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Attaining Fairness in Construction Cost Consultancy 

Pricing Services: A Case Study in Ghana 
 

Abstract 

Purpose 
Price fairness is important amongst construction and engineering consultants as a perceived lack of it 

engenders unwillingness to pay amongst clients. This can create contractual disputes that negatively 

impact upon a consultant’s ability to generate sufficient revenue to ensure business continuity and 

survival. With this in mind, this research aims to analyze the pricing measurement forces needed to attain 

pricing fairness within a Ghanaian construction cost consultant (CC) practice. Specific objectives were to 

identify the key variables responsible for CC services price fairness and establish any interrelationships 

between them.  

 

Methodology/ Methods 

This study leans towards the positivist methodological tradition by adopting a quantitative approach. A 

survey questionnaire was distributed to a random sample of 79 construction CC drawn from a population 

of 372 who were registered with the Ghana Institution of Surveyors (GhIS). Hypothesis developed from 

the literature review were then tested on data collected.   

 

Findings 

The analysis revealed that fairness of construction CC services pricing is significantly related to value and 

affordability, pricing objectives, pricing strategies, taxes and, international trade and its effects on inputs 

for construction cost consultancies services. 

 

Originality 

The paper advances knowledge by providing a basis for the consideration of pricing forces in the valuing 

of construction CC services which hitherto has not been the case. 

 

Keywords: Construction costs consultant, fairness, hypotheses testing, pricing forces, services,  

 
Introduction 

Price fairness first emanated from research into social exchange (Adams, 1965) and has 

subsequently been further defined by various authors. For example, according to Bolton et al., 

(2003), price fairness is both the judgment of an outcome and the process used to arrive at that 

outcome.  Xia et al., (2004) expanded further upon this discourse and suggested that price 

fairness is consumer sentiment regards the difference between the price of a seller and their 

competitors.  The perception of price fairness can also originate from previous prices, competitor 

prices and profits (e.g., Buyukkurt, 1986; Urbany et al., 1988; Lichtenstein and Bearden, 1989; 
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Alba et al., 1994; Bolton et al., 2003; Dholakia et al., 2005;  Anderson and Simester, 2008). 

Whilst Chapuis (2012) concludes that price fairness is the judgment of a buyer about the price 

offered by a seller. Bolton and Alba (2006) observed that price increments that are proportionate 

to cost are perceived to be fair and create a positive attitude among consumers (Khandelwal and 

Bajpai, 2012). A positive consumer attitude represents a major variable that impacts upon the 

perception of price fairness (Kahneman et al., 1986a). In addition, Lichtenstein et al., (1993) 

indicated that pricing generally impacts upon the buying attitude of consumers. Prior knowledge 

of these variables and how they can be manipulated to ensure price fairness is important to 

clients, industry and commerce in their pursuit of revenue generation and value for money 

(Campbell, 1998; Joshi and Mishra, 2011; and Khandelwal and Bajpai, 2012). Diller (2008) 

established that price fairness encapsulates aspects relating to consistent behavior and fair 

dealing inter alia. Fairness is the driver of satisfaction as far as the consumption of goods and 

services are concerned (Campbell, 1999; Sinha and Batra 1999; Homburg et al., 2005).  

 

Within a construction context, CC (who are also referred to as quantity surveyors (QS) 

particularly in the UK and Ghana), are acutely aware of the need to provide fair and equitable 

pricing schedules for their consultancy services to attract new clients and retain existing ones 

(Drew et al., 2001). The recent global economic downturn has further exacerbated this need by 

creating stiff competition and highly competitive profit margins (Rahim et al., 2013). The 

compelling evidence emanating from these aforementioned studies is that clients are 

psychologically compelled to compare prices of CC for perceived price fairness. Perceived price 

fairness also impacts upon the client’s willingness to pay and consequently, the firm’s financial 

security to develop their technical capabilities (Ofori, 2012). Vaidyanathan and Aggarwal (2003) 

classified key pricing decisions into two dichotomous groupings, namely: i) economical; and ii) 

psychological. In the economical dimension, consideration is given to pricing variables such as 
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costs, overheads, demand and supply inter alia in a particular industry. The psychological 

dimension focuses on the perception of price by clients and this can be related to the consultant’s 

reputation (Campbell, 1999). To ensure price fairness, price-setters have developed contractual 

systems, procedures and checks for both supply (consultant) and demand (client) of consultancy 

services (Collie et al., 2002). However, it is blatantly apparent that clients now wield the power 

to opt for prices they perceived to be fair.  

 

The perception that a price is ‘unfair’ creates client dissatisfaction (Oliver and Swan, 1989) and 

heightens price consciousness (Sinha and Batra, 1999). Price unfairness may also engender 

contractual dispute (such as unwillingness to pay (WTP)), slanderous comments about the 

consultant being made and consequential damage to corporate reputation and/ or even the use of 

violence (Bougie et al., 2003). Additionally, the lack of fairness creates dissatisfaction, distrust 

(Chapuis, 2012) and a reduction of intention to buy later (Oliver and Swan, 1989). 

 

The literature reveals that extensive work has been undertaken to test hypothesis about price 

fairness, for example, Kahneman et al., (1986b), Bolton et al., (2003), Vaidyanathan and 

Aggarwal (2003), Xia et al., (2004), Bolton and Alba (2006), Gielissen et al., (2008), Anderson 

and Simester (2008), Taylor and Kimes (2010), Chapuis (2012) Kaleta (2014) and Liu et al., 

(2014);  In construction research, Tuuli and Rowlinson (2009) used a conceptual approach to 

derive hypotheses in a study on ‘performance consequences of psychological empowerment.’ 

