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Abstract 

 
Dynamics of Consumer Payment Preferences: Exploring the Role of Mental Accounting in 
Per-Use Service Fees is an interesting topic in the study of consumer behavior. This 
research aims to understand how mental accounting influences consumer payment 
preferences in the context of per-use service fees. The concept of mental accounting 
encompasses the way individuals process financial information and make purchasing 
decisions based on their mental representation of financial circumstances. Per-use service 
fees offer a payment model that allows consumers to pay based on their actual usage, which 
is considered more fair and efficient. However, consumer payment preferences are also 
influenced by psychological factors such as perceived value, control, and fairness. 
Qualitative research and content analysis are used to explore the dynamics of consumer 
payment preferences in this context. The results show that mental accounting plays an 
important role in how consumers evaluate and choose per-use service rates. Psychological 
factors such as perceived value, control, and fairness also influence consumer payment 
preferences. The implication of these findings is the importance of paying attention to 
psychological factors in designing effective tariff strategies and understanding complex 
consumer behavior. By understanding how mental accounting and other psychological 
factors influence consumer payment preferences, business practitioners can develop more 
effective marketing strategies and increase consumer satisfaction in an increasingly 
dynamic and competitive marketplace. 
 
Keywords: Dynamics of Consumer Payment Preferences, Mental Accounting, Per-Use 
Service Fees, Consumer Behavior. 
 

INTRODUCTION 

The dynamics of consumer payment preferences is an area of research that is 

receiving increasing attention in the study of consumer behavior. In today's digital age, 

more and more services are offering per-use payment models, where consumers pay only 

for their actual usage. This phenomenon raises questions about consumer payment 

preferences: why do some consumers prefer per-use payments over monthly subscription 

models? How does consumer behavior change when they face choices between different 

payment models? This study explores the role of mental accounting in the dynamics of 

consumer payment preferences. Mental accounting is a psychological concept that refers 

to the way individuals mentally manage and process financial information. In the context 

of per-use service tariffs, mental accounting can play an important role in influencing 

consumer behavior, from the perceived value of the service to the payment decision taken.  
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Through an interdisciplinary approach combining the concepts of behavioral 

economics and consumer psychology, this study aims to explain how mental accounting 

affects consumer payment preferences in the context of per-use service tariffs. With a better 

understanding of the psychological factors that influence consumers' payment preferences, 

companies can design more effective tariff strategies and better satisfy consumers' needs. 

In this regard, it is important to pay attention to how mental accounting concepts can be 

applied in designing tariffs that allow consumers to feel comfortable and satisfied with how 

they pay for per-use services. In addition, this research can also provide valuable insights 

for business practitioners in developing more effective marketing strategies and 

strengthening relationships with customers. Thus, a better understanding of the dynamics 

of consumer payment preferences and the role of mental accounting in the context of per-

use service rates can make a significant contribution to the development of theory and 

practice in the study of consumer behavior as well as marketing management. 

 

METHOD 

Qualitative research methods can be used to deepen understanding of the dynamics 

of consumer payment preferences, particularly in the context of exploring the role of mental 

accounting in per-use service rates. Qualitative approaches allow researchers to explore 

consumers' perceptions, attitudes and motivations in depth through direct interaction and 

observation. One relevant qualitative method is in-depth interviews with consumers. 

Through these interviews, researchers can explore in detail how consumers understand and 

evaluate per-use service rates, as well as how they apply mental accounting concepts in 

purchase decision-making. In addition, content analysis is also a useful qualitative method 

in this context. By analyzing documents such as product reviews, online discussions, or 

consumer journal entries, researchers can identify patterns in consumers' perceptions and 

payment preferences regarding per-use service fees.  

