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Abstract – Lately, more people pay attention to their health, which helps explain why dried fruit sales are climbing fast within 

processed foods. Because so many companies now sell these products, staying profitable means finding smart ways to set prices 

without losing buyers. How much something costs can shape who buys it, how well a brand does against rivals, even long-term 

success. Looking closely at pricing shows how customer habits, rival moves, and what shoppers believe affect choices behind the 

scenes. The way firms price shapes how they stand out - or blend in - across this busy marketplace. Looking at things closely, 

the study uses both description and examination methods. From 101 people like sellers, bulk suppliers, shop owners, and buyers 

in the dried fruit trade, answers came via a fixed-format survey. Instead of surveys, outside details arrived from scholarly 

articles, field summaries, published works, plus web-based material. To make sense of numbers, techniques including average 

measures appeared alongside chi-square tests. Variance checks showed differences between groups while relationship strength 

popped up using correlation math. Then again, prediction patterns emerged when regression models ran on the information set. 

Hypotheses faced number-based scrutiny so findings could take shape clearly. Though demand plays a role, rivalry among 

sellers shapes price choices more sharply. Perception shifts clearly with age when it comes to cost views, yet job type shows no 

meaningful statistical link. Price decisions respond more strongly to competitive pressure than they do to customer demand 

patterns. When looking at how people view pricing, years lived matter, but professional roles fall flat in impact. Pricing choices 

seem to shape how managers act, how buyers see products, and where firms stand in the marketplace - yet the data showed no 

strong proof that pricing alone boosted competitiveness in this group. Even though numbers failed to confirm a clear link 

between price moves and company success, setting prices still matters when handling shifts in demand, what shoppers want, or 

pressure from rivals among nut and dried fruit sellers. One fresh look at pricing in farming businesses adds to what we already 

know, especially when it comes to dried fruit markets in India. Traders, those who prepare goods, and decision makers might 

find useful tips here - ways to stay stronger in crowded markets by setting smarter prices. Instead of fixed numbers, shifting 

price plans that follow customers and market shifts could help companies last longer, stand out more. Pricing Strategy Affects 

Competitive Performance in the Dry Fruits Industry 

 

Keywords - Pricing Strategy, Competitive Performance, Indian Dry Fruits Industry, Dry Fruits Market, Competitive 
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I. INTRODUCTION  
 

Nowhere is pressure stronger than in today’s worldwide 

markets, where companies face sharper rivalry thanks to 

open borders, faster tech, shifting buyer tastes, along with 

tighter connections between economies. Even so, firms in 

every sector keep searching - tweaking plans meant to stay 

profitable, pull in buyers, while building long-term edge 

over rivals. Pricing stands out among these methods - not 

least since what you charge shapes how people act, how 

much income flows in, your piece of the market, plus 

overall results. 

 

Figuring out how much to charge isn’t just about covering 

expenses - companies must weigh what customers are 

willing to pay alongside what rivals are doing. Value in the 

eyes of buyers often shapes price more than raw cost does. 

Some businesses set prices low to gain attention; others 

aim high to suggest quality. Shifts in supply or sudden 

changes in demand can force adjustments, sometimes 

overnight. Goals matter too - not every company wants 

maximum profit right away. Mistakes happen when 

emotions override data, leading to empty shelves or unsold 

inventory piling up. Charging too little scares off certain 

shoppers, while charging too much cuts into volume. Over 

time, small tweaks add up, building either loyalty or 

resentment. Poor choices here ripple outward, weakening 

brand trust even if the product itself stays strong. 

 

Lately, farming and food production have grown fast - 

especially places like India. Out of all that activity, dried 

fruit stands out. It helps grow economies. Jobs appear 

because of it. People eat better too. Think almonds. 

Cashews pop up often. Pistachios show up on plates more 

now. Walnuts get attention. Raisins sweeten meals without 

sugar. Dates bring richness. Figs add texture. These foods 

pack nutrients. They do good things inside bodies. When 

people earn more money, they buy them. Cities swell - and 

so does interest in these items. Eating patterns shift slowly 

toward such choices. Health matters more today than 

before. Buyers want what’s wholesome. That pushes trade 

higher at home - and abroad. 

