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The transformation of the digital economy has brought
fundamental changes to the way individuals and
organizations interact in the marketplace, making
consumer behavior increasingly complex and dynamic.
This study aims to comprehensively examine the
relationship between behavioral accounting, consumer
psychology, and pricing strategies in the context of the
digital economy through a literature review approach. By
analyzing several scientific articles published from the last
five years, the study found that the three concepts are
interrelated and form adaptive and behavior-based
decision-making systems. Behavioral accounting is
becoming important in structuring financial information
that takes into account user perceptions and biases, while
consumer psychology explains how digital stimulus
influences preferences and purchasing decisions. On the
other hand, digital pricing strategies based on data and
algorithms are able to adjust value personally for
consumers. The results of this study make a theoretical
and practical contribution in developing a more humane,
data-based, and sustainable digital business strategy.
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1. Introduction

The development of digital technology has brought major disruption to
almost all aspects of human life, including in the context of consumer behavior,
business strategy, and corporate financial reporting practices. This change marks a
shift from the conventional economic paradigm to a digital economy characterized
by high connectivity, real-time data, and platform-based interactions. In this
environment, business people are not only required to adopt new technologies, but
also to deeply understand how consumers think, how information is absorbed and
processed by individuals, and how prices are perceived and responded to in a digital
economy system (Boh et al., 2023). These three main aspects: behavioral accounting,
consumer psychology, and pricing strategies, are essential elements to be understood
and integrated by organizations that want to survive and thrive in the digital age.

Behavioral accounting is a branch of accounting that studies the influence of
psychological factors on financial decision-making. This theory develops from a
behavioral economics approach which states that individuals do not always act
rationally in making economic decisions. In a digital world full of information,
distractions, and time pressures, decisions related to finances are often influenced by
cognitive biases such as overconfidence, anchoring, confirmation bias, and other
heuristics. In this context, accounting functions not only as a reporting tool, but also
as a communication instrument that can shape the perceptions, expectations, and
even decisions of stakeholders, including investors, customers, and internal
management. A study by Mattei (2023) highlights that financial reporting in the

metaverse world and digital ecosystem demands an understanding of how the



information is processed by users under certain emotional conditions. Therefore,
behavioral approaches in accounting are becoming increasingly relevant, especially
in anticipating how information is delivered and how it impacts the perception of
value and risk.

On the other hand, consumer psychology plays an important role in
explaining why consumers make certain purchases, how they decide to remain loyal
to a brand, and what factors motivate them to return to make transactions.
Consumer psychology in the digital context is increasingly complex because it is
influenced by online social interactions, recommendation algorithms, and user
interface design that indirectly affect consumers' perception of the quality of
products or services. In a situation like this, consumers are no longer only influenced
by product characteristics alone, but also by testimonials, digital reviews, influencers,
to the urgency and scarcity effect displayed through flash sales and promotional
countdowns. The study of Farooq and Swamy (2023) revealed that in e-commerce
platforms such as Myntra, consumer perception is largely determined by visual
elements, the number of positive reviews, and the appearance of psychologically
packaged discounts.

Furthermore, pricing strategies in the digital economy have undergone
significant evolution. Strategies that were once static and cost-based have now
shifted to dynamic, personalized, and behavioral-based. In an e-commerce
environment, prices can change in minutes depending on market demand, customer
segmentation, access time, geographic location, as well as the uset's purchase

behavior history. This approach is known as dynamic pricing and has been widely
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applied by companies such as Amazon, Shopee, and Tokopedia. Research by Chen
et al. (2023) shows that pricing strategies designed based on an understanding of
consumer behavior, such as flash sales and bundling, have a significant impact on
sales conversions and consumer loyalty. However, this strategy also poses ethical
challenges, especially if it is perceived as unfair or manipulative by consumers.

