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ABSTRACT 

 

This study examines the impact of pricing strategies on customer satis-

faction, aiming to improve customer experiences and foster long term 

loyalty within the coffee shops business in Camarines Norte, Philip-

pines for the year 2022.  Utilizing a descriptive correlational research 

design, data was collected through face-to-face interviews with 150 re-

spondents selected via purposive sampling. The findings reveal that the 

majority of respondents were females aged 15-30, visited coffee shops 

weekly.  Sixty-two (62) percent of the respondents describe that coffee 

shops establishments used competitive-based pricing. Among various 

pricing strategies, value-based pricing was perceived as the most effec-

tive, with an average rating of 4.60.  Respondents strongly agreed that 

service quality aligned with pricing strategies significantly influences 

customer satisfaction, scoring an average of 4.26.  A test of significant 

relationship using Biserial correlation coefficient between competitive 

pricing, value-based pricing, and product bundle pricing regarding the 

impact on customer satisfaction cues indicate a statistically significant 

relationship at p<0.05, denoting a positive relationship between the 

pricing strategies and customer satisfaction.  The study concludes that 

pricing strategies is a crucial element of the marketing mix that directly 

affects customer satisfaction and business profitability. Although, no 

universal pricing strategy may exist, understanding customer satisfac-

tion is essential for identifying effective pricing policies. Therefore, it is 

recommended that coffee shops need to develop comprehensive busi-

ness models to enhance pricing strategies aimed at increasing market 

share and sustaining growth in the coffee shop sector. 
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Introduction 
Coffee is the most popular beverage in the 

world (Wadhawan & Anand, 2020; Higashi, 
2019; Bosso et al., 2021).  In an article pub-
lished by Statista.com (2022) for the year 2020 
up to 2021 about 166.63 million bags of coffee 
were consumed worldwide, a slight increase 
from 164 million bags in the previous year. The 
aroma and the taste it generated and the expe-
rience of a unique and calm atmosphere in the 
shop's premises make coffee shops or cafes be-
come in demand and popular (Anderson, 
2019), hence a promise of a big business 
(Webb, 2021; Carson, 2017). However, despite 
a thrilling experience in opening or engaging in 
this kind of entrepreneurship, significant fac-
tors need to be considered like the price of the 
product which may affect the satisfaction of the 
customers.  

Kotler and Gui (2021) define price as the 
monetary amount charged for a product or ser-
vice, or the total value that consumers ex-
change to receive the benefits of using that 
product or service. As a vital element of mar-
keting, pricing significantly influences purchas-
ing decisions by shaping customer perceptions, 
fostering brand loyalty, and ensuring overall 
customer satisfaction (Ahmed et al., 2023; Jan-
nah and Dwijayanti, 2021). In conjunction with 
quality, convenience, and brand image, price is 
recognized as one of the most critical factors in 
customer decision-making (Gautama and Ra-
hadi, 2020). A written article published in up-
Menu (2024) it delineates the importance of 
value-based pricing, stressing deeper under-
standing on how to communicate effective 
value proposition to customers.  In the study 
conducted in the hospitality industry a statisti-
cally significant relationship was found be-
tween economy pricing and customer satisfac-
tion, which suggested that pricing strategies is 
a critical factor in enhancing customer satisfac-
tion and loyalty (Trebicka et sl., 2023). Moreo-
ver, a clear communication regarding pricing 
decisions nurture faith and retention among 
customers, heading towards higher customer 
satisfaction (Maspul, 2024). Even in e-com-
merce business, assessing pricing strategies as 
predictor for customer satisfaction is highly im-
perative, especially determining its impact on 
the behavior of Gen Z (Abdulsalam et al., 2024). 

Hence, pricing strategies is a key predictor of 
overall customer satisfaction (Singh et al., 
2022), which ultimately impacts the profitabil-
ity and sustainability of coffee shop businesses 
(Magloff, 2021). 

In the Philippines, the hot coffee beverage 
is consumed by nine out of 10 Filipino house-
holds on a regular basis (Business Mirror, 
2018; PSA, n.d.). According to the latest survey 
by the Philippine Statistics Authority (n.d.), the 
Philippines' coffee consumption from 2014 in-
creased by 8.8 percent. Leaño (2018), pointed 
out that the increase in local demand for coffee, 
particularly in the urban areas, supported the 
emergence of a specialty coffee sector, the   pro-
liferation of high-end brands coffee stores as 
well as the risen of small local coffee shops 
players. Coffee shops are currently a rapidly de-
veloping business and have become a popular 
trend in food services (Daufina et al. 2019).  