 

Most people in India eat a lot of dried fruit, bringing in big 

shipments from abroad. Rising interest in nutritious diets 

keeps pushing sales upward. Online shopping spreads fast, 

helping more customers find what they want. Brick-and-

mortar stores grow at the same pace, reaching new 

neighborhoods. Packaged options attract buyers looking 

for convenience. From farm to shelf, many steps shape 

how these goods move. Sourcing begins overseas, 

followed by sorting and cleaning. Labels go on containers 
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before boxes stack up in warehouses. Trucks carry loads 

across states to reach local markets. Import companies link 

foreign suppliers with domestic demand. Wholesalers split 

bulk orders into smaller batches. Traders negotiate prices 

based on supply shifts. Processing units change raw nuts 

into ready-to-eat forms. Shop owners display items where 

shoppers can touch and see them. Each person along the 

chain plays their own quiet role. 

 

Growth might be possible, yet hurdles remain across the 

dry fruits field, shaking how smoothly companies run or 

perform. Price choices stand out as a key struggle - shaped 

less by single causes but more through layers like harvest 

cycles, overseas shifts, taxes on imports, fuel expenses, 

currency ups and downs, broken logistics links, even 

shifting buyer habits. Tangles like these pile up, leaving 

firms tangled when deciding what to charge. Complexity 

grows fast; balance becomes harder each season. 

 

Pricing gets tougher when so many players crowd the dry 

fruit scene. From small vendors to big brands, grocery 

stores, and internet sellers - everyone pushes nearly 

identical items. That pressure means keeping tabs on what 

others charge becomes unavoidable, without letting 

standards slip or profits vanish. Charge too much? 

Shoppers walk away, taking their money elsewhere. Go 

too cheap? Earnings shrink fast, making long-term survival 

harder than it needs to be. 

 

Lately, folks studying how companies run have started 

focusing more on what makes some do better than others. 

Doing better means getting ahead when it comes to things 

like customers, profits, happy buyers, new ideas, smooth 

operations, and expansion. One big reason why one 

business might beat another? How they set their prices. 

Prices shape whether people feel they’re getting something 

worth paying for, if they’ll buy again, stick with a name 

they know, or see a product as stronger in the marketplace. 

 

Looking at how companies perform against rivals, some 

ideas highlight price choices as a key factor. One idea says 

businesses get ahead when they make good use of what 

only they have - like smart ways to set prices. Another 

well-known concept points out two paths: being cheaper 

than others or standing apart through distinct appeal. 

Prices play a role here too - they help cut costs or show 

buyers something better is offered. How a firm sets its 

prices fits into these strategies without needing extra 

explanation. 

 

Pricing choices shape how people respond, also what 

results companies see. People tend to link cost to how 

good something feels, its worth, even whether they trust 

the name behind it. Lower prices pull in buyers, keep them 

around, make them happy - profit grows too. Still, what 

works well in one field might fail somewhere else entirely. 

Each sector needs separate study so we grasp the real 

forces driving price moves and edge over rivals. 

 

Even though plenty of work looks at prices in shops, 

factories, and everyday products, little effort explores how 

dried fruit sellers and makers set their rates - especially in 

India. Most past reports center on farm crops, global 

market strength, or broad farming business results. Yet we 

still know too little about how price choices affect rivalry 

among those handling nuts and dried fruits as competition 

heats up and shifts fast. 

 

This research aims to fill the gap by looking at how pricing 

choices affect competition in the dried fruit trade. It digs 

into what shapes those prices - such as buyer interest and 

pressure from rivals - and checks how these shape 

company results and standing in the marketplace. With 

attention shifting across sellers, bulk suppliers, 

shopkeepers, entrepreneurs, and buyers linked to dried 

nuts and fruits, it pieces together a full view of price 

movement patterns in the field. 

 

What makes this study matter isn’t just its place in 

scholarly work. Results could guide business leaders, 

startup founders, government planners, and others active in 

the dried fruit trade. With sharper pricing approaches, 

companies might see happier customers, better profits, a 

firmer edge over rivals, along with steadier long-term 

progress. On another note, those shaping policy might 

draw from these outcomes when building systems that 

back honest rivalry, smoother markets, growth across the 

field. 

 

Pricing choices shape how firms stand out, especially when 

markets get crowded. What sets one apart often links back 

to smart price moves across the sector. Evidence from this 

work digs into real-world tactics used in the dried fruit 

world. Results shed light on ways companies adjust prices 

to stay ahead without racing to the bottom. Staying strong 

over time may depend less on cost alone but more on 

strategic positioning through pricing. 

