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TOPIC: INVESTIGATING ANTECEDENTS AND MODERATORS OF 

WILLINGNESS TO PAY AS A RANGE 

 

Willingness to pay of consumers is a central construct in marketing research, as accurately 

gauging what consumers will or will not pay for a product or service is critical for formulating 

competitive pricing strategies, or for new product development. Many studies operationalize 

willingness to pay as a point-based measure. However, due to bounded rationality and 

uncertainty of consumers in choice situations, individual willingness to pay should be 

conceptualized as a range of prices (Wang et al. 2007)—a notion supported by extent research 

(Braun et al. 2016).  

As willingness to pay ranges are context-dependent, studies have started to examine which 

factors impact these ranges, for instance additionally provided information, characteristics of 

the good, or social and personal norms (Liebe et al. 2011, Mathieu et al. 2011, Schmidt & 

Bijmolt 2020, Tully & Winer 2014). These can shift and change individual ranges, and thus the 

curvature of aggregate demand functions (Dost & Wilken 2012). What is missing is an 

overview of antecedents to and moderators of willingness to pay as a range.  

Therefore, the student is supposed to device a structured search strategy to find studies 

including measures of willingness to pay as a range. These serve as a basis to describe 

potential factors feeding into or changing the nature of willingness to pay ranges (e.g., their 

position or range width). In addition, the student is expected to analyze this data using meta-

analytic methods in the statistical software R.  
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