Locally, in the province of Camarines Norte 
due to the rising demand for coffee products, a 
huge number of coffee shop business has 
emerged over downtown areas, with each one 
offering unique blends and brewing methods to 
attract coffee enthusiasts and connoisseurs 
alike. Since this coffee business offer almost the 
same flavors of coffee, local resident and tourist 
alike tends to discover the tastes of different 
coffee shops notwithstanding the price, foster-
ing a vibrant coffee culture that celebrates di-
versity and innovation in brewing techniques 
and flavor profiles, consequently,  it is a rele-
vant setting to explore the effectiveness of var-
ious pricing strategies. In most cases, custom-
ers of the coffee shops associate the price they 
pay for a product with its value, believing that 
higher prices reflect better quality. For the local 
businesses aiming to thrive, customer satisfac-
tion is a crucial parameter for maintaining loy-
alty. Appropriately pricing products is essential 
for keeping customers satisfied and loyal, espe-
cially in the highly competitive coffee shop in-
dustry, where customers are increasingly de-
manding higher quality in products, reasonable 
prices, and best services. 

 Further, due to province unique socio-eco-
nomic landscape, characterized by a blend of 
urban and rural influencers, provides an op-
portunity to examine how local demographics 
and consumer behavior specifically affect  
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customer satisfaction in relation to pricing.  In 
an environment characterized by business un-
certainty and shifting trends, it is vital for cof-
fee shops to understand how to delight their 
customers for when customers feel valued, 
they are more likely to continue patronizing a 
business, leading to increased customer loyalty 
and overall satisfaction. Therefore, implement-
ing an effective pricing strategy is a factor that 
makes each coffee shops different from one an-
other and triggers customers satisfaction. 
Lastly, the study can contribute valuable in-
sights to local coffee shop owners and stake-
holders, enabling them to develop tailored pric-
ing strategies that enhance customer satisfac-
tion and foster sustainable business practices 
within the community. 

Based on the factors mentioned above, this 
study is essential for coffee shop owners, as it 
will answer research gaps like providing in-
sights directly applicable to local coffee shops 
and their unique customers’ base; it offers a 
more targeted analysis than general discussion 
found in previous literature; the current study 
also examine specific cues related to quality, 
value and service concerning pricing and how 
these cues interact with pricing strategies to in-
fluence customer satisfaction directly, thereby 
filling a critical gap in understanding customer 
behavior; lastly, the current study aims to pro-
vide practical recommendation tailored for cof-
fee shop owners in Camarines Norte. This ac-
tionable insight based on the localized context 
can help bridge between theoretical research 
and practical application in a competitive mar-
ket. 

 
Review of Related Literature  

This section is a presentation and discus-
sion of the related studies which help framed 
the direction in the conduct of the study.  The 
concepts, theories and findings by some local 
and foreign authors served as guide and refer-
ences in framing and conceptualizing the study. 

 
Influenced of Pricing Strategies to the Cus-
tomer Satisfaction 

The study of Ali and Anwar (2021) dis-
cusses the influencing factors that guide cus-
tomer satisfaction. As an important part of Mar-
keting strategies, penetration, and skimming 

pricing shows significant influence on the buy-
ing behavior of the customers that leads them 
to become delighted with the product that has 
been offered in the market (Zhang and Chiang, 
2020). Furthermore, deciding on the type of 
pricing strategy to be used in business opera-
tions is one major decision for any entrepre-
neur to succeed. Pricing the product or a ser-
vice need to consider the external stakeholder 
of the business such as the possible target mar-
ket and the present competitive condition of 
the industry (Miralles‐Quiros et al., 2019). In 
determining the price of the products or ser-
vice, it may depend on the feedback from the 
customers and the competitors’ strategy and 
positions since this can boost the business to 
target implied customer segment and protect 
its products from the rigid competition 
(Khedkar & Khedkar, 2021; Wambugu et al., 
2021). On the other hand, the pricing scheme 
implemented by an electronic vehicle rental 
service is one of the most things to be consid-
ered that impacted the growth and trend of the 
EV rental industry. The study suggested that 
differential pricing increases profit and rise up 
customer satisfaction levels simultaneously 
(Miao et al., 2022; Wen et al, 2020). Meanwhile, 
Ali et al., (2021) examine the contributory fac-
tors of customer satisfaction in the restaurant 
business and the intervening variables include 
price sensitivity and fairness, better service, 
and the ambiance of the place. These variables 
often increase satisfaction and develop cus-
tomer loyalty in the end. 

 
Price as Cue of Customer Satisfaction 

Ali et al. (2019) points out that there was a 
direct and positive relationship between price 
and consumer satisfaction. Njei Zephan (2018), 
explained that customer satisfaction is essen-
tially the gap between what customers antici-
pate from a product or service before using it 
and their actual experience after consumption, 
which significantly influences their loyalty and 
future purchasing decisions.  According to Chan 
(2017), when it comes to keeping customer sat-
isfaction, a pricing approach may make or 
break the business sustainability. While higher 
prices may initially seem to displease buyers, 
customers ultimately feel more content and 
valued when products are priced fairly and 
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transparently, reflecting their true worth and 
quality. A price that is neither too high nor too 
low sends both a positive and negative message 
to the customer about the quality of the prod-
uct, hence pricing strategy maintains a long-
term cooperative relationship with the custom-
ers (Chan et al., 2018). Moreover, customer sat-
isfaction is the core factor affecting consumers’ 
repeated purchase behavior (Ge et al., 2021; 
Pamurty, 2020). The efficiency of pricing strat-
egies was achieved when the customers were 
satisfied with the fairness of the prices to the 
products being purchased. Having a reasonable 
price is an accurate pricing strategy for the 
business to gain customers satisfaction 
(Amoako, 2022; Subrahmanyam and Arif, 
2022). Satisfied customers manifesting repeat 
purchase are less expensive to advertise rather 
than to the passers-by that a coffee shops busi-
ness needs to attract (Pelc, 2022) therefore in 
order to create customer satisfaction, the coffee 
shops need to provide excellent attributes like 
efficient price setting to meet customer satis-
faction (Sasongko, 2020). 