 

II. REVIEW OF LITERATURE 
 

Njoroge (2015) examined marketing strategies adopted by 

agricultural trading companies in Kenya. The study found 

that effective pricing strategies contributed significantly to 

sales growth and competitive advantage. The author 

recommended strategic pricing as a tool for improving 

market competitiveness. 

 

Sachitra (2016) investigated competitive advantage in 

agribusiness firms. The findings indicated that 

profitability, productivity, and market share are important 

indicators of competitiveness, with pricing playing a 

crucial role in achieving sustainable business performance. 

 

Chahat Gupta (2017) analyzed the influence of competitor 

pricing on consumer purchasing decisions. The study 

revealed that customers compare prices across competing 

firms and perceive value through pricing, making value-

based pricing an important strategy. 
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Kotler and Keller (2018) emphasized that pricing is a key 

element of the marketing mix that directly affects customer 

perception and market positioning. The study highlighted 

the importance of balancing customer value with 

organizational profitability. 

  

Nagle, Hogan, and Zale (2018) explored value-based 

pricing practices across industries. Their findings showed 

that firms adopting value-based pricing achieved higher 

profitability and stronger competitive positions than firms 

relying only on cost-based pricing. 

 

Hinterhuber (2019) examined strategic pricing capabilities 

and their impact on organizational success. The study 

concluded that pricing should be treated as a strategic 

management function that contributes to long-term 

competitive advantage. 

 

Armstrong and Kotler (2020) reported that customers 

evaluate products based on perceived value rather than 

price alone. The study suggested that organizations should 

align pricing strategies with customer expectations to 

improve satisfaction and loyalty. 

 

Desalegn Yeshitila, Kitaw, Jilcha, and Muchie (2020) 

investigated business strategies in saturated markets. The 

study found that flexible and situational strategies, 

including pricing decisions, help firms create competitive 

market positions and achieve growth. 

 

Kumar and Reinartz (2020) studied customer-centric 

pricing approaches in competitive markets. The findings 

indicated that businesses considering customer preferences 

while setting prices experience higher retention and 

stronger business performance. 

 

Hanaysha (2021) examined factors influencing consumer 

purchase behavior. The study identified pricing as a 

significant determinant of buying decisions and concluded 

that competitive pricing positively affects customer 

satisfaction. 

 

Patel and Desai (2022) analyzed pricing practices in Indian 

food-processing firms. The study revealed that flexible 

pricing strategies enable firms to respond effectively to 

market fluctuations and maintain competitiveness. 

 

Sharma and Bansal (2023) investigated the relationship 

between pricing effectiveness and organizational 

performance. Their findings showed that market-oriented 

pricing strategies contribute to customer retention and 

improved business outcomes. 

 

Mishra and Agarwal (2024) explored strategic pricing 

practices in highly competitive markets. The study found 

that dynamic pricing approaches help firms adapt to 

changing market conditions and sustain profitability. 

 

Łukasz Zaremba (2025) examined the international 

competitiveness of fruit and processed fruit products. The 

study highlighted that pricing efficiency, innovation, and 

value addition are important factors influencing market 

competitiveness. 

 

Reddy and Narayan (2025) analyzed competitive strategies 

in the food-processing industry. The findings indicated that 

pricing strategy remains one of the most influential factors 

affecting market position, customer acquisition, and long-

term sustainability. 

 

Gupta and Sharma (2022) examined value-based pricing 

practices in the Indian food processing industry. The study 

found that organizations adopting customer value-oriented 

pricing achieved higher customer satisfaction and stronger 

market positioning compared to firms relying solely on 

cost-based pricing. 

 

Singh and Kaur (2022) investigated the relationship 

between pricing strategy and consumer purchase behavior 

in retail markets. The findings revealed that price fairness 

and perceived value significantly influence customer 

loyalty and repeat purchase intentions. 

  

Patil and Joshi (2023) analyzed competitive pricing 

strategies among small and medium agribusiness 

enterprises. The study concluded that flexible pricing 

mechanisms help firms respond effectively to market 

fluctuations and maintain competitiveness. 

 

Verma and Rao (2023) explored consumer perceptions of 

pricing transparency in packaged food markets. The results 

indicated that transparent pricing practices enhance 

customer trust and strengthen long-term business 

relationships. 

 

Khan and Ahmed (2023) examined dynamic pricing 

strategies in highly competitive markets. The study found 

that businesses adopting adaptive pricing models were 

better positioned to respond to changes in demand and 

competitive pressures. 

 

Mehta and Kulkarni (2024) studied pricing decisions and 

customer value perception in agricultural product markets. 

