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Usually, we can see many consumer products are sold not at just Brice but as
just below price in market place. To examine the effect of odd pricing, including just below price,
a lot of empirical researches about it have been conducted. In spite of those efforts, consistent

conclusion has not obtained so far. Therefore, it is said that odd pricing makes the price level

appear lower than it actually is, and affects consumer behavior such as purchase, preference, price

recall. But, results of earlier empirical researches are inconsistent with each other, therefore the
effect is inconclusive. Through price ending is one of the most important issues for manager, it is
not sure whether the effect of odd pricing truly exists, even though what the effective ending is.

The purposes of this research are: (1) to examine the existence of the effect of odd pricing on

consumers® price acceptance, and (2) to examine the mechanisms of the effect: level effect and image
effect.
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