 
Objectives of the Study 

This study aims to evaluate which pricing 
strategies most effectively enhance customer 
satisfaction in coffee shops in Camarines Norte.  

Specifically, this study answer the following  
research objectives; 1.) describe the profile of 
the respondents in terms of  sex, age, frequency 
of visit to the coffee shop, number of times 
avail/buy the product; 2.) identify the pricing 
strategies practiced or implemented by the cof-
fee shops which entice respondents to buy the 
coffee products; 3.) evaluate the effectiveness 
of pricing strategies use by the coffee shops 
that entice the respondents; 4.) determine the 
cues influenced customers satisfaction with re-
gards to pricing in the aspect of quality, value 
and service; and, 5.) determine if there is signif-
icant relationship between coffee shops’ pric‐
ing strategies and  customers’ satisfaction. 

 
Methodology 
Research Design 

The study utilized a descriptive correla-
tional research design. Descriptive research de-
sign sought to describe the current status of an 
identified variable by providing systematic  

information about a certain phenomenon 
(Leedey and Ormond, 2001), while correla-
tional research involves the measurement of 
two or more relevant variables and assess a re-
lationship between or among those variables 
(Stangor & Walinga, 2019; Fernando, 2021).  
The descriptive design was used in the study in 
describing the respondents’ perception of the 
pricing strategies used by the coffee shops and 
the cues which influenced customer satisfac-
tion.  On the other hand, the correlational ap-
proach tested the relationship between the 
pricing strategies and the cues for customers 
satisfaction. 

 
Population and Sampling Technique 

The population used in this study are cus-
tomers who make purchases and visited the 
coffee shops. Since there was a larger popula-
tion of customers who visited and make pur-
chases from different coffee shops, purposive 
sampling was used to draw the sample size for 
the study. The qualifier in selecting the re-
spondents was based on the number one spe-
cific objective- profile of the respondents par-
ticularly the frequency of visit to the coffee 
shop and the number of times avail/buy the 
product.  These two variables provide deeper 
insights on the respondents understanding of 
the pricing strategies and customer satisfaction 
and how these factors influence their experi-
ences and preferences. The use of purposive 
sampling in selecting the respondents also en-
sure that the sample includes individuals who 
actively engage with the coffee shop's offerings, 
making their feedback more relevant and appli-
cable to the study's objectives. enabling a com-
prehensive analysis of how different pricing 
strategies affect satisfaction across different 
customer segments, making more appropriate 
in the everyday transactions in the coffee 
shops.   

The researcher selected 10 coffee shops as 
the place where the respondents/customers 
were picked.  From each coffee shop, 15 re-
spondents/customers were purposively se-
lected to become part of the total 150 sample 
size of the study.  Since the population of the 
customers in the coffee shops business is very 
large, the researcher set to have 150 respond-
ents for the study.  This number offer accuracy 
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allowing to achieve 95% confidence level with 
5% margin of error, ensuring statistical con-
sistency and results’ reliability. Moreover, it is 
more practical and feasible to collect data from 
150 respondents, balancing the research pur-
pose with resource limitations. 

The participation of the respondents de-
pends on their own judgment, willingness to 
cooperate, availability, and capacity to answer 
the survey questionnaire.   

 
Data Collection  

The researcher made survey questionnaire 
was the instrument used in data gathering. The 
survey questionnaire was checked and evalu-
ated by the college research technical expert. It 
has four sections that correspond to the objec-
tives of the study. A dry run was conducted in 
15 individuals who were not included in the set 
criterion to validate the consistency and valid-
ity of the content of the survey questionnaire.  

With the permission and cooperation of the 
coffee shop owners, the interview to the re-
spondents was conducted at the designated 
premises in the coffee shops. Following the 
health protocols set forth by the local Inter-
Agency Task force, strict measures, including 
physical barriers, mask-wearing, and sanitiza-
tion of the interview space, were implemented 
to ensure participant safety. Though plastic 
barriers and wearing of mask are in placed this 
does not hampered the interviews to the re-
spondents as the researcher establish rapport 
and friendly introductions, encourage the re-
spondents to answer the survey questionnaire 
and willingly shares their experiences, most 
particularly during the FGD. Nevertheless, de-
spite the challenges during that time of pan-
demic, data were consistently gathered 
through note taking and the first hand data was 
provided by the respondents and substantiated 
the interpreted survey responses. 
 