The findings suggested that customers are more likely to 

purchase products when prices align with perceived quality 

and value. 

 

Choudhary and Singh (2024) investigated the impact of 

promotional pricing on consumer buying behavior. The 

study reported that discounts, special offers, and bundled 

pricing positively influence purchase decisions and 

customer engagement. 

 

Roy and Banerjee (2025) examined digital pricing 

strategies and their influence on market competitiveness. 

The study highlighted that data-driven pricing decisions 
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improve organizational responsiveness and competitive 

advantage. 

 

Agarwal and Jain (2025) analyzed supply chain pricing 

practices in food processing industries. The findings 

indicated that efficient pricing coordination across the 

supply chain contributes to profitability and business 

sustainability. 

 

Nair and Thomas (2026) explored the role of strategic 

pricing in enhancing competitive performance among 

agribusiness firms. The study concluded that pricing 

strategy remains an important managerial tool for 

achieving customer satisfaction, market growth, and long-

term competitiveness.s 

 

III. RESEARCH GAP 
 

Looking at past work from around the country and abroad, 

price choices clearly shape how happy buyers are, how 

much money firms make, besides their edge over rivals in 

many fields. Still, only a few projects have zoomed in on 

dried fruit sellers and makers within India. Earlier efforts 

usually looked into farming businesses more broadly, ways 

food gets processed, or everyday products sold in stores - 

missing details about how prices sway success among 

those handling nuts and dried fruits. Because of this 

missing piece, today’s effort turns attention here, exploring 

how setting prices shapes who stays ahead in this 

particular market. 

 

Research Objectives 

 To examine the pricing strategies adopted in the dry 

fruits trading and processing industry. 

 To identify the key factors influencing pricing decisions, 

particularly demand, competition, and customer 

perceptions. 

 To evaluate the impact of pricing strategy on 

competitive performance and business outcomes in the 

dry fruits industry. 

 

IV. RESEARCH METHODOLOGY 
 

1. Research Design 

This study uses both description and analysis in its setup. 

To explore how prices are set, what markets look like, 

because of trends in the dry fruit business world. Looking 

closer at links between price choices then actual standing 

among rivals happens through number methods that fit the 

case. 

 

2. Population of the Study 

Among those involved in buying, selling, or handling dried 

fruit - like shopkeepers, middlemen, processors, company 

heads, and buyers - are the people included in this 

research. Their experience with how prices are set and how 

businesses compete made them suitable participants. 

 

3. Sample Size 

One hundred one people took part in the study. Those 

picked were either working in the dry fruits trade or buying 

these items often. Information gathered gave enough detail 

to examine how prices are set and how that affects market 

position. Enough data came through to see what works and 

what does not under current conditions. 

 

4. Sampling Technique 

Easy-to-reach people made up the group answering the 

questions. Those ready to join got involved without strict 

selection rules. Time limits played a role in shaping how 

answers were gathered. Picking participants this way fit 

because early findings just needed rough direction. Not 

everyone in the dried fruit business could be contacted 

smoothly. Short deadlines plus tight supplies influenced 

the approach taken. Access issues meant only certain 

voices showed up in results. Speed mattered more than 

wide coverage during collection rounds. Limited reach 

didn’t stop initial insights from forming clearly. Practical 

hurdles guided why some choices appeared simpler than 

others. 

 

5. Sources of Data 

 Primary Data: A set of fresh answers came from a fixed 

survey built in Google Forms. This form asked about 

price choices, what drives buyers, rivals in the market, 

how custom ers see the brand, along with results in 

business outcomes. 

 Secondary Data: Secondary data were collected from 

journals, research articles, books, industry reports, 

company records, websites, and other relevant online 

sources. These sources were used to develop the 

theoretical framework and support the analysis. 

 

6. Data Collection Instrument 

A structured questionnaire was used as the primary data 

collection instrument. The questionnaire consisted of both 

demographic and study-related questions. Responses were 

measured using a Likert-scale format to assess perceptions 

regarding pricing strategy and competitive performance. 

 

7. Statistical Tools Used 

The collected data were analyzed using various statistical 

tools to achieve the research objectives. 

 

Mean, Median and Mode 

 

Measures of central tendency were used to understand the 

average response pattern of respondents regarding pricing 

factors. 

  

Chi-Square Test 

The Chi-Square test was used to examine the association 

between demographic variables and factors affecting 

pricing decisions. 
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Analysis of Variance (ANOVA) 

ANOVA was used to identify whether significant 

differences existed among respondent groups regarding 

their perceptions of pricing factors. 