The relationship between behavioral accounting, consumer psychology, and
pricing strategies in the digital economy is very close and complementary. Financial
information compiled through a behavioral approach can be used to understand and
predict how consumers will react to prices and offers. Instead, insights from
consumer psychology and responses to pricing strategies can be used as feedback in
reporting design and managerial accounting decision-making. Therefore, this
research aims to examine in depth the relationship between the three fields through
the literature study method, in order to build an integrative and relevant
understanding for business people, academics, and policy makers in facing the

challenges and dynamics of the digital economy.

2. Literature Review

2.1. Behavioral Accounting in a Digital Context

Behavioral accounting is a field that examines how psychological factors, such
as perception, emotions, cognitive bias, and intuition, influence accounting decision-
making, both by internal corporate actors such as management and auditors, and by
external users such as investors and regulators. In the context of the digital economy,

the role of behavioral accounting is becoming increasingly relevant considering that



the delivery of financial information is no longer passive and one-way. Interactive
data visualizations, web-based financial dashboards, and dynamic reports allow users
to access and interpret information in a variety of formats, which in turn increases
the likelihood of cognitive biases emerging. According to Zare and Mahmoudi
(2020), the presentation of visual-based financial statements can trigger a framing
effect, where users focus more attention on the aspects that stand out most visually,
rather than the most substantively relevant.

Mattei (2023) reinforced this by highlighting that in metaverse and virtual
economy environments, perceptions of financial value are not only influenced by
data, but also by visual narratives and emotional contexts. On the other hand, the
nontransitive preference model developed by Alés-Ferrer et al. (2021) suggests that
market participants, including financial managers, often act inconsistently because
they are influenced by external emotions or pressures. Therefore, behavioral
accounting offers an important perspective in understanding decision-making in the
digital age, where financial information becomes part of an interactive and

communicative ecosystem that is heavily influenced by human factors.

2.2. Consumer Psychology and Behavioral Dynamics in the Digital Era
Consumer psychology studies how psychological processes such as
perception, motivation, and attitudes shape an individual's purchasing preferences
and behaviors. In the digital ecosystem, consumer behavior is no longer linear and
rational as assumed in classical economic theory, but is strongly influenced by digital
stimuli that are emotional and social. E-commerce platforms such as Shopee and

Myntra use psychological elements such as user testimonials, discount countdowns,
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and algorithmic recommendations to influence consumer decisions. The study of
Farooq and Swamy (2023) shows that customer satisfaction on Myntra is strongly
influenced by their perception of service quality, price, and user reviews, not just by
the characteristics of the product itself.

Zaato et al. (2023) also found that the perception of price fairness and
shopping convenience had a significant impact on Shopee consumer loyalty.
Elements such as ease of application navigation, quick customer service response,
and a sense of security in transactions are part of the psychological construct that
shapes customer preferences. Consumer psychology also includes the influence of
the concepts of social proof, scarcity effect, and urgency which are often applied
through flash sale techniques, bundling, and exclusive promos that are limited in
time. This shows that in the digital context, consumer decisions are heavily
influenced by external stimuli strategically designed by companies. Thus,
understanding the psychology of digital consumers is crucial in developing effective

marketing and product development strategies in the digital economy era.

2.3. Pricing Strategies in the Digital Economy

Pricing strategies in the digital economy no longer follow the conventional
approach that is solely based on production costs and profit margins. Today, pricing
strategies are designed dynamically and contextually by relying on big data and
consumer behavior analytics. Approaches such as dynamic pricing, personalized
pricing, bundling, and pay-what-you-want pricing have become common practices
across various digital platforms. In this context, pricing serves not only as a

transaction mechanism, but also as an instrument of value communication that



shapes consumers' perception of brands and products. Chen et al. (2023) noted that
the use of flash sale, bundling, and cashback strategies on the Shopee platform has
succeeded in increasing impulse purchase volume and maintaining customer loyalty
significantly.