The literature however, reveals that there is a dearth of pricing fairness research within CC 

services despite the subject’s inherent importance. This research therefore aims to analyze the 

pricing measurement forces needed to attain pricing fairness within a CC. Key objectives were to 

identify the key variables responsible for CC services price fairness and establish any 

interrelationships between these.  
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Theoretical Framework 

An extensive literature review was conducted to establish the theoretical framework for this 

research. Six key factors were identified that had a direct impact upon price fairness (cf. Figure 

1). These factors were: i) price and value; ii) fair price levels; iii) objectives of pricing; iv) 

pricing strategies adopted; v) tax obligations; and vi) inflation. Hypothesis for each of these six 

factors was subsequently developed and based upon independent variables within each factor. 

Each of these factors and hypothesis developed are now further elucidated upon. 

 

Price and Value 

Price encapsulates the amount buyers’ offer for, and the value they attached to a product or 

service (Farese et al., 1991; Cannon, 1998; and Perreault and McCarthy, 2002). Successful 

pricing is dependent upon knowledge of the value buyers’ associate with a product or service 

(Kar and  Pani, 2011). Value is the expected satisfaction derived from a product or a service 

(Dowling and Uncles, 1997; Zhilin and Robin, 2004) and high value is given to higher 

satisfaction (Thompson, 2005). In turn, higher satisfaction stimulates the willingness of 

customers to pay higher prices (Munier and Camelis, 2013). Therefore, it is implied that the 

seller must estimate the value customers attach to a product or service in advance of the sale in 

order to make profit within the client’s tolerable limit of value perception (Farese et al., 1991; 

Brand, 1998; and Grehalva, 2004). From the above extant literature review, two main variables 

associated with price fairness are: i) the value of a product or service; and ii) affordability are 

fundamentally linked to pricing. Hence, it is appropriate to hypothesize that: 

 

Hypothesis 1 (H1pandv): A significant e relationship exists between successful pricing 

fairness and (H1a) the value of a product or service and (H1b) affordability  
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Fair Price Levels 

Government policies such as price regulation are used to ensure fair price levels through 

legislation (Labonte, 2010). In addition, pressure groups influence fair price levels through price 

welfare activities of consumer associations (Baldursson, 2005). The media plays a key role in the 

attainment of price fairness. For instance, news coverage on price has the potential to heighten 

the awareness of price fairness (Xia et al., 2004). The media has the ability to cause price uproar 

in the event of perceived lack of price fairness (Adamy, 2000). During the interaction between 

supply (consultant) and demand (client), both parties desire some degree of profit (Dickson and 

Kalapurakal, 1994), namely: suppliers intend to generate income exceeding their cost of services 

while clients seek excess satisfaction from utility of the products/ services provided (Peter and 

Olson, 2008). Therefore both parties seek a fair price and therefore by extension the following 

hypothesis can be tested: 

 

Hypothesis 2 (H2fpl): A significant relationship exists between fair price levels and (H2a) 

the government, (H2b) media action, (H2c) pressure group(s), (H3d) seller’s profit, (H3e) 

customer’s intrinsic value and (H3f) customer’s affordability. 

Objectives of Pricing 

Accurate pricing can differentiate between a successful or failing business entity (Shipley and 

Jobber, 2001) as clients utilize price as the yardstick for judging the services being offered to 

them (Suri and Kent, 2003; Amstrong and Green, 2011). According to Dwyer and Tanner (2006) 

the objective of accurate pricing is to increase profitability by: frustrating the efforts of 

competitors by growing market share; and raising the return on investment. Pricing objectives 

can also be classified as profit oriented (target return and maximize profits); sales oriented (sales 
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growth and growth in market share); and status quo oriented (meeting competition and non-price 

competition) (Perreault and McCarthy, 2002). Hence, it can be hypothesized that: 

  

Hypothesis 3 (H3op):A significant relationship exists between the objective of the firm in 

setting fair price levels and (H3a) growing market share, (H3b) increasing profitability, 

(H3c) raising the return on investment, and (H3d) becoming market leader.  

  

Pricing Strategies Adopted 

Developing successful pricing strategies (which attain a fair level of price) requires the 

consideration of both demand and cost (Robert, 2001; Ashok et al., 2008 Andrea, 2011). Pricing 

strategies must consider for example niche marketing; costs and expenses; trust building by price 

reduction; and winning clients from competitors (Dwyer and Tanner, 2006; and Roberts et al., 

2011). However, the bedrock of pricing strategies rests upon reliable cost estimation and a 

reasonable profit margin to arrive at a competitive price that maximizes sales (Patsula, 2007; 

Gale and Swire, 2006; Burnett, 2008). Pricing strategies also involve markup pricing; and cost-

plus pricing which estimate the expenses incurred in service delivery (Ball, 2009). Therefore, it 

can be hypothesized that: 

  

Hypothesis 4 (H4psa): A significant relationship exists between the pricing strategies for 

achieving perceived price fairness and (H4a) cost, (H4b) profit, (H4c) demand and (H4d) 

competition. 

 

Tax Obligations 

Tax obligations upon business consultants may take many forms including indirect taxes (Value 

Added Tax (VAT) in some jurisdictions), local income taxes, corporate taxes and international 
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trade taxes (The World Bank, 2002; Hines, 2001; IFC, 2007; and Coffie, 2012; Martinez, 2012;). 

Construction CC practices, irrespective of their jurisdiction of operation, are legally obliged to 

honour government taxes thus, it is appropriate to hypothesize that: 

 

Hypothesis 5 (H5ta): A significant relationship exists between the level of perceived fair 

price of consultancy services and (H5a) personal income tax, (H5b) VAT, (H5c) corporate 

tax, (H5d) profit tax (H5e), local rates and (H5f) property tax. 