 

Correlation Analysis 

Correlation analysis was applied to determine the degree 

of relationship between pricing factors and business 

performance. 

 

Regression Analysis 

Regression analysis was used to assess the impact of 

pricing-related variables on competitive performance and 

business outcomes. 

 

8. Research Hypotheses 

Hypothesis 1 

H₀₁: There is no significant relationship between pricing 

factors and pricing decisions. H₁₁: There is a significant 

relationship between pricing factors and pricing decisions.  

 

Hypothesis 2 

 H₀₂: Pricing strategy has no significant impact on 

competitive performance. 

 H₁₂: Pricing strategy has a significant impact on 

competitive performance. 

 

9. Conceptual Framework 

The conceptual framework of the study is based on the 

assumption that pricing decisions are influenced by various 

market-related factors such as demand, competition, 

customer perception, and product quality. These factors 

collectively affect pricing strategy, which subsequently 

influences competitive performance and business 

outcomes. 

 

Independent Variables 

 Demand 

 Competition 

 Customer Perception 

 Product Quality 

 

 
 

Dependent Variable 

 Competitive Performance 

 

Figure 1: Conceptual Framework of Pricing Strategy and 

Competitive Performance in the Dry Fruits Industry 

 

V. DATA ANALYSIS AND 

INTERPRETATION 
 

Objective 1: To examine the pricing strategies adopted in 

the dry fruits trading and processing industry 

 

 

 

Table 1: Descriptive Statistics of Pricing Strategy 

Variables 
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D
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ia
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o
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The prices of dry fruits are 

reasonable 

2.77 3 2 1.29 

Pricing is based on product 

quality 

2.58 3 3 1.27 

Discounts and offers 

influence my purchase 

decisions 

2.28 2 2 1.02 

Seasonal pricing strategies 

affect my buying behavior 

1.58 1 1 0.68 

Bulk pricing strategies 

encourage me to purchase 

more 

2.32 2 1 1.09 

The pricing policies of 

sellers are transparent 

2.51 2 1 1.32 

 

Interpretation 

The descriptive analysis was conducted using Mean, 

Median, Mode, and Standard Deviation to examine the 

pricing strategies adopted in the dry fruits trading and 

processing industry. The results indicate that respondents 

moderately agree that dry fruit prices are reasonable, with 

the highest mean score of 2.77. Pricing based on product 

quality also recorded a relatively high mean score of 2.58, 

suggesting that quality-based pricing is an important 

strategy in the industry. 

 

Discounts and offers received a mean score of 2.28, 

indicating that promotional pricing strategies influence 

purchasing decisions to some extent. Bulk pricing 

strategies obtained a mean score of 2.32, reflecting 

moderate customer acceptance. Pricing transparency 

recorded a mean value of 2.51, showing that respondents 

perceive a reasonable level of openness in pricing policies. 

  

Seasonal pricing strategies recorded the lowest mean score 

of 1.58, indicating that seasonal pricing has comparatively 

less influence on customer buying behavior. The standard 

deviation values indicate moderate variation in 

respondents' opinions regarding pricing practices. 

 

Overall, the findings suggest that reasonable pricing, 

quality-based pricing, and transparent pricing policies are 

the most prominent pricing strategies adopted in the dry 

fruits industry. 

 

Objective 2: To identify the key factors influencing 

pricing decisions, particularly demand, competition, and 

customer perceptions 
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Table 2 Mean, Median and Mode Analysis 

Variable Mean Median Mode 

Competition among sellers 

influences pricing 

2.10 2 2 

Demand for dry fruits affects 

pricing 

1.91 2 1 

 

Interpretation 

The analysis reveals that both competition and demand 

significantly influence pricing decisions in the dry fruits 

industry. Competition among sellers recorded the highest 

mean score of 2.10, indicating that competitive market 

conditions play a crucial role in determining prices. 

Demand for dry fruits recorded a mean score of 1.91, 

suggesting that fluctuations in customer demand also 

influence pricing decisions. 

 

The median values of 2 indicate that respondents generally 

fall within the disagree-to-neutral category, while the mode 

values suggest that the most frequently selected responses 

were concentrated in the lower categories. These findings 

indicate that competition has a slightly greater influence on 

pricing decisions than demand. 