The use of Artificial Intelligence (Al) and pricing algorithms has also
revolutionized the way companies price their products. Furlan (2020) reports that
large e-commerce companies now use predictive models to adjust prices in seconds
based on user click history, visit time, geographic location, and purchase history data.
On the other hand, Al6s-Ferrer et al. (2021) reminds that consumers do not always
act rationally and have preferences that can change contextually, so price strategies
that are too mechanistic can actually fail. This is reinforced by Pei and Wang (2022)
who found that a company's orientation towards profitability alone without
considering consumer behavioral responses can result in market rejection.
Therefore, an effective pricing strategy in the digital economy must consider the
psychological context of consumers, social values, as well as the ethics of
transparency to ensure the sustainability of the long-term relationship between the

company and the customer.

3. Method

This study uses a literature review approach as the main method to explore
and analyze the relationship between behavioral accounting, consumer psychology,
and pricing strategies in the context of the digital economy. Literature studies were

chosen because they allow researchers to gather, classify, and synthesize findings
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trom relevant scientific sources to build a deep conceptual understanding. The main
focus in this study is to identify conceptual linkages as well as the development of
recent empirical findings derived from veritied academic publications.

The literature search process is carried out systematically using the Google
Scholar academic search engine. The articles searched covered the year of
publication from the last five years and contained keywords such as “behavioral
accounting”, “consumer psychology”, “pricing strategy”, and ‘“digital economy”.
From the initial search results that resulted in some articles, a screening process was
carried out based on the suitability of the topic, relevance of substance, and the
availability of complete text. Only articles published in reputable scientific journals
or conference proceedings are included. Finally, several articles that met all the
criteria were selected for further analysis.

The selected articles were then analyzed using a thematic approach with open
coding techniques to identify central issues related to each of the main topics. The
themes found were grouped into three broad categories, namely: (1) behavioral
accounting and psychological-based financial decision-making, (2) the influence of
consumer psychology in digital transactions, and (3) behavior-based pricing
strategies in the digital economy environment. The analysis is carried out with a
narrative synthesis approach, where data from each article is summarized and
compared to produce an integrated understanding between themes.

The validity of the data in this study was strengthened by using only literature
that had significant citations and indexed academic publications. To ensure the

consistency of the analysis, all articles were reviewed using a conceptual triangulation



approach between behavioral economics theory, consumer marketing theory, and
digital managerial strategy. Although this study does not conduct statistical testing
or quantitative analysis, this approach of the literature provides a strong and in-depth
theoretical basis for the development of further empirical research. Thus, this
research aims to present a conceptual map and synthesis of the latest knowledge that

can be utilized by digital business practitioners, academics, and policy makers.

4. Results

The results of this comprehensive literature review show that behavioral
accounting, consumer psychology, and pricing strategies in the digital economy
interact with each other form the main foundation for adaptive, behavioral, and
consumer-oriented decision-making. These three can no longer be separated as
stand-alone disciplines, but must be understood as a single conceptual unit that
forms a complex digital market mechanism. In terms of behavioral accounting,
literature studies show that financial decision-making in a digital context is heavily
influenced by cognitive and emotional factors. Accounting is not only an activity of
recording numerical data, but also plays a role as a presenter of information that will
be perceived and understood by various stakeholders who have different
backgrounds and psychological orientations. Research by Chin and Lukman (2022)
shows that the perception of the financial performance of digital companies is highly
determined by the way information is presented in financial statements, both in

terms of visualization, narrative, and the form of media used.
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For example, reports displayed through graphical interfaces and interactive
dashboards tend to produce more positive interpretations than conventional textual
reports, even when the basic information is the same. The framing and anchoring
effect, known in behavioral economics theory, appears to play an important role in
influencing perceptions of financial information. These findings are reinforced by
the research results of Mattei (2023) in the context of the metaverse and digital
assets, where users not only rely on logic and numerical analysis, but are also
influenced by the visualization of asset value, project narrative, and data delivery
integrity. This shows that behavioral accounting in the digital world is closely related
to strategic communication and subjective interpretation. In fact, biases such as
overconfidence and biased optimism have been shown to affect how investors
respond to publicly available financial information, especially in a rapidly changing
digital ecosystem.