 

Inflation 

An inflationary rise in the input costs of consultancies may occur as a result of: prevailing market 

forces (Schnepf, 2006); production shortfalls (Meijerink and Roza, 2007); and government 

policies (van den Cate, 2009; and Doole and Lowe, 2008). Each inflationary increase will require 

a corresponding adjustment of the price of consultancy service as failure to do so will result in 

reduced profits or insolvency (Oakland, 2003; Ball and Romer, 2003; Pain et al., 2008 ). Based 

upon this synthesis of literature it is pertinent to hypothesize that: 

 

Hypothesis 6 (H6i): A significant relationship exists between the achievement of fairness 

in pricing and (H6a) input prices, (H6b) production shortfall, (H6c) effects of input market, 

(H6d) government policies and (H6e) international trade and trade barriers. 

 

Methodology 

This study leans towards the positivist methodological tradition by adopting a quantitative 

approach (Yu, 2001). The adoption of the positivist tradition facilitated the use of a quantitative 

approach for rigorous, reliable and verifiable analysis of data and testing of hypotheses (Berg, 

2001). A survey questionnaire was distributed to a random sample of 79 construction CC drawn 
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from a population of 372 who were registered with the Ghana Institution of Surveyors (GhIS, 

2014). Five point likert items were used to measure the independent variables whilst the Chi-

Square statistic (χ2) was used to test hypotheses generated. SPSS was used to derive the chi 

square values (χ2
cal) which were compared to the chi-square value from the distribution table 

denoted as (χ2α); where the χ2
cal

 > χ2α at a given p-value, the null hypothesis is rejected  at the 

significance of the given p-value. A variable with a p-value less than 0.05 was deemed to be 

significant.  

 

Findings and Discussion 

Each of the six individual hypothesis generated are now tested using the theoretical frameworks 

that cover pricing concepts and the variables previously identified within, including: product 

value; market share; profitability; and competition.  

 

Hypothesis 1 (H1pandv): A significant relationship exists between successful pricing fairness 

and (H1a) the value of a product or service and (H1b) affordability  

 

For H1, two variables were considered to measure their influence upon the determination of fair 

prices for CC services. From Table 1, the chi square test revealed that there was a significant 

relationship between the independent variables and price fairness (with the value of a product 

(χ2
cal

 = 61.190, χ2α = 9.488, df = 4, p < 0.01); and affordability (χ2
cal = 52.329, χ2α = 9.488, df = 

4, p < 0.01)). That is, χ2
cal

 > χ2α at p < 0.05 for each of the independent variables, hence the null 

hypothesis (Ho) can be rejected. This result is consistent with the work of Engelson (1995) and 

Danbolt and Rees (2008) who revealed that pricing must match the amount that clients are 

willing to pay based upon the intrinsic value of the product or service offered. Hence, the value 
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of CC services and their affordability determine perceived fairness of price the client’s 

willingness to pay (Aaker, 1991).  

 

<Insert Table 1 about here > 

 

Hypothesis 2 (H2fpl): A significant relationship exists between fair price levels and (H2a) 

the government, (H2b) media action, (H2c) pressure group(s), (H3d) seller’s profit, (H3e) 

customer’s intrinsic value and (H3f) customer’s affordability. 

 

Table 2 summaries the results for the Chi-Square test for H2. Significant independent variables 

for fair pricing were: media action (χ2
cal

 = 34.861, χ2α = 9.488, df = 4, p < 0.01); pressure group 

(χ2
cal

 = 36.886, χ2α = 9.488, df = 4, p < 0.01); seller’s profit (χ2
cal

 = 28.278, χ2α = 9.488, df = 4, p 

< 0.01); customer’s intrinsic value (χ2
cal

 = 27.899, χ2α = 9.488, df = 4, p < 0.01); and customer’s 

affordability (χ2= 76.359, χ2α =9.488,  df = 4, p < 0.01). For each of the independent variables, 

χ2
cal

 > χ2α at p < 0.05, hence, the null hypothesis was rejected. These results imply these 

aforementioned independent variables are related to achieving fair price. However, no 

relationship was apparent between the variable ‘the government’ (χ2
cal

 = 1.316, χ2α = 9.488, df = 

4, p = .859) and the achievement of fair price levels since χ2
cal

 < χ2α   at p > 0.05. Hence, the null 

hypothesis for this variable was accepted. The influential power of media cannot be 

underestimated in a democratic country such as Ghana (Temin and Smith, 2002). The media can 

influence a CC’s price level through advertising and media discussion (Adamy, 2000) especially 

in situations where the price is perceived as unfair. Media discussions have the potential to 

stimulate clients’ intrinsic value of services provided. Other significant variables include 

pressure group; seller’s profit; customer’s intrinsic value; and customer’s affordability.  Pressure 

groups’ demanding better services and realistic prices exerts pressure on price setters for 
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attainment of fairness (Baldursson, 2005). The seller’s profit is the means by which service 

providers, notably CC are rewarded. Profits are incentives for the provision of services to clients 

(Garicano and Santos, 2004) to ensure the success of the consultancy contract. Intrinsic value 

represents the enjoyment derived from the use of the services provided by consultants (Davis et 

al., 1992). The feeling of joy has effects upon client behaviour (Triarindis, 1980) which will 

motivate them to pay fair prices to the consultant. Price fairness is linked to the affordability a 

service because of the enjoyment derived (intrinsic value) (Yirenkyi, 2012). It is therefore 

apparent that the significance of forces for attaining fair price levels for construction CC services 

is in congruence with the earlier works of Adamy (2000).  

 

<Insert Table 2 about here> 

 

Hypothesis 3 (H3op): A significant relationship exists between the objective of the firm in 

setting fair price levels and (H3a) growing market share, (H3b) increasing profitability, 

(H3c) raising the return on investment, and (H3d) becoming market leader.  