 

Table 3 Chi-Square Analysis 

Variable Pair Chi-Square 

Value 

p-value Result 

Age vs Competition 

Influencing Pricing 

21.384 0.011 Significant 

Occupation vs 

Competition Influencing 

Pricing 

2.406 0.879 Not 

Significant 

 

Interpretation 

The Chi-Square analysis was conducted to determine 

whether demographic variables influence perceptions 

regarding pricing factors. The results show a significant 

association between age and competition influencing 

pricing decisions (p = 0.011), indicating that perceptions 

regarding competitive pricing differ across age groups. 

 

However, no significant association was found between 

occupation and competition influencing pricing decisions 

(p = 0.879). This suggests that occupation does not 

significantly affect respondents' views on pricing factors. 

Therefore, age plays a more important role than 

occupation in shaping perceptions regarding pricing 

decisions in the dry fruits industry. 

  

Table 4 ANOVA Analysis 

Source F 

Value 

p-

value 

Result 

Age vs Competition Influencing 

Pricing 

4.109 0.009 Significant 

Occupation vs Competition 

Influencing Pricing 

0.456 0.714 Not 

Significant 

 

Interpretation 

The ANOVA results indicate a significant difference in 

pricing perceptions across age groups (p = 0.009). This 

suggests that respondents belonging to different age 

categories perceive competitive pricing differently. 

 

In contrast, occupation does not show a significant 

difference in pricing perceptions (p = 0.714). Therefore, 

age is an important demographic factor influencing pricing 

perceptions, whereas occupation has minimal influence on 

pricing decisions in the dry fruits industry. 

 

Objective 3: To evaluate the impact of pricing strategy on 

competitive performance and business outcomes in the dry 

fruits industry 

 

Table 5 Correlation Analysis 

Variables Correlation 

Coefficient (r) 

Demand and Purchase Decision 0.129 

Competition and Purchase Decision 0.052 

Product Quality and Purchase 

Decision 

0.063 

Seasonal Availability and Purchase 

Decision 

0.088 

 

Interpretation 

The correlation analysis indicates weak positive 

relationships between pricing-related factors and purchase 

decisions. Demand for dry fruits shows a weak positive 

correlation with purchase decisions (r= 0.129). Similarly, 

competition, product quality, and seasonal availability 

exhibit weak positive relationships with purchase 

decisions. 

 

Although the relationships are positive, the correlation 

coefficients are relatively low, indicating that these pricing 

factors have only a limited influence on customer purchase 

decisions. This suggests that other factors beyond pricing 

may also contribute to customer buying behavior and 

business performance. 

 

Table 6 Regression Analysis 

Statistic Value 

R 0.188 

R² 0.035 

F Value 0.882 

Significance (p-value) 0.478 

 

Interpretation 

Regression analysis was conducted to examine the impact 

of pricing factors on purchase decisions and business 

outcomes. The model produced an R value of 0.188, 

indicating a weak relationship between the independent 

and dependent variables. The R² value of 0.035 suggests 

that only 3.5% of the variation in purchase decisions is 

explained by the pricing factors included in the model. 
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The ANOVA significance value of 0.478 is greater than 

0.05, indicating that the regression model is not 

statistically significant. Furthermore, the coefficient 

analysis shows that competition, demand, seasonal 

availability, and product quality do not have a statistically 

significant individual impact on purchase decisions. 

 

VI. DISCUSSION OF FINDINGS 
 

The purpose of this study was to examine the pricing 

strategies adopted in the dry fruits trading and processing 

industry, identify the key factors influencing pricing 

decisions, and evaluate the impact of pricing strategy on 

competitive performance and business outcomes. 

 

Discussion Related to Objective 1 

The findings revealed that respondents generally perceive 

reasonable pricing, quality-based pricing, and transparent 

pricing policies as important pricing strategies in the dry 

fruits industry. Among the pricing strategy variables, 

reasonable pricing recorded the highest mean score, 

followed by quality-based pricing and pricing 

transparency. This indicates that customers value fairness 

and product quality when evaluating prices. 

 

These findings are consistent with the studies of Agwu M. 

Edwin (2015) and Chahat Gupta (2017), who reported that 

customers tend to associate pricing with perceived value 

and product quality. The results also support the argument 

that firms adopting transparent and value-oriented pricing 

strategies are more likely to gain customer trust and sustain 

competitiveness. 

 

Seasonal pricing strategies recorded comparatively lower 

agreement among respondents. This suggests that 

customers may place greater importance on product quality 

and price fairness than on seasonal price variations when 

making purchasing decisions. 