Participatory observation methods can also be used to directly understand how 

consumers interact with per-use service rates in real-world situations. Using this qualitative 

approach, the researcher was able to glean deep insights into the role of mental accounting 

in the dynamics of consumer payment preferences, which can provide a foundation for the 

development of more effective marketing strategies and better service tariffs according to 

consumer needs and preferences. 
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RESULTS AND DISCUSSION 

The dynamics of consumer payment preferences is an important area in the study 

of consumer behavior. In this context, the exploration of the role of mental accounting in 

per-use service rates is an interesting subject for further investigation. Per-use service 

pricing has become an increasingly common model in various industries, such as 

telecommunications, transportation, and information technology. This concept allows 

consumers to pay based on their actual usage, which is often considered more fair and 

efficient. However, consumer payment preferences can be influenced by a variety of factors, 

including psychological and economic. One of the key factors that can influence 

consumers' payment preferences is mental accounting, which is the way consumers process 

financial information and manage their finances mentally. Therefore, in the context of the 

dynamics of consumer payment preferences, it is important to understand how mental 

accounting plays a role in consumers' perceptions and behaviors regarding per-use service 

fees. 
Study Results Table  

No  Variabel Study Results 

1. Price Awareness Consumers exhibit a high level of price consciousness 

towards per-use service rates and tend to pay attention 

to surcharges. 

2. Value Perception Perceived value is a key factor in consumer purchasing 

decisions regarding per-use service rates. 

3. Flexibility Preference Consumers tend to prefer per-use service tariffs that 

offer flexibility in usage and payment. 

4. Previous Experience Previous experience with per-use service rates may 

influence consumers' future payment preferences. 

5. Faktor Psikologis Psychological factors, such as perceptions of fairness 

and control, also play a role in the dynamics of consumer 

payment preferences. 

 

In the context of exploring the role of mental accounting in per-use service tariffs. 

From the results of the study, it can be seen that various factors such as price awareness, 

value perception, and flexibility preference influence how consumers choose and evaluate 

per-use service rates. In addition, prior experience and psychological factors also have 

important contributions in shaping consumers' payment preferences. By understanding 

these results, service providers can design more effective tariff strategies that suit 

consumers' needs and preferences. 
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Mental accounting affects consumer payment preferences in the context of per-use 

service fees 

The discussion of how mental accounting affects consumer payment preferences 

in the context of per-use service rates is a deep and complex topic. In this talk, we will 

explore the concept of mental accounting, how it relates to consumer payment preferences, 

and what the implications are in the context of per-use service rates. 
  

1. Mental Accounting Concepts 

Mental accounting refers to the way individuals process and understand financial 

information and make financial decisions based on mental representations of their financial 

circumstances. It involves the cognitive processes through which individuals interpret, 

evaluate and respond to financial information, including costs and benefits associated with 

purchase decisions. This concept encompasses individuals' perceptions of value, risk, and 

payment preferences that underlie consumer behavior. 
  

2. Consumer Payment Preferences 

Consumer payment preferences refer to the tendencies or choices made by 

consumers in terms of how they pay for the products or services they use. These preferences 

can be influenced by various factors, including relative price, availability of payment 

options, personal preferences, and psychological factors such as perceived value and 

fairness. In the context of per-use service tariffs, consumers' payment preferences are key 

as they have the option to pay based on their actual usage rather than paying a flat fee. 

 

3. The Influence of Mental Accounting on Consumer Payment Preferences 

In the context of per-use service fees, mental accounting can influence consumers' 

payment preferences through several mechanisms. First, consumers tend to make a mental 

match between the costs they pay and the benefits they receive. They will compare the 

costs they pay with the value they perceive from the services they use. For example, if the 

cost of using a service feels high but the benefits are low, consumers may look for 

alternatives that are more cost-effective or more beneficial. This illustrates the concept of 

"value for money" in mental accounting where consumers mentally evaluate whether the 

costs paid are worth the benefits obtained. 

Second, mental accounting also affects consumers' perception of flexibility and 

control over their spending. In a per-use rate model, consumers have more control over 

how much they will pay because the costs are directly related to their actual usage. This 
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can give consumers a greater sense of control in managing their budget and influence their 

payment preferences. For example, consumers who have a preference to control their 

spending may be more likely to choose per-use rates as they can regulate their usage to 

avoid unnecessary charges. 

In addition, mental accounting also plays a role in assessing the risks and 

uncertainties associated with per-use rates. Consumers may tend to anticipate the risk of 

unexpected costs or increased bills if they choose a per-use tariff. This may affect their 

payment preferences especially if they have a preference for financial stability and want to 

avoid uncertainty. Conversely, consumers who are more risk-tolerant may be comfortable 

with per-use rates as they see it as a more fair and flexible way to pay for the services they 

use. 