 

The Chi-Square test results for H3 are presented in Table 3 below. Results indicate the presence 

of a significant relationship between fair price levels and the following independent variables, 

namely: increase market share (χ2
cal

 = 49.544, χ2α = 9.488, df = 4, p < 0.01); increase profitability 

(χ2
cal

 = 14.861, X2α = 9.488, df = 4, p = 0.05); return on investment (X2
cal = 68.658, X2α =9.488, 

df = 4, p < 0.01); and market leader (χ2
cal

 = 42.456, χ2α = 9.488, df = 4, p < 0.01). Because, X2
cal 

> χ2α (9.488) at p < 0.05 in all cases of independent variables, the null hypothesis H0 at a 

significance level of 0.05 was rejected. These variables may be conveniently grouped as 

company objectives in setting fair prices for clients may result in business success, failure and 
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corporate reputational enhancements or vice versa. Hence, it is imperative that construction cost 

consultants afford great consideration when formulating such objectives.  

 

<Insert Table 3 about here> 

 

Hypothesis 4 (H4psa): A significant relationship exists between the pricing strategies for 

achieving perceived price fairness and (H4a) cost, (H4b) profit, (H4c) demand and (H4d) 

competition. 

 

The Chi-Square test for H4 demonstrates a significant relationship between price fairness and 

pricing strategy  independents variables (refer to Table 4). These independent variables comprise 

of: cost (χ2
cal = 42.873, χ2α = 7.815, df = 3, p < 0.01); profit (χ2

cal = 59.038, χ2α = 9.488, df = 4, p 

< 0.01,); demand (χ2
cal = 33.354, χ2α = 7.815, df = 3, p < 0.01); and competition (χ2

cal = 40.557, 

χ2α = 9.488, df = 4, p < 0.01). Since the χ2
cal > χ2α at p < 0.05 for all independent variables, the 

null hypothesis (H0) can be rejected at a significance level of 0.05. This suggests pricing strategy 

does affect the perceived fairness of construction cost consultancy services pricing and that 

greater consideration of these variables must be given by price setters within such firms. 

<Insert Table 4 about here> 

 

Hypothesis 5 (H5ta): A significant relationship exists between the level of perceived fair 

price of consultancy services and (H5a) personal income tax, (H5b) VAT, (H5c) corporate 

tax, (H5d) profit tax (H5e), local rates and (H5f) property tax. 

 

The Chi-Square test results for H5 (Table 5) reveal that there is a significant relationship 

between the level of consultancy services prices and personal income tax ( X2
cal

 = 20.051, X2α 
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=9.488, df = 4, p < 0.01); VAT (χ2
cal

 = 27.519, χ2α =9.488, df = 4, p < 0.01); corporate tax (χ2
cal

 = 

36.506, χ2α =9.488, df = 4, p < 0.01); profit tax (χ2
cal = 31.063, df = 4, p < 0.01, χ2α =14.860); 

local rates (χ2
cal

 = 22.203, χ2α =14.860 df = 4, p < 0.01); and property tax (χ2
cal = 22.835, df = 4, 

p < 0.01, χ2α =9.488). Since the χ2
cal > χ2α at p < 0.05 for tax variables above, the null hypothesis 

Ho can be rejected. Logically therefore, it can be concluded that the fairness of construction cost 

consultancy services pricing is dependent upon prevailing taxation measures. Hence, although 

indirect government intervention was not perceived to be a significant variable in terms of 

industry’s setting of self-regulated fair price levels (refer to H2fpl), clearly they are directly 

responsible for setting taxation rates.  

 

<Insert Table 5 about here> 

 

Hypothesis 6 (H6i): A significant relationship exists between the achievement of fairness 

in pricing and (H6a) input prices, (H6b) production shortfall, (H6c) effects of input market, 

(H6d) government policies and (H6e) international trade and trade barriers. 

 

The Chi-Square results for H6i (Table 6)  demonstrated that there is significant relationship 

between input prices (χ2
cal

 = 43.722, χ2α = 9.488, df = 4, p < 0.01); production shortfall ( X2
cal

 = 

27.266, X2α = 9.488, df = 4, p < 0.01); effects of input market (χ2
cal

 = 40.304, χ2α =9.488, df = 4, 

p < 0.01); government policies (χ2
cal

 = 26.127, X2α = 9.488,  df = 4, p < 0.01);  and international 

trade and trade barriers (χ2
cal = 23.595, χ2α = 9.488, df = 4, p < 0.01). Since the χ2

cal > χ2α at p < 

0.05, the null hypothesis Ho was rejected. Whilst globalization has the positive benefit of 

narrowing the ‘business distance’ between firms and international territories/ boundaries  (Liu, 

2008), it also exerts influence upon practice inter alia consultancy pricing levels (Pole-Manning, 

2002). Consequently, construction cost consultancy services must consider the effects of 
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international trade on local economies. The inflationary forces of input prices; production 

shortfall; effects of input market; government policies; and international trade and trade barriers 

are significantly related to the achievement of fair price of construction cost consultancy 

services. This result is in agreement with the works of Oakland (2003), Schnepf (2006), 

Meijerink and Roza (2007), Doole and Lowe (2008), Pain et al., (2008), and van den Cate 

(2009). Hence, it is clear that inflationary forces are significantly related to the fairness of 

construction cost consultancy services pricing.  

 

<Insert Table 6 about here> 

 

Conclusion 

This research sought to establish the relationships that exist between construction cost 

consultancy services and the various pricing variables that affect the client’s perceived fairness 

of price. In practice, the variables responsible for price cost consultancy fairness are seldom 

considered and therefore, this work has broken new ground. Price fairness is an essential 

ingredient in construction cost consultancy practice as it provides the client a better value for 

service and an opportunity for the consultant to break-even. Hence, the attainment of price 

fairness in consultancy practice must be within the framework of value for services; the influence 

of media and pressure groups; objective and strategies of the firm; taxation; and inflationary 

forces. A major limitation of this work was that it focused upon collecting the views of 

professional practitioners and not clients themselves.  Hence, future work is required to conduct 

a repeat survey of clients that could then be compared and contrasted against the results 

presented here. 