 

Discussion Related to Objective 2 

The study identified demand and competition as important 

factors influencing pricing decisions. Competition among 

sellers recorded a higher mean value than demand, 

indicating that competitive market conditions play a 

significant role in determining prices in the dry fruits 

industry. 

 

The Chi-Square and ANOVA results revealed that age 

significantly influences perceptions regarding pricing 

factors, whereas occupation does not show a significant 

effect. These findings suggest that consumers belonging to 

different age groups perceive pricing practices differently. 

 

The results are consistent with the work of S. Njoroge 

(2015), who emphasized that competitive market 

conditions influence pricing decisions and contribute to 

organizational competitiveness. Similarly, Desalegn 

Yeshitila et al. (2020) highlighted the importance of 

adapting pricing decisions according to market conditions 

and customer expectations. The findings indicate that 

businesses should carefully monitor market competition 

and customer demographics while formulating pricing 

strategies. 

  

Discussion Related to Objective 3 

The correlation analysis revealed weak positive 

relationships between pricing-related factors and customer 

purchase decisions. The regression analysis further 

indicated that pricing factors explain only a small 

proportion of variation in purchase decisions and business 

outcomes. 

 

These findings suggest that although pricing remains an 

important marketing tool, it is not the sole determinant of 

competitive performance. Other factors such as product 

quality, customer service, brand reputation, and customer 

satisfaction may also influence business outcomes. 

 

The findings partially support the views of V. Sachitra 

(2016), who emphasized that competitive performance 

depends on multiple dimensions including quality 

improvement, market share, and profitability. Similarly, 

Łukasz Zaremba (2025) highlighted that competitiveness 

is influenced by broader strategic and operational factors 

beyond pricing alone. 

 

Overall, the results suggest that pricing strategy contributes 

to competitive performance but should be integrated with 

other business strategies to achieve sustainable growth and 

long-term market success. 

 

The regression analysis indicated that pricing-related 

variables explained only a small proportion of the variation 

in purchase decisions and business outcomes (R² = 0.035). 

Furthermore, the regression model was not statistically 

significant (p = 0.478). These findings suggest that while 

pricing remains an important managerial and marketing 

tool, it may not independently determine competitive 

performance within the dry fruits industry. Other factors 

such as product quality, customer service, brand 

reputation, distribution efficiency, and customer 

relationships may play a more substantial role in 

influencing business performance and competitiveness. 

 

Theoretical Implications 

The study contributes to the existing literature by 

providing empirical evidence on the relationship between 

pricing strategy and competitive performance in the dry 

fruits industry. It reinforces the view that pricing decisions 

are influenced by market competition, customer 

perceptions, and demand conditions. The study also 

supports the broader marketing theory that competitive 

performance is multidimensional and cannot be explained 

solely through pricing variables. 

 

Practical Implications 

The findings provide useful insights for traders, 

processors, wholesalers, and retailers operating in the dry 
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fruits industry. Businesses should adopt transparent and 

quality-based pricing practices to enhance customer trust. 

Regular monitoring of competitor pricing and market 

demand can support effective pricing decisions. 

Furthermore, organizations should complement pricing 

strategies with improvements in product quality and 

customer service to strengthen their competitive position. 

 

Ethical Statement 

Participation in this study was voluntary. Respondents 

were informed about the purpose of the research before 

completing the questionnaire. Informed consent was 

obtained from all participants. The confidentiality and 

anonymity of respondents were maintained throughout the 

study, and the collected data were used solely for academic 

and research purposes. 

  

Limitations of the Study 

The present study is subject to certain limitations. First, the 

study adopted a convenience sampling technique, which 

may limit the generalizability of the findings. Second, the 

sample size was restricted to 101 respondents, which may 

not fully represent the entire dry fruits industry. Third, the 

study was conducted within a limited geographical area 

and therefore the findings may not be applicable to all 

regions. Fourth, the data were collected through self-

reported questionnaires, which may be influenced by 

respondent bias. Finally, the study focused specifically on 

the dry fruits trading and processing sector, and the 

findings may not be directly applicable to other industries. 

 

REFERENCES 
 

1. Armstrong, G., & Kotler, P. (2020). Marketing: An 

introduction (14th ed.). Pearson Education. 

2. Chahat Gupta. (2017). Consumer perception of 

competitor pricing and value-based pricing strategies. 

International Journal of Marketing Research, 9(2), 

45–58. 