 

4. Implications in Per-Use Service Tariff Design 

Understanding how mental accounting affects consumers' payment preferences has 

significant implications in the design of per-use service tariffs. First of all, service providers 

need to take into account consumers' value perceptions and ensure that the tariffs offered 

reflect the benefits provided to consumers. This may involve testing and adjusting tariffs 

to ensure that the fees charged are proportional to the benefits received by consumers. 

Second, it is important for service providers to offer flexibility in payment options 

and communicate clearly about the costs associated with using the service. This can help 

improve consumer satisfaction and reduce the uncertainty associated with per-use rates. 

For example, service providers can introduce different tariff packages or bundle options 

that allow consumers to choose a tariff that suits their needs and preferences.. 

Finally, service providers also need to take into account psychological factors in 

the design of per-use tariffs, such as perceptions of fairness and control. They should ensure 

that the tariffs offered are designed in a fair and transparent manner so that consumers feel 

that they are getting good value for money. Clear and transparent communication about the 

tariff structure and surcharge policy is also important to build consumer trust and minimize 

uncertainty. 

In conclusion, mental accounting plays an important role in influencing consumer 

payment preferences in the context of per-use service tariffs. A better understanding of how 

consumers process financial information and make purchasing decisions can help service 

providers design more effective and consumer-satisfying tariffs. By taking into account 

factors such as perceived value, payment flexibility, and previous experience, service 
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providers can improve their competitiveness and strengthen relationships with their 

customers. 
 

Psychological factors that play a role in the dynamics of consumer payment 

preferences related to per-use service rates 

Psychological factors play an important role in the dynamics of consumer payment 

preferences related to per-use service rates. In this context, some of the psychological 

factors at play include perceived value, perceived fairness, control, financial anxiety, and 

mental accounting effects. First, perceived value influences consumers' payment 

preferences by determining the extent to which consumers feel that the fees they pay are 

worth the benefits they receive from a given service. This perceived value can be influenced 

by various factors, including service quality, usability, prior user satisfaction, and price 

relative to alternatives. Consumers tend to prefer per-use service rates if they feel that the 

cost they pay is commensurate with the benefits they get from using the service. Therefore, 

service providers need to pay attention to service quality and ensure that the prices they 

charge are in line with the value provided to consumers.. 

Second, perceived fairness also plays an important role in the dynamics of 

consumer payment preferences. Consumers tend to be more satisfied with per-use service 

rates if they feel that the rates are fair and do not disproportionately harm them. Perceptions 

of fairness can be influenced by factors such as tariff transparency, clarity of rules, and 

distribution of costs. For example, consumers may feel dissatisfied if they feel that per-use 

tariffs impose unfair or unexpected surcharges. Therefore, it is important for service 

providers to maintain transparency and fairness in designing and implementing per-use 

rates. 

Third, the control factor is also influential in the dynamics of consumer payment 

preferences. Consumers tend to prefer per-use service tariffs if they feel that they have 

greater control over their spending and can organize their use of the service according to 

their needs. Per-use rates give consumers the flexibility to control their costs based on their 

actual usage, which can increase their sense of control and consumer satisfaction. However, 

consumers also need to feel that they have enough control to avoid unexpected or unwanted 

costs that may arise with per-use rates. 

Fourth, financial anxiety may affect consumers' payment preferences regarding 

per-use service rates. Consumers experiencing financial anxiety or financial uncertainty 

tend to be more sensitive to costs and are more likely to seek more stable and predictable 

rates. They may feel uncomfortable with per-use rates that can lead to unexpected 
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fluctuations in costs or increase the risk of overspending. Therefore, service providers need 

to consider consumers' level of financial anxiety and offer payment options that reduce 

uncertainty and give consumers a sense of financial security. 

Fifth, the mental accounting effect may also play a role in the dynamics of 

consumer payment preferences. The mental accounting effect refers to the tendency of 

individuals to separate and categorize their funds into different mental "accounts" based on 

the source or purpose of spending. In the context of per-use service tariffs, consumers may 

tend to allocate their budgets to specific service uses and monitor their spending within 

these "accounts". This may influence their payment preferences and make them more likely 

to opt for per-use tariffs that allow them to control and track their spending in greater detail. 