14 
 

References  

Aaker, D.A. (1991) Managing Brand Equity, Capitalizing on the Value of Brand Name, New 

York, NY: Free Press. 

Adams, J. S. (1965) Inequity in Social Exchange, In: Advances in experimental social 

psychology, Vol. 2, (pp. 267 – 299), New York: Academic Press 

Adamy, J. (2000) E-Tailer Price Tailoring May Be Wave of Future, Chicago Tribune, 

(September 25), Available via: 

articles.chicagotribune.com/2000...25/.../0009250017_1_prices-amazon- [Retrieved 

November, 2014] 

Alba, J. W., Broniarczyk, S., Shimp, T., and Urbany, J.E. (1994) The Influence of Prior Beliefs, 

Frequency Cues, and Magnitude Cues on Consumers’ Perceptions of Comparative Price 

Data,  Journal of Consumer Research, Vol. 21, No. 2 , pp. 219–235. 

Amstrong, J.S., and Green, K.C. (2011) Demand Forecasting: Evidence-Based Methods, The 

     Wharton School, University of Pennsylvania.  

Anderson, E.T., and Simester, D.I. (2008) Does Demand Fall When Customers Perceive That 

Prices Are Unfair? The Case of Premium Pricing for Large Sizes, Marketing Science, Vol. 

27, No. 3, pp. 492–500. 

Andrea, M.B. (2011) Public Sector Marketing: Importance and Characteristics, Journal of 

      Economics Practices and Theories, Vol. 1, No.2, pp. 12-25. 

Ashok, J., Carmen, S., and Joice, G. (2008) Applying Customer Relationship Valuation, The 

Journal of Professional Pricing, Third Quarter 2008. Available via: http://www. 

relationshipsurplus.com/2013/06/.../applying-customer-relationship-valuati...[Retrieved 

November, 2014]  

Baldursson, F.M. (2005) Fairness and Pressure Group Competition. Institute of Economic 

Studies Working Paper Series, Department of Economics, University of Iceland . Available 

http://www/


15 
 

via: http://www.hhi.hi.is/sites/hhi.hi.is/files/W-series/2005/w0513.pdf [Retrieved: November, 

2014]. 

Ball, D. (2009) Regulation of Mark-ups in the Pharmaceutical Supply Chain, WHO/HAI Review 

Series on Pharmaceutical Pricing Policies and Interventions, Working Paper 3. Available 

via: www.haiweb.org/medicineprices/.../Mark-ups%20final%20May2011.pdf. [Retrieved:  

November, 2014].  

Ball, L., and Romer, D. (2003) Inflation and the Informativeness of Prices, Journal of Money, 

Credit and Banking, Vol. 35, No. 2, pp. 178-196. 

Berg, B. L. (2001) Qualitative research methods for the social sciences, Boston, MA: Allyn & Bacon. 

Bolton, L.E., and Alba, J.W. (2006) Price Fairness: Good and Service Differences and the Role 

of Vendor Costs, Journal of Consumer Research, Vol. 33, No. 2 , pp. 258-265.  

Bolton, L. E.,  Warlop, L., and Alba, J.W. (2003) Consumer Perceptions of Price (Un)Fairness, 

Journal of Consumer Research, Vol. 29, March 2003 No. 4, pp.474–91. 

Bougie, R., Rik, P., and Zeelenberg, M. (2003) Angry Customers Don’t Come Back, They Get 

Back: the Experience Behavioural Implications of Anger and Dissatisfaction in Services, 

Academy of Marketing Science, Vol. 31, No. 4, pp. 377-393.  

Brand, M. (1998) New Product Development for Microfinance: Design, Testing and Launch. 

    ACCION International, Microenterprise Best Practices (MBP) Project. Available via: 

www.jointokyo.org/mfdl/readings/NewProd2.pdf [Assesed October, 2014].  

Buyukkurt, B. K. (1986) Integration of Serially Sampled Price Information: Modeling and Some 

Findings, Journal Consumer Research, Vol. 13, No. 3, pp. 357–373.  

Burnett, J. (2008) Core Concept of Marketing, Zurich, Switzerland: Global Text. Available via: 

www.saylor.org/site/wp-content/.../Core-Concepts-of-Marketing.pdf. [Retrieved: October, 

2014].  

http://www/
http://www.haiweb.org/medicineprices/.../Mark-ups%20final%20May2011.pdf
http://www.jointokyo.org/mfdl/readings/NewProd2.pdf


16 
 

Campbell, M.C.(1998) The Effects of Inferred Motive and Reputation on Perceptions of Price 

Unfairness, Working Paper No. 271, John E. Anderson Graduate School of Management, 

UCLA.   

Campbell, M.C.(1999) Perceptions of Price Unfairness: Antecedents and Consequences, Journal 

of Marketing Research, Vol. 36, No. 2 , pp. 187– 99. 

Cannon, T. (1998) Marketing: Principles and Practice, 5th Edition. London: Cassell Publishers 

Limited 

Chapuis, M.J. (2012) Price Fairness Versus Pricing Fairness, Revenue and Yield Management 

eJournal, pp.1-12. Available via: www.ssrn.com/abstract=2015112. [Retrieved: September, 

2014].  

Cofie, A. A. (2012) The Challenges of Financing Small and Medium Scale Enterprises (SMEs) 

in the Ashanti Region (A Case Study of Stanbic Bank (Gh) Ltd). EMBA Dissertation, IDL-

KNUST. Available via: ir.knust.edu.gh/bitstream/123456789/.../Cofie%20Alfred%20Addotei.pdf 

[ Retrieved:  October, 2014].   