Meanwhile, a study by Herlitz (2020) on non-transitive preferences shows that
not all economic decisions can be explained by classical rationality. Consumers and
managers often make inconsistent choices between times because they are
influenced by context, social pressures, or partial information. In the digital economy
system, this phenomenon is very common because users are faced with a wide
variety of information and options that change rapidly. Therefore, the
nonparametric approach to utility measurement developed in the study is very
relevant to understanding the way market participants process financial information

and price behavior.



In the context of consumer psychology, the results of literature studies show
a consistent picture of the increasingly complex behavior of digital consumers.
Unlike traditional consumers who rely on direct interaction and physical
relationships with products, digital consumers are heavily influenced by online
information, user reviews, digital product displays, and emotional and social factors
shaped by platform algorithms. The study of Farooq and Swamy (2023) on the
Myntra platform shows that positive reviews from other consumers, large discounts
in a limited time, as well as brand image strengthened by digital influencers strongly
determine purchasing decisions. Consumers not only buy products, but also respond
to social experiences shaped by digital communities and platform strategies.

Research by Zaato et al. (2023) on the Shopee platform shows that
convenience, security, and information transparency are the three main elements in
shaping consumer loyalty. Consumers are more likely to maintain relationships with
platforms that provide clear pricing information, treat personal data securely, and
provide a fast and intuitive shopping experience. In this case, the psychological
perception of value becomes more important than the objective value of the product
itself. For example, consumers are more interested in products with the label “30%
off today only” compared to products that are actually cheaper but without
emotional context or urgency.

Findings from Zare and Mahmoudi (2020) make it clear that digital consumer
expectations continue to increase along with technological advancements. They
demand speed of service, clarity of cost, as well as consistency between marketing

promises and product reality. In this context, psychological strategies such as
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scarcity, urgency, and authority have proven to be very effective in shaping consumer
decisions. In fact, the success of a digital marketing strategy today is largely
determined by how well the company understands and manipulates these
psychological factors.

In terms of pricing strategies, the results of the literature review show that
behavior-based approaches and data analytics have replaced the traditional cost-
based model. Pricing in the digital era is dynamic, personal, and contextual.
Hmurovic et al. (2023) show that strategies such as flash sales, limited-time
discounts, bundling, and the use of digital vouchers are very effective in increasing
sales volume and creating consumer loyalty. These strategies work not because they
change the intrinsic value of the product, but because they change consumers'
perception of urgency and scarcity.

A study by Furlan (2020) shows that leading digital companies are starting to
rely on Artificial Intelligence (AI) and machine learning to adjust prices in real-time
based on user behavior variables. Al can monitor browsing behavior, visit times,
geographic location, and purchase history to predict consumer willingness to pay for
a product. Thus, pricing strategies are no longer uniform, but rather tailored to each
individual. While this strategy increases efficiency and profitability, the literature also
highlights the risk of negative perceptions from consumers if price personalization
is perceived as unfair or discriminatory. In this case, consumer psychology and
perception of price fairness are factors that cannot be ignored.

In addition, Pei and Wang (2022) highlight that digital companies that focus

too much on price efficiency tend to ignore aspects of sustainability and social



responsibility. Modern consumers not only buy products, but also consider the
ethical values of the company. Therefore, a pricing strategy must be combined with
a strong brand narrative and transparent business ethics. Value-based pricing is
becoming increasingly relevant in this context, where prices are not only a reflection
of the cost of production, but also a reflection of the social, emotional, and
environmental value that the product offers to consumers.

The results of this literature study show a very close relationship between the
three main components studied. Behavioral accounting helps explain how financial
information is absorbed and interpreted by users whose rationality is limited.
Consumer psychology provides a foundation for how perceptions and emotions
influence purchasing decisions on digital platforms. Meanwhile, pricing strategies
leverage insights from both areas to craft a more responsive and adaptive approach
to highly liquid market conditions. Together, the three form the foundation for
strategic decision-making that is able to answer the demands of the digital era,
namely speed, personalization, and consumer experience-based value.