Data Analysis 

The data gathered about the profile of the 
respondents, the different pricing strategies, 
and the factors or cues that influenced cus-
tomer satisfaction with regard to pricing were 
analyzed with the use of frequency and rank 
distribution. Frequency distribution is the com-
mon method to represent the number of  

individuals in a given category. It provides an 
overview of the entire data from the respond-
ents about the pricing strategy and their satis-
faction with the coffee shops, it simply gives an 
overview of how the respondent's responses 
are distributed, whether the response is high or 
low or are concentrated and extended along the 
given scale of measurement (Manikandan, 
2011). While determining the level of effective-
ness of the pricing strategies, the Likert scale 
and computation of weighted mean were em-
ployed. Moreover, a statistical tool of Biserial 
Rank Correlation Coefficient was used in deter-
mining the association between pricing strate-
gies and the cues utilization variables to cus-
tomer satisfaction in a coffee shop business 
(Turney, 2022). 

 
Ethics Protocol 

In line with the research best practices and 
ethical considerations, ethical protocol was ob-
served in administering the study, ensuring 
that every participant was provided a free prior 
and informed consent (FPIC) form which was 
accomplished by the respondents before the 
actual conduct of the survey interview and the 
focused group discussion. Further, the re-
searcher explained to the participants the ra-
tionale of conducting the study and guaranteed 
that any information obtained was intended 
only for the conduct of this research study. The 
respondents were assured that decision to be-
come participant is within their free and volun-
tary act and not forced by any circumstances, 
thus any refusal does not mean to some extent 
bringing effects to their business. The names of 
the respondents were not disclosed in any sec-
tion of this paper, to protect the integrity and 
personality of the respondents, and the coffee 
shops business as well in compliance with the 
Philippine Data Privacy Act of 2012. 

 
Results and Discussions 

This part presents the results about the cof-
fee shops' pricing strategies and customer sat-
isfaction based on the objectives of the study 
which consist of the profile of the respondents, 
the different pricing strategies espoused by the 
coffee shops, the effectiveness of the pricing 
strategy, the cues that affect customer satisfac-
tion related to the pricing strategy and the  
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significant relationship between pricing strate-
gies and customer satisfaction. 
1. Profile of the Respondents 

Sex and Age.  Table 1 shows the profile of 
the respondents comprises of 63 male and 87  
 

female wherein the majority are in the age 
bracket of 15-30 having a frequency of 115 or 
equivalent to 76 percent while the least is on 
the age bracket of 61 and above with a percent-
age of 2. 

 
Table 1. Profile as to Sex and Age 

           Indicators Frequency Percentage 

 Sex 
Male 63 42 
Female 87 58 
Total 150 100 

 
 

Age 

15 – 30 115 76 
31 – 45 22 15 
46 – 60 10 7 
61 and above 3 2 
Total 150 100 

      
The results of the study revealed that fe-

males are the most frequent customer of a cof-
fee shops. Results further shows that genera-
tion Z or aged 15-30 and millennials (25-40 
years old) are considered to be a lover of coffee 
products. In an article written by Alfonso 
(2017), it demonstrates that young women in 
generation Z consume coffee more than men no 
matter how is the price of the product. These 
individuals have led the increase in the con-
sumption of coffee beverages. The study of Ro-
bichaud (2022) highlights that female under 
generation Z is a significant component of  

market for the producers and sellers. These 
group of consumers provides influence on sus-
tainable consumption and motivation for ethi-
cal food production. 

Frequency of Visiting the Coffee Shop.  Data 
in Table 2 shows the number of times the re-
spondents visited the coffee shop where in 92 
respondents or 56 percent visits the coffee 
shop in a weekly basis while 33 or 22 percent 
of them make their stop over at the coffee shop 
every month. The remaining 17 percent or 
equivalent to 25 respondents went to the coffee 
shop in a daily routine.

 
Table 2. Frequency of Visiting the Coffee Shop 

Indicators Frequency Percentage 
Every Day 25 17 

Every Week 92 56 
Every Month 33 22 

Total 150 100 
 

Results elucidates that majority of the re-
spondent went to the coffee shops in a weekly 
manner. According to the respondents visiting 
or hanging to the coffee shop is form part of 
their lives, that there is a feeling of satisfaction 
once they go and keep hanging at the place with 
their friends. Respondents did not mention 
specific name of the coffee shops where they 
hang up since most of the shops offered same 
products strategies that suited to customer 
preferences. Moreover, respondents also 

pointed out that visiting coffee shop daily is 
pretty much interesting as they seen people 
who keep coming to the place and devouring to 
flavored coffee products like there is no tomor-
row. The result of the study is with similarity 
from the article posted at the Perfect Daily 
Grind (2020) which stated that five percent of 
coffee shops customers return to the same cafe 
on the very same day and taking coffee  
becomes part of a daily life habit. This indicates 
that there is a lion’s share of coffee  
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consumption in the province since the majority 
of the respondents preferred to purchase cof-
fee products twice a week. This further proved 
that despite the numerous coffee shop business 
existing in the province, there is still a strong 
business potential for opening a coffee-related 
business.  