Collie, T; Bradley, G., and Sparks, B.A. (2002) Fair Process Revisited: Differential Effects of 

Interactional and Procedural Justice in the Presence of Social Comparison Information, 

Journal of Experimental Social Psychology, Vol. 38, No. 1,  pp. 545 – 555. 

Danbolt, J., and W. Rees. (2008) An Experiment in Fair Value Accounting: UK Investment 

Vehicles. European Accounting Review Vol. 17, No. 2, pp 271-303. 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992) Extrinsic and intrinsic motivation to use 

computers in the workplace. Journal of Applied Social Psychology, Vol. 22, No. 14,  

pp. 1111–1132. 

Dholakia, U. M., Jones, J.H., and   Simonson, I. (2005) The Effect of Explicit Reference Points 

on Consumer Choice and Online Bidding Behavior, Marketing Science, Vol. 24, No. 2, pp. 

194–205. 

http://www.ssrn.com/abstract=2015112


17 
 

Dickson, P. R., and Kalapurakal, R. (1994) The Use and Perceived Fairness of Price-setting 

Rules in the Bulk Electricity Market, Journal of Economic Psychology, Vol.15, No. 6 , pp. 

427 - 448 

Diller, H. (2008) Price Fairness, Journal of Product and Brand Management, Vol.17, No.5,  

     pp. 353–355. 

Doole, I., and Lowe, R. (2008) International Marketing Strategy, 5th Edition, London: Cengage 

Learning EMEA. 

Drew, D.S., Ho, L.C.Y., and Skitmore, M. (2001) Analyzing a Consultant’s Competitiveness in 

Two Envelope Fee Tendering, Construction Management and Economics, Vo.19, No.5,  

      pp. 503-510. 

Dwyer, F.R.,  and Tanner, J.F. (2006) Business Marketing: Connecting Strategy, Relationship 

and Learning, 3rd Edition, New York, NY: McGraw- Hill/Irwin. 

Engelson M. (1995) Pricing Strategy: An Interdisciplinary Approach, Portland, USA: Joint 

Management Strategy.  

Farese, L., Kimbrell, G., and Woloszyk, C. (1991) Marketing Essentials, Missions Hills, CA: 

Glencoe Division, Macmillan/McGraw-Hill. 

Gale, B.T., and Swire, D.J. (2006) Value-based Marketing and Pricing, Boston, USA: Customer 

Value Inc. 

Garicano, L., and Santos, T. (2004) Referrals. The American Economic Review, Vol. 94, No. 4 

       pp. 499-525. 

GhIS (2014), Ghana Institution Database of Registered Quantity Surveyors, Available via: 

http://www.ghisonline.org/47/31/Registered-Members%28QS%29?q=p [Retrieved:  

October 2014] 

Gielissen, R., Dutilh, C.E., and Graaand, J.J.(2008) Perceptions of Price Fairness: An Empirical 

Research. Business Society, Vol. 47, No. 3, pp. 370-389.  

http://www.ghisonline.org/47/31/Registered-Members%28QS%29?q=p


18 
 

Dowling, G. R., andUncles, M. (1997). Do Customer Programs Really work? Sloan Management 

Review, Vol. 38, No.4, pp.71-82.  

     Grehalva, R. (2004) Unleashing the Power of Consultative Selling: Selling the Way your 

Customer Wants to Buy….Not the Way you Like to Sell: P2P Communications Media. 

Available via: www.businessballs.com/.../Consultative_Selling_ebook.pdf. [Retrieved: 

November, 2014].  

Hines Jr., J.R. (2001) Corporate Taxation. University of Michigan and NBER. Available via: 

www.bus.umich.edu/otpr/WP2001-6paper.pdf [ Retrieved: October, 2014].   

Homburg, C., Hoyer, W.D., and Koschate, N. (2005) Customers’ Reactions to Price Increases: 

Do Customer Satisfaction and Perceived Motive Fairness Matter?” Journal of the Academy 

of Marketing Science, Vol. 33, No.1, pp. 36–50. 

Joshi, N., and Mishra, D.P. (2011) Environment Friendly Car: A Study of Consumer Awareness 

with Special Reference to Maharashtra State, Information Management and Business 

Review, Vol. 2, No. 2, pp. 92-98. 

Kahneman, D., Knetsch, J., and Thaler, R. (1986a) Fairness as a Constraint on Profit Seeking: 

Entitlements in the Market, The American Economic Review, Vol. 76, No.4, pp. 728-41.  

Kahneman, D., Knetsch, J. and Thaler, R. (1986b) Fairness and the Assumptions of Economics, 

Journal of Business, Vol. 59, No.4 , pp. 285-300.   

Kaleta, M. (2014) Price of Fairness on Networked Auctions, Journal of Applied Mathematics, 

Vol. 2014, pp. 1-7.  

 Kar, A.K.,  and Pani, A.K.(2011) A model for pricing emergent technology based on perceived 

business impact value. International Journal of Technology Marketing, Vol. 6, No. 3, pp. 

241-258. 

http://www.businessballs.com/.../Consultative_Selling_ebook.pdf
http://www.bus.umich.edu/otpr/WP2001-6paper.pdf


19 
 

Khandelwal, U., and Bajpai, N. (2012) Price Fairness and Its Linear Dependence on Consumer 

Attitude: A Comparative Study in Metro and Non Metro City, European Journal of 

Business and Management, Vol. 4, No.10, pp. 94-103. 