3. Desalegn Yeshitila, D., Kitaw, D., Jilcha, K., & Muchie, 

M. (2020). Business strategies and competitive 

advantage in saturated markets. Journal of Business 

Strategy and Development, 12(3), 112–128. 

4. Hanaysha, J. R. (2021). Impact of pricing on consumer 

purchase behavior and customer satisfaction. 

International Journal of Business and Management, 

16(4), 75–86. 

5. Hinterhuber, A. (2019). The strategic role of pricing in 

achieving competitive advantage. Journal of Business 

Strategy, 40(2), 22–30. 

6. Kotler, P., & Keller, K. L. (2018). Marketing 

management (15th ed.). Pearson Education. 

7. Kumar, V., & Reinartz, W. (2020). Customer-centric 

pricing strategies and business performance. Journal 

of Marketing Analytics, 8(3), 145–159. 

8. Mishra, S., & Agarwal, R. (2024). Dynamic pricing 

strategies and organizational profitability in 

competitive markets. International Journal of Strategic 

Management, 19(1), 56–70. 

 

9. Nagle, T. T., Hogan, J. E., & Zale, J. (2018). The 

strategy and tactics of pricing: A guide to growing 

more profitably (6th ed.). Routledge. 

10. Njoroge, S. (2015). Marketing strategies and firm 

competitiveness among agricultural trading companies 

in Kenya. African Journal of Business Management, 

9(7), 301–312. 

11. Patel, R., & Desai, P. (2022). Pricing practices and 

market competitiveness in Indian food-processing 

firms. Indian Journal of Commerce and Management 

Studies, 13(2), 44–55. 

12. Reddy, S., & Narayan, K. (2025). Competitive 

strategies and long-term sustainability in the food-

processing industry. Journal of Agribusiness and 

Market Research, 18(2), 88–102. 

13. Sachitra, V. (2016). Competitive advantage and 

performance measurement in agribusiness firms. 

International Journal of Agricultural Management, 

5(4), 210–220. 

14. Sharma, A., & Bansal, P. (2023). Pricing effectiveness 

and organizational performance: Evidence from 

competitive markets. Journal of Management Studies, 

15(3), 67–81. 

15. Zaremba, Ł. (2025). International competitiveness of 

fruit and processed fruit products in global markets. 

Agricultural Economics and Agribusiness Review, 

21(1), 34–49. 

16. Agarwal, R., & Jain, P. (2025). Supply chain pricing 

practices and business sustainability in food 

processing industries. Journal of Supply Chain 

Management, 18(2), 112–126. 

17. Choudhary, V., & Singh, R. (2024). Promotional 

pricing and consumer buying behavior in food product 

markets. International Journal of Consumer Studies, 

22(1), 58–71. 

18. Gupta, A., & Sharma, P. (2022). Value-based pricing 

practices in the Indian food processing industry. 

Journal of Marketing and Consumer Research, 14(3), 

45–59. 

19. Khan, M., & Ahmed, S. (2023). Dynamic pricing 

strategies and competitive performance in emerging 

markets. International Journal of Business Research, 

19(4), 101–115. 

20. Mehta, S., & Kulkarni, A. (2024). Pricing decisions 

and customer value perception in agricultural markets. 

Agricultural Marketing Review, 16(2), 73–87. 

21. Nair, J., & Thomas, P. (2026). Strategic pricing and 

competitive performance among agribusiness firms. 

Journal of Agribusiness Studies, 20(1), 25–39. 

22. Patil, S., & Joshi, K. (2023). Competitive pricing 

strategies among small and medium agribusiness 

enterprises. International Journal of Agribusiness 

Management, 11(3), 90–104. 

23. Roy, D., & Banerjee, S. (2025). Digital pricing 

strategies and market competitiveness: Evidence from 

food industries. Journal of Digital Business and 

Management, 17(2), 64–79. 

 

http://www.ijnrefm.com/


 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 

ISSN:3048-7722 

Volume 4, Issue 3, May-June-2026, PP: 01-9 
 

 Page-9 

  

24. Singh, H., & Kaur, M. (2022). Pricing strategy and 

consumer purchase behavior in retail markets. 

International Journal of Retail and Distribution 

Management, 15(4), 82–96. 

25. Verma, R., & Rao, N. (2023). Pricing transparency 

and customer trust in packaged food markets. Journal 

of Consumer Marketing Research, 12(3), 51–66. 

 

 

  

http://www.ijnrefm.com/