Number of Times Avail or Buy the Product.  
The results presented in Table 3 inferred the 

number of times the respondents’ avail or pur‐
chase product from the coffee shops where ma-
jority of the respondents or 65 percent buys the 
product twice a week while 33 respondents or 
equivalent to 22 percent buys in a daily basis. 
Results further showed that 13 percent or 19 
respondents buys coffee beverage products in 
a monthly basis. 

 
Table 3. Number of Times Avail or Buy the Product  

Indicators Frequency Percentage 
Every Day 33 22 

Every Week 98 65 
Every Month 19 13 

Total 150 100 
       

The findings of the study inferred that there 
is the largest share of coffee consumption in the 
province since the majority of the respondents 
preferred to purchase coffee products twice a 
week. Results denotes that customers were de-
lighted with the prices that coffee shops have 
tendered with them. In a study by Prasilowati 
et al. (2021), price is one variable in the mar-
keting mix that positively affect the satisfaction 
of the customers, it can mediate how the cus-
tomers perceived the products quality and how 
it influences buying decisions. Further, it 
proves the marketing niche which states that 
delighting customers across product pricing is 
the business approach of fulfilling the pleasure 
of contentment after testing the outcome of the 
products’ expected performance (Prabhu, 
2022). 

2. Pricing Strategies Practiced/Imple-
mented by Coffee Shops that Enticed Re-
spondents in Buying Coffee products 
Pricing Strategies.  In Table 4 data reflected 

the five different types of pricing strategies es-
poused by the coffee shops that attracted the 
respondents to purchase the products. Com-
petitive-based pricing is the most common at-
tractive pricing strategy of the coffee shops 
with the corresponding percentage of 44 per-
cent. It was followed by the Cost-plus pricing 
strategy which attracted 41 respondents or 
equivalent to 27 percent. On the other hand, 
price skimming is the least strategy practiced 
by coffee shops which attracted the respond-
ents to purchase the product with a percentage 
of 3.  

 
Table 4. Pricing Strategies Espoused by the Coffee Shops 

Indicators Frequency Percentage Rank 
Value-Based Pricing 25 17 3 
Competitive-Based Pricing 66 44 1 
Product Bundle Pricing 13 9 4 
Cost-Plus Pricing 41 27 2 
Price Skimming 5 3 5 

The findings of the study indicated that 
most of the respondents were enticed by com-
petitive-based pricing approach of the coffee 
shops. Respondents are aware in this kind of 
pricing strategy since most of the coffee shops 

implemented the same pricing scheme. One of 
the respondents commented that customers 
observed the manner in which the coffee shops 
set prices for their products. Khartit (2020) in 
his study pointed out that since coffee shops 
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are selling almost similar products competi-
tive-based pricing is used more often in setting 
the price. Accordingly, it is mostly focused on 
competitors’ prices and not on how customers 
perceived the value of the product. This further 
explained that for a certain coffee shop to get a 
possible deal with their customers, the shops 
need to match the price of their competitors in 
order to gain market share especially since 
many of the customers always consider price 
comparisons among the players in the coffee 
industry.  

However, one respondent emphasized that 
it is not a better idea for the coffee shops to 
stick to this type of pricing strategy since it gave 
an impression that products being sold have 
the same level of quality or standard and can-
not stand alone or be differentiated from other 
competitors’ products in the market. This im‐
plied that if the coffee shops did not change 
their pricing strategy as well as differentiate 
their products over time, the tendency is that 
customers may change preferences thus leav-
ing coffee shops like a fish who stopped swim-
ming and was found dead in the water (Kim & 
Park, 2021). 

Results further indicate that although com-
petitive-based pricing is good enough, long-
term implementation of it would not rather be 
the main ideology in determining the pricing 
approach since it will not help coffee shops to 
separate themselves from the competetion and 
in bolstering the image of their brand and prod-
ucts. The finding of the study has a similarity to 
the analysis conducted in the apparel industry 
by Shamsudin et al. (2020), which shows that 
price perceptions have something to do with 
customer satisfaction. Pricing strategy shows a 
positive relationship between customer satis-
faction and determining sales tactics. It can also 

be used in adjusting marketing strategy in or-
der to gain market share and to sustain a com-
petitive advantage in the market. 

On the other hand, the least pricing strategy 
that attracted customers is the price skimming 
strategy. Abid (2022) emphasis that price 
skimming is a pricing strategy where the coffee 
shops set the highest price in the initial stage of 
product launching and then gradually lower it 
within the course of time in order to attract 
price-sensitive customers. This indicates that if 
the coffee shops have new types of products to 
be offered it is common that the highest price is 
set so that an easy return on investment will be 
secured. It also enables the coffee shops busi-
ness to easily recover its cost quickly by making 
the most of the revenue it obtains. However, 
Dawson (2021) pointed out that price skim-
ming is not a great strategy in an already satu-
rated or busy market. It is not effective since 
other customers may not buy competing prod-
ucts with higher prices without seeing signifi-
cant product innovation as compared to the 
original one. 
 