Labonte, M. (2010) The Size and Role of Government: Economic Issues. Congressional 

Research Service Report for Congress. Available via: http://www. 

       fpc.state.gov/documents/organization/145595.pdf.  [Retrieved: November, 2014] 

Lichtenstein, D.R., Ridgway, N.M., and Netmeyer, RG. (1993) Price Perceptions and Consumer 

Shopping Behavior: A Field Study, Journal of Marketing Research, Vol. 30, No. 2, pp. 

234- 245. 

Lichtenstein, D. R., and Bearden, W.O. (1989) Contextual Influence on Perceptions of 

Merchant-supplied Reference Prices, Journal of Consumer Research, Vol. 16, No.1, pp. 

55–66.  

Liu, Y.,  Ding, C., Fan, C., and Chen, X. (2014) Pricing Decision Under Dual-Channel Structure 

Considering Fairness and Free-Riding Behavior, Discrete Dynamics in Nature and Society, 

Vol. 2014, pp. 1-10.  

Liu, S. (2008) Globalization as Boundary-Blurring: International and Local Law Firms in 

China’s Corporate Law Market, Law & Society Review, Vol. 42, No.4, pp. 771-804. 

Martinez, C.(2012) Efficiently Managing Complex Indirect Taxation in Brazil’s Economic Renaissance. 

Thomson Reuters VAT Business Consultant. Available via: 

https://tax.thomsonreuters.com/.../indirect-tax/Indirect-Tax-Brazil-WP-11. [Retrieved:  

November, 2014].  

 

Meijerink, G and Roza, P. (2007) The Role of Agriculture in Economic Development, Markets, 

Chains and Sustainable Development Strategy Policy Paper No. 4.  Available via: 

http://www.boci.wur.nl/UK/Publications/  [Accessed September, 2014]. 

http://www/
https://tax.thomsonreuters.com/.../indirect-tax/Indirect-Tax-Brazil-WP-11
http://www.boci.wur.nl/UK/Publications/


20 
 

Munier, C., and Camelis, C. (2013) Toward an identification of elements contributing to 

satisfaction with the tourism experience.   Journal of Vacation Marketing, Vol 19, No 1, pp 

19-39. 

Oakland, J.S. (2003) Statistical Process Control, 5th Edition, New York: Butterworth-

Heinemann. 

Ofori, G. (2012) Developing the Construction Industry in Ghana:  The Case for a Central 

Agency. National University of Singapore. Available via: 

www.buildingcontractorsgh.com/Developing%20the%20Construction%2 [Retrieved:  

October, 2014].   

Oliver, R. L., and Swan, J.E. (1989) Consumer Perceptions of Interpersonal Equity and 

Satisfaction in Transactions: A Field Survey Approach, Journal of Marketing, Vol. 53, No. 

2, pp. 21 - 35 

Pain, N.,  Koske, I., and Sollie, M. (2008) Globalisation and OECD Consumer Price Inflation. 

OECD Economic Studies No. 44, 2008/1. Available via: www.oecd.org/eco/42503918.pdf. 

[Retrieved: October, 2014].   

Patsula, P.J. (2007). The Entrepreneur’s Guidebook: Patsula Media. Available via: 

www.smbtn.com/books/gb46.pdf [Accessed October, 2014]. 

Perreault, W.D.J., and McCarthy, E.J. (2002) Basic Marketing: A Global-managerial Approach, 

New York: McGraw-Hill/Irwin. 

Peter, J. P., and Olson, J. C. (2008) Consumer Behavior and Marketing Strategy, 8th edition, 

New York: MacGraw Hill Companies Inc. 

Pole-Manning, G. (2003) The Globalization of Consulting A Natural Evolution. Saint Mary’s 

University, Faculty of Commerce. Available via: www.cmc-

canada.ca/member.../smu_globalization_gpolemanning.pdf [Retrieved: November, 2014]. 

http://www.buildingcontractorsgh.com/Developing%20the%20Construction%252
http://www.oecd.org/eco/42503918.pdf
http://www.smbtn.com/books/gb46.pdf
http://www.cmc-canada.ca/member.../smu_globalization_gpolemanning.pdf
http://www.cmc-canada.ca/member.../smu_globalization_gpolemanning.pdf


21 
 

Rahim, F.A.,  Abd-Rahman, H.,  Wang, C., Othman, N.D., and Zainon, N. (2013) Quantity 

Surveying Firms Survival of Fast Developing Economy, Journal of Surveying, 

Construction and Property, Vol.4, No.1, pp. 1985-7527. 

Suri, R., and Kent, B.M. (2003) The Effects of Time Constraints on Consumers’ Judgments of 

Prices and Products, Journal of Consumer Research Inc., Vol.30, No. 1, pp. 92-104.  

Roberts, M.J, Xu, D.Y, Fan, X and Zhang, S. (2011) Demand, Cost and Profitability Across 

     Chinese Exporting Firms, The Pennsylvania State University and NBER. Available via: 

pages.stern.nyu.edu/~agavazza/xu.pdf. [Retrieved: October, 2014].  

Robert, M.G. (2001) The Resource-based Theory of Competitive Advantage: Implications for      

Strategy Formation, California Management Review, Vol.4, No. 9, pp.34-71. 

Schnepf, R. (2006) Price Determination in Agriculture Commodity Markets: A Primer. CRS  

      Report for Congress. Available via: www.waterstones.com/waterstonesweb/products/.../10233038/ 

.[ Retrieved: October, 2014].  

Shipley, D.D., and Jobber, D. (2001) Integrative Pricing via the Pricing Wheel, Industrial 

Marketing Management, Vol. 30, No. 3, pp. 301-314. 

Sinha, I., and Batra, R. (1999) The Effect of Consumer Price Consciousness on Private Label 

Purchase, International Journal of Research in Marketing, Vol. 16, No. 1, pp. 237–51. 