The implications of this result are far-reaching. For digital business people, a
behavior-based approach is no longer an option, but a must. The data collected from
user behavior must be interpreted by understanding the psychological basis behind
it. Financial reports and performance indicators should not only be compiled based
on numerical calculations, but should be delivered in a communicative form and in
accordance with the perception of the target audience. Pricing strategies should be a
reflection of a deep understanding of consumer emotions, preferences, and behavior

patterns, not just the results of cost calculations. For researchers and academics,
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these findings open up space for the development of interdisciplinary models that
combine economic theory, psychology, and information systems to form new

approaches to digital business decision-making.

5. Discussion

The results of this literature review confirm the importance of
multidisciplinary integration between behavioral accounting, consumer psychology,
and pricing strategies in shaping effective business strategies in the context of the
digital economy. All three cannot be viewed as stand-alone entities, but are
interdependent systems within the framework of data-driven, emotional, and
behavioral decision-making. This discussion will dissect how the three concepts are
interrelated, as well as outline their strategic impact and practical implications for
digital enterprises.

First, behavioral accounting in the digital age is no longer limited to the
company's internal functions to compile financial statements, but has evolved into a
strategic communication tool to stakeholders. The presentation of financial
information through digital platforms presents new challenges regarding the way
individuals process and respond to this information (Zachariadis et al., 2019). The
influence of framing effect, loss aversion, and overconfidence becomes increasingly
prominent when financial statements are displayed in visual and interactive form.
This changed the way companies structure their financial narratives, from

informative to persuasive. Therefore, the role of an accountant is no longer only



technical, but must also understand the behavior and perceptions of its readers,
including investors, business partners, and consumers.

Second, consumer psychology shows that purchasing behavior is not always
based on economic logic, but rather is strongly influenced by social, emotional, and
cognitive contexts. In digital platforms, consumers are inundated with information,
promotions, and a wide selection of products. Purchase decisions become very
sensitive to elements such as user reviews, limited-time discounts, visual display, and
ease of transactions. Studies show that consumers highly value the user experience,
which includes not only the application interface, but also information transparency,
speed of service, and a sense of security in transactions. Therefore, a successful
business strategy in a digital environment must be able to accommodate the
psychological needs of consumers, not just their functional aspects.

Third, effective pricing strategies in the digital age cannot be separated from
understanding consumer behavior and analytical data. Traditional models such as
markup pricing or cost-plus pricing have been largely abandoned and replaced by
dynamic pricing, personalized pricing, and Al-driven pricing (Aspromourgos, 2019).
This strategy allows companies to adjust prices in real-time based on user behavior
data, including purchase history, demographic segmentation, and in-app visit and
engagement time. However, this strategy also poses ethical and psychological
challenges related to price fairness and transparency. If consumers feel they are being
treated unfairly or manipulated through algorithms, there can be a decrease in trust

in the brand.
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Thus, the synergy between behavioral accounting, consumer psychology, and
pricing strategies forms a complex but adaptive decision-making cycle. Financial
information that is compiled with perceptions and emotions in mind, marketing
strategies that utilize a deep understanding of consumer motivations, and price
policies that are responsive to market behavior are mutually supportive elements in
creating sustainable business value. Companies that are able to integrate these three
components simultaneously will have a significant competitive advantage in an
increasingly competitive digital market. The study underscores that behavior-based
approaches are not only a strategic choice, but a necessity in an increasingly

personalized, dynamic, and data-driven digital age.

6. Conclusion

This literature study shows that behavioral accounting, consumer psychology,
and pricing strategies are three pillars that support each other in the development of
digital business strategies. Understanding consumer emotions, perceptions, and
preferences is key to designing relevant financial statements and targeted pricing
strategies. On the other hand, a successful pricing strategy depends not only on
mathematical calculations, but also on how those prices are perceived by consumers.
Data-based and algorithm-based approaches are the main determinants of strategy
effectiveness in the digital era. Therefore, companies need to adopt an
interdisciplinary approach that combines accounting, psychology, and technology.
This research provides a theoretical foundation for policymakers, digital

entrepreneurs, and researchers to develop consumer-oriented and behavior-based



strategies. In the future, this integration will be a key requirement for business

success in the midst of the ongoing digital transformation.
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