3. The Effectiveness of Pricing Strategies 

from the Perspective of Customers 
Effectiveness of Pricing Strategies. Data re-

flected in Table 5 indicated the effectiveness of 
different pricing strategies as perceived and ex-
perienced by the respondents/customers of 
the coffee shops. Majority of the respondents 
perceived Value-Based pricing as an extremely 
effective strategy with a weighted mean of 4.60 
followed by the Product- bundled pricing hav-
ing a weighted mean of 4.52 also interpreted as 
extremely effective, while the least strategy is 
the price skimming having a weighted mean of 
4.11 interpreted as very effective pricing strat-
egy. 

 
Table 5. Effectiveness of Pricing Strategies from Customers’ Perspective  

Pricing Strategies Weighted Mean Adjectival Rating 
Competitive-Based Pricing 4.32 EE 
Value-Based Pricing 4.60 EE 
Price Skimming 4.11 VE 
Product Bundle Pricing 4.52 EE 
Cost-Plus Pricing 4.20 VE 

Legend:  4.21-5.00 = Extremely Effective;         3.41–4.20 = Very Effective; 
1.00-1.80 = Not Effective; 2.61–3.40 = Moderately Effective;       1.81–2.60 = Slightly Effective 



MRA Mabeza, 2024 / Pricing Strategies and Customer Satisfaction in Coffee Shops 

 

    
 IJMABER 4292 Volume 5 | Number 11 | November | 2024 

 

As to respondents’ perspective on the effec‐
tiveness of pricing strategies used by the coffee 
shops, the study reveals that respondents’ per‐
ceived Value-Based pricing as an extremely ef-
fective pricing strategy for coffee shops. The 
majority of the respondents believed that 
Value-based pricing is a customer-centered 
pricing strategy, implying that on top of any 
product features, the most important basis in 
setting the price is how the customer perceived 
the value or the worthiness of the products 
(Fehrenbach et al., 2021; Li, 2021) in satisfying 
the needs and wants of the latter. Dawson 
(2020b) in his article stress-out that Starbucks 
as a popular coffee shop around the world uti-
lizes a value-based pricing strategy in order to 
maximize profit. The study established a notion 
that customers were the significant component 
of the business, letting them feel important by 
putting them first and guaranteeing that the 
prices they are paying for the products and ser-
vices will have an equal amount the customers 
are willing to pay as well as based on customer 
expectations on the perceived value that they 
will be getting from the products of the coffee 
shop.  

The present study has a similarity to the 
study conducted by Oliver and Swan (1989) as 
cited by Javed et al. (2021), which explained 
that the alignment between perceived value 
and price influences customer satisfaction, as 
individuals evaluate the worth of a product or 

service against its cost, leading to a greater like-
lihood of contentment when this balance is 
achieved.  Henceforth, respondents affirmed 
that value-based pricing is the most effective 
pricing strategy because customers believed 
that whatever the price of the products was, it 
corresponds to the perceived value by the cus-
tomers. On the other hand, price skimming was 
the least effective pricing strategy for a coffee 
shop based on the perspective of the respond-
ents. According to Ziari (2022), price skimming 
can create a perception in the market that the 
product category itself is less exclusive or excit-
ing. Therefore, customers are less likely to pur-
chase when the pricing strategy adopted by the 
coffee shop is the price skimming scheme. 
 
4. Cues that influence customer satisfac-

tion related to the pricing strategy 
adopted by the coffee shop  

     Cues that influence customer satisfaction. Ta-
ble 6 explains the factors that affected cus-
tomer satisfaction related to the pricing strat-
egy of the coffee shop. The respondents 
strongly agreed that services which are parallel 
to the price affects customer satisfaction with a 
weighted mean of 4.26, it was followed by the 
value of the product to the customers having a 
weighted mean of 4.21. Surprisingly, respond-
ents agreed that quality of the product is the 
least factor that affects customer satisfaction 
with a weighted mean of 4.02.  
 

Table 6. Cues that Influence Customers’ Satisfaction 

Indicators Weighted Mean Adjectival Rating Rank 
Quality of the product that match up the prices 4.02 VI 3 
Value of the product that corresponds to the price 4.21 EI 2 
Services that are parallel to the price 4.26 EI 1 

Legend: 4.21-5.00 = Extremely Influential;       3.41–4.20 = Very Influential; 
1.00-1.80 = Not Influential; 2.61–3.40 = Moderately Influential; 1.81–2.60 = Slightly Influential 
 