Taylor, W.J., and Kimes, S.E. (2010) How Hotel Guests Perceive the Fairness of Differential 

Room Pricing, Cornell Hospitality Report, Vol. 10, No.2, pp. 5-14. Available via: 

https://www.hotelschool.cornell.edu/chr/pdf/showpdf/.../kimestaylor.pdf. [Retrieved: 

October, 2014].  

Temin, J and Smith, D.A. (2002) Media Matters: Evaluating the Role of Media in Ghana’s 2000 

Elections. African Affairs, Vol. 101, pp. 585-605. Available via: 

www.clas.ufl.edu/users/dasmith/mediamatters.pdf. [Retrieved: November, 2014]. 

https://www.hotelschool.cornell.edu/chr/pdf/showpdf/.../kimestaylor.pdf
http://www.clas.ufl.edu/users/dasmith/mediamatters.pdf


22 
 

The International Finance Corporation (IFC) (2007) Designing a Tax System for Micro and 

Small Businesses: Guide for Practitioners, Washington D.C: International Finance 

Corporation. Available via: 

https://www.wbginvestmentclimate.org/.../Designing_Tax_Systems.pdf. [Retrieved: 

November, 2014]. 

The World Bank. (2002) Consulting Services Manual: A Comprehensive Guide to Selection of 

Consultants, Washington, D.C.: The World Bank. Available via: 

siteresources.worldbank.org/PROCUREMENT/.../csm-final-ev3.pdf. [Retrieved: 

September, 2014]. . 

Thompson, B. (2005) The Loyalty Connection: Secrets to Customer Retention and Increased 

Profits. Customer Think Corporation. Available via: www.ianbrooks.com/useful-

ideas/.../The%20Loyalty%20Connection.pdf. [Retrieved: November, 2014].  

Triandis, H. C. (1980) Values, attitudes, and interpersonal behavior. In H. E. Howe & M. M. 

Page (Eds.), Nebraska symposium on motivation (pp. 195–260). Lincoln, NE: University 

of Nebraska Press. 

Tuuli, M.M., and Rowlinson, S. (2009) Performance Consequences of Psychological 

Empowerment, Journal of Construction Engineering and Management, Vol. 135, No. 12, 

pp. 1334–1347. 

Urbany, J. E., W. O. Bearden, D. C. Weilbaker. (1988) The Effect of Plausible and Exaggerated 

Reference Prices on Consumer Perceptions and Price Search, Journal of Consumer 

Research, Vol. 15, No. 1, pp. 95–110. 

Vaidyanathan, R., and Aggarwal, P.(2003) Who is the Fairest of Them All? An Attributional 

Approach to Price Fairness Perceptions, Journal of Business Research, Vol. 56, No.6, pp. 

453– 463 

https://www.wbginvestmentclimate.org/.../Designing_Tax_Systems.pdf
http://www.ianbrooks.com/useful-ideas/.../The%20Loyalty%20Connection.pdf
http://www.ianbrooks.com/useful-ideas/.../The%20Loyalty%20Connection.pdf


23 
 

 Van den Cate, R. (2009) The Impact of International Trade on Less Developed Countries, 

Business Intelligence Journal, Vol.2,  No.1, pp. 113-137. 

Xia, L., Monroe, K.B., and Cox, J.L. (2004) The Price Is Unfair! A Conceptual Framework of 

Price Fairness Perceptions, Journal of Marketing, Vol. 68, No.4, pp.1–15. 

Yirenkyi, K. A.(2012) Factors Affecting Customer Satisfaction and Preference in the 

Telecommunications Industry: A Case Study of MTN Ghana. Unpublished Master’s 

Dissertation, Institute of Distance Learning, KNUST, Kumasi, Ghana. Available via: 

ir.knust.edu.gh/bitstream/.../4955/.../Yirenkyi%20Kofi%20Ampomah.pdf. [Retrieved:  

November, 2014]. 

Yu, C.H. (2001) Misconceived relationships between logical positivism and quantitative research. Paper 

presented at the Annual Meeting of the 2001 American Educational Research Association, Seattle, 

WA 

Zhilin, Y., and Robin, T.P. (2004) Customer Perceived Value, Satisfaction, and Loyalty: The 

Role Switching Costs, Psychology and Marketing, Vol. 2, No. H10, pp. 799-822. 



24 
 

Figure 1 – Literature synthesis: determination of factors and variables  
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Table 1 - Value and affordability construction cost consultancy services pricing 

Independent Variables Chi-Square (X2
cal)     X2α df    p-value     Decision 

1.  Value of a product or service         61.190a                     9.488 4    0.000        Reject 

2.  Affordability         52.329a              9.488 4    0.000        Reject 

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8.- 
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Table 2 - Achieving fair construction cost consultancy services pricing price levels 

 

Independent Variables Chi-Square (X2
cal)         X2α        df        p-value   Decision     

1. The Government            1.316a                               9.488        4           .859       Accept  

2. Media action         34.861a                    9.488        4           .000       Reject  

3. Pressure group(s)         36.886a                            9.488        4           .000       Reject  

4. Seller’s profit          28.278a                           9.488        4           .000       Reject  

5. Customer’s intrinsic value         27.899a                            9.488        4           .000       Reject  

6. Customer’s affordability        76.359b                             9.488        4           .000       Reject  

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8. 

b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.6. 
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Table 3 - Pricing objectives affecting fair construction cost consultancy services pricing 

Independent Variables Chi-Square        X2α         df       p-value          Decision    

   (X2
cal)                

1. Increase market share 49.544a                        9.488         4          .000             Reject   

2. increase profitability  14.861a                         9.488           4          .005             Reject   

3. Return on investment  68.658a                         9.488            4          .000            Reject   

4. Market leader  42.456a                         9.488            4          .000            Reject   

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8. 
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Table 4 - Pricing Strategies for Pricing 

 