates) 

Variable Coefficient (β) Std. Error t-value Sig. 

Constant 1.842 0.215 8.56 0.000 

Online Retail Competition 0.218 0.043 5.07 0.000 

Price Fairness & 

Transparency 

0.342 0.038 8.99 0.000 

Frequency of Online 

Shopping 

0.092 0.027 3.41 0.001 

Age (years) –0.054 0.021 –2.57 0.011 

Income Level 0.036 0.019 1.89 0.060 

R² = 0.48, F (5, 414) = 76.29, p < 0.001 

The results indicate that both online retail competition (β = 0.218, p < 0.001) and price 

fairness/transparency (β = 0.342, p < 0.001) are significant predictors of consumer price 

satisfaction in Thailand. Higher perceived competition and greater price fairness are associated 

with higher satisfaction. Additionally, frequency of online shopping positively affects 

satisfaction, while age has a small negative effect. 

5. Conclusion  

This study demonstrates that online retail competition significantly influences consumer 

price satisfaction in Thailand, both directly and indirectly through perceived price fairness and 

transparency. The findings indicate that consumers value competitive pricing, clear 

promotional information, and fair pricing practices, which enhance their overall satisfaction 

and perception of value. Frequent online shoppers and younger consumers appear more 

sensitive to competitive dynamics, suggesting that experience and demographic factors shape 

responses to online retail competition.  

The results of this study indicate that online retail competition plays a significant role in 

shaping consumer price satisfaction in Thailand, both directly and indirectly through perceived 

price fairness and transparency. The positive effect of competition aligns with prior research 

showing that competitive marketplaces reduce search costs, increase perceived value, and 

enhance satisfaction (Bakos, 1997; Gefen & Carmel, 2013; Phetborrisuth, 2024). Notably, 

price fairness and transparency emerged as the strongest predictor of satisfaction, highlighting 

that consumers are not solely influenced by low prices but also by how pricing is communicated 

and perceived (Hay Thi, 2023). These findings are consistent with Xia, Monroe, and Cox 

(2004), who emphasize the critical role of perceived fairness in pricing evaluations. 

The study also reveals demographic and behavioral differences. Frequent online shoppers 

reported higher price satisfaction, likely due to their familiarity with promotions, platform 

navigation, and the ability to compare prices effectively (Hay Thi, 2023; Sukkaew, 2023). 

Younger consumers were more responsive to competitive pricing, reflecting generational 

differences in online shopping habits and digital literacy. These insights suggest that online 

retailers should tailor pricing strategies and communication to meet the expectations of 

different consumer segments (Gerpott, 2022; Sukkaew, 2023). 
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From a managerial perspective, the findings underscore the importance of strategic pricing, 

transparent promotional policies, and consistent communication of discounts to enhance 

consumer satisfaction. Retailers operating in Thailand’s highly competitive e-commerce sector 

must balance price competitiveness with fairness to maintain trust and long-term loyalty. 

Additionally, policy implications arise for consumer protection agencies, emphasizing the need 

for standards in price transparency and fair marketing practices to safeguard consumer 

interests. 

In conclusion, this study contributes to the growing literature on digital retail by providing 

empirical evidence from Thailand that both the intensity of online competition and the 

perception of price fairness critically influence consumer satisfaction. The findings suggest that 

effective management of competition and transparent pricing mechanisms can significantly 

improve the perceived value of online purchases, offering actionable insights for both 

practitioners and policymakers in Thailand’s e-commerce sector. 
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