In terms of the cues or factors that influence 
customer satisfaction related to the pricing 
strategies, the findings of the study revealed 
that service is the factor that extremely influ-
ences customer satisfaction. It is a challenge for 
coffee shops to showcase tangible and appeal-
ing elements associated with their services. As 
services are intangible in nature, coffee shops 
have to be responsive and provide reliable and 

excellent services at all times. In most cases, 
price is a secondary factor for the customer to 
be satisfied, what matter most for the customer 
is how the business treated them and how ser-
vices are being delivered. A related study by 
Shen (2021), implies that service quality  
delivered a significant impact on customer sat-
isfaction which resulted in customer loyalty.   
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The results show similarity to the findings 
of the present study in a way that it emphasized 
customer satisfaction is a fundamental factor 
for any business to survive in a highly compet-
itive market. Moreover, Tzeng (2021) pointed 
out that excellent after-sale service is valuable 
in developing customer relationships thereby 
enhancing satisfaction and boosting a promise 
of repeat purchases. Although the price has a 
significant influence on customer decision 
making whether to buy the product or not 
and/or how much they need for the product, 
nevertheless, best customer service impacted 
the sales of coffee shops (Haq, 2018). Since 
most of the shops used similar pricing strate-
gies, the denominator that makes each coffee 
shop distinct from the others is the manner of 
delivering customer service. This means that 
respondent was willing to pay as long as the 
coffee shops show improvement in the quality 
of the services they delivered. Respondents be-
stowed that the product having high price de-
notes not only product quality but also the ser-
vices are equal with the amount 
tendered and it is more likely to develop a pos-
itive opinion towards the product and create a 
trusting relationship between the customer 
and the coffee shop business (Kaura et al., 
2015; Wedhana et al., 2019). 

The value of the products that correspond 
to the price is the second factor that affect the 
satisfaction of the respondents. In the market-
ing model, the value of the products helps the 
coffee shops in identifying the benefits that cus-
tomers may derive from the cost of producing 
such products. It must have the ability to meet 
customers’ needs, desirability, and product 
benefits (Ge et al., 2021). Respondents believed 
that the best value they get is the value equal to 
what they have spent regardless of social and 
economic standing (Tarigan et al., 2020). Coffee 
shops need to determine how customers per-
ceived the value of their product and how 
would these customers be willing to pay. To-
polska et al. (2021) explain that before buying 
a product, customers think about the various 
aspects attached to the product, its potential 
benefits, and the risk it may have before decid-
ing to purchase the product. Value is an im-
portant concept for the respondents because it 

could differentiate the product of the coffee 
shop from the competition.  

Accordingly, when the product value gives 
the utmost pleasure and fulfillment, it leads to 
customer satisfaction (Wantara & Tambrin, 
2020), which means that the price of the prod-
uct is in accordance with the benefits the cus-
tomers’ perceived. The result of the present 
study demonstrated similarity to the previous 
analysis which explains that pricing strategy or 
price suitability improved customer satisfac-
tion and enhanced the level of customer bene-
fits wherein at the end encouraged customers’ 
trust and repeat purchases. This only proves 
that the perceived value from the product is the 
main consideration in dealing with customer 
satisfaction (Chaerudin et al., 2021) implicating 
that the pricing strategy of the coffee shop has 
a significant impact on customer purchase de-
cision-making and satisfaction. 

Surprisingly, the notable results of the 
study implies that product quality is the last 
factor that makes a customer satisfied. One re-
spondent explained that it is categorical for 
snack shops to offer quality products to their 
customer. The product must be exceptionally 
made or in the best taste quality, with higher 
consistency on product features and attributes 
to equal in the amount or rightly corresponds 
to the price that customers are willing to pay 
(Djumarno et al., 2021). In a similar study 
about price and quality, Tong et al. (2021) infer 
that different features of vacation rental homes 
are factors that strongly affect the prices of ac-
commodation, it may include host responsive-
ness and the quality and size of Airbnb. As price 
and product quality define the potential of a 
business, coffee shops must have multiple al-
ternatives, determine what customers mostly 
preferred, and how these alternatives compel 
their willingness to pay. It is essential for coffee 
shops to ensure product quality, yet is not af-
fecting price affordability as it positively im-
pacts customer satisfaction (Sugiono & Aisyah, 
2021). 

 
5. Relationship Between Pricing Strategies 

and Cues for Customer Satisfaction 
In defining the significant relationship be-

tween pricing strategies and customer  
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satisfaction the study used Rank Biserial Corre-
lation Coefficient (rrb) to determine if signifi-
cant relationship exist between these pricing 
strategies and the factors or cues that influence 
customer satisfaction. The result presented in 
table below is tested at alpha 0.05 level of sig-
nificance.  

Correlation between pricing strategies and 
cues for customer satisfaction. In Table 7 data 

shows that the competitive pricing, value 
based-pricing and product bundle pricing has a 
correlation to Service as one cue for customer 
satisfaction with a computed rrb = 0.264, p = 
0.026; rrb = 0.264, p = 0.026 and rrb = 0.241, p 
= 0.043 respectively. While in terms of Value as 
another cue for customer satisfaction, only 
value- based pricing correlated to the variables 
with a computed rrb = 0.316, p = 0.007 

 
Table 7. Rank Biserial Correlation between Effectiveness of Pricing Strategies and Cues for Customer 