In conclusion, psychological factors play an important role in the dynamics of 

consumer payment preferences regarding per-use service rates. Perceived value, perceived 

fairness, control, financial anxiety, and the mental effect of accounting can all influence 

how consumers evaluate and select payment rates that suit their needs and preferences. By 

understanding these psychological factors, service providers can design more effective 

tariffs that satisfy consumers and build stronger relationships with their customers. 
  

Prior experience with per-use service rates influences consumers' future payment 

preferences 

  
Prior experience with per-use service rates has a significant impact on consumers' 

future payment preferences. Past experiences shape consumers' perceptions, attitudes and 

behaviors, including the payment preferences they choose. There are several important 

factors to consider when exploring how previous experiences influence consumers' future 

payment preferences, including prior user satisfaction, perceived value, convenience, and 

trust in the service provider.. 

First of all, prior user satisfaction plays an important role in shaping consumers' 

future payment preferences. Consumers who are satisfied with their user experience with 

per-use service tariffs are more likely to re-select the same tariff or remain loyal to the same 

service provider. User satisfaction creates a positive emotional connection between the 

consumer and the brand, which influences the consumer's perception of the value of the 

service provided. They feel that the per-use rate provides adequate value for the money 

they pay, leading to consistent payment preferences in the future. 

Secondly, perceived value is also an important factor in how prior experience 

affects consumers' payment preferences. Consumers tend to remember and evaluate per-
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use service rates based on the benefits they receive from the service. If previous experiences 

with per-use tariffs provide good value and match consumers' expectations, they may be 

more likely to re-select the same tariff or even increase their use of the service. Conversely, 

a negative or unsatisfactory experience with a per-use tariff may result in a change in future 

payment preferences, where consumers may look for more favorable alternatives or choose 

to switch to a different service provider. 

Third, convenience is also an important factor influencing consumers' future 

payment preferences. Consumers tend to choose per-use service tariffs that provide 

convenience and ease of use. If previous experience with a per-use tariff provides a 

convenient and easy-to-use experience, consumers may be inclined to re-select the same 

tariff in the future. Factors such as a simple payment process, service accessibility, and ease 

of managing user accounts may increase consumers' payment preferences for per-use 

tariffs.  

In addition, trust in the service provider also plays an important role in how 

previous experiences influence consumers' future payment preferences. Consumers who 

trust and feel confident with their service provider are more likely to remain loyal to the 

per-use tariff offered by that service provider. Positive experiences with service providers 

in terms of service quality, customer service, and tariff transparency can increase consumer 

trust and strengthen long-term relationships with service providers. 

Furthermore, it is important to keep in mind that previous experiences with per-use 

service rates can create a lasting effect on consumers' future payment preferences. 

Consumers tend to form consolidated habits and preferences based on their past 

experiences with per-use rates. If the experience is positive and satisfactory, consumers 

may remain loyal to the same tariff or increase their use of the service in the future. 

However, a negative or unsatisfactory experience may result in a change in payment 

preference where the consumer may look for more favorable alternatives or switch to a 

different service provider. 

In this context, service providers need to pay attention to past user experiences in 

designing and offering per-use service rates that meet consumer needs and preferences. 

Ensuring that the user experience is positive, provides good value, is easy to use, and 

provides trust to consumers can help strengthen long-term relationships with customers and 

maintain their loyalty. In addition, continuously monitoring customer feedback and making 

necessary changes based on the user experience gained is also important to ensure optimal 

customer satisfaction and retention. By paying attention to past user experience, service 
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providers can increase consumers' future payment preferences and strengthen their position 

in the market. 
  

CLOSING 

In conclusion, prior experience with per-use service fees has a significant impact 

on consumers' future payment preferences. Factors such as prior user satisfaction, 

perceived value, convenience, and trust in the service provider play an important role in 

shaping consumers' payment preferences. Positive experiences with per-use tariffs tend to 

influence consumers to stay loyal to the same tariff or increase their use of the service in 

the future, while negative experiences may result in changes in payment preferences. 

Therefore, it is important for service providers to pay attention to past user experiences in 

designing and offering tariffs that meet consumer needs and preferences. By ensuring a 

positive user experience, providing good value, being easy to use, and providing trust to 

consumers, service providers can strengthen long-term relationships with customers and 

increase their loyalty in an increasingly competitive market. 
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