Satisfaction 

Pricing Strategies 
Cues Influence Customer Satisfaction  

Quality Value Service 
Competitive-Based 
Pricing 

rrb = 0.127, p = 0.291 rrb = 0.21, p = 0.314 rrb = 0.264, p =0.026* 

Value-Based Pricing rrb = -0.007, p =0.952 rrb = 0.316, p =0.007* rrb = 0.264, p =0.026* 
Price Skimming rrb = 0.092, p = 0.447 rrb =-0.059, p = 0.626 rrb = 0.074, p =0.537 
Product Bundle 
Pricing 

rrb = 0.215, p = 0.072 rrb = 0.035, p = 0.775 rrb = 0.241, p = 0.043* 

Cost-Plus Pricing rrb = 0.013, p = 0.912 rrb =-0.056, p = 0.645 rrb = -0.034, p =0.778 
 *p < 0.05 

 
With regards to the significant relationship 

of pricing strategies and cues for customer sat-
isfaction, the Biserial Rank Correlation Coeffi-
cient signified a statistically significant associa-
tion between the effectiveness of pricing strat-
egies and the cues for customer satisfaction. 
This means, the more effective the pricing 
strategy, the more satisfied the customer. Set-
ting price is an essential approach for the  
business to attract customers (Zhong & Moon, 
2020). This indicates that customers are more 
likely to develop a satisfied relationship with 
the coffee shops when the latter used an effec-
tive pricing strategy and implements prices for 
products that are conformance with quality, 
value, and the services provided by the coffee 
shops (McCormick, 2017). Hence, price strate-
gies provide an important indicator of 
customer satisfaction. Coffee shops that might 
be interested in assessing the long-term bene-
fits of customer satisfaction should consider 
not only the effectiveness of different pricing 
strategies but also meet the standard of the 
quality set forth by customers (Sihite et al., 
2023). 

Moreover, the customer perceived value for 
the product shows a correlation to the coffee 

shop’s pricing strategy like the bundle pricing 
approach. The approach of bundle pricing at-
tracted those customers who perceived the 
value of the individual product component. Cof-
fee shop owners must be aware that using bun-
dled pricing strategy, must create a positive ex-
perience, build trust and leave a better impres-
sion which leads to customers’ trust (Rivai, 
2021) and encourage repeat purchases. Coffee 
shops need to do more than just serve good cof-
fee but also provide an accurate pricing strat-
egy and the best services to become more suc-
cessful business (Moretti et al., 2022). Further, 
the study of Jawabreh et al., (2023) on hotels is 
similar to the result of the current study denot-
ing that quality of service and price policies are 
factors that businesses need to consider to 
achieve customer satisfaction.  

Thus, the implementation of effective pric-
ing strategies brought an advantage to the cof-
fee shops for having long-term customer satis-
faction which eventually develop into customer 
loyalty. Although in some aspects market satu-
ration has occurred, still the greater the cus-
tomers’ satisfaction with pricing strategies, the 
more the business can hold on to it, ensuring 
business growth and in maximizing profit. 
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Managerial Implications  
The effectiveness of different pricing strat-

egies implemented by the coffee shops helped 
shifted the way the business influence cus-
tomer satisfaction. As the price demonstrated 
to have a highly positive relationship with cus-
tomer satisfaction, particularly competitive 
and value-based- pricing approaches, every 
coffee shop needs to enhance marketing strate-
gies in order to get loose to the competition. 
The cue utilization may also be considered as 
critical factors to induce customer satisfaction 
and delight. The findings of this study can be 
utilized as a basis to enhance market share and 
increase business value. Price is not only one 
significant component in delivering customer 
satisfaction but how business valued their cus-
tomers through efficient services and provid-
ing the perceived value or the things they may 
offer to achieve the approval of their custom-
ers. Customer satisfaction is a lifelong chal-
lenge to coffee shops business; therefore, cus-
tomer centricity should be a strategy to gain 
positive impression and be able to build long-
term relationships with their customer. 

 
Conclusion and Suggestions 

Based on the study’s results, it is clear that 
pricing strategy is a crucial element of a busi-
ness’s success. A well-crafted pricing strategy 
can positively impact customer satisfaction 
leading to increased sales volume and profita-
bility. It was further concluded that the result 
of the study helps better understand the satis-
faction of customers towards coffee shops’ 
pricing strategies. Henceforth, it is suggested 
that coffee shops business invest time and re-
sources in studying pricing strategies to iden-
tify the most effective policies for their prod-
ucts or services. Therefore, the study suggested 
that coffee shops to increase market share and 
sustain business growth. Additionally, coffee 
shops business should conduct market re-
search, evaluate customer lifetime value, and 
review their feedback to determine the most ef-
fective pricing strategy.  The owners of a coffee 
shops should develop a comprehensive busi-
ness model to use as guide in setting a strategic 
price for their products. By following these sug-
gestions, businesses can optimize their busi-
ness operation and will create positive  

customer experiences, build long-term cus-
tomer relationship, and ultimately gain posi-
tive impact on the success of their business. 
Moreover, further research can be conducted in 
this field with other additional variables of the 
marketing mix and be done in a wider or large 
scope of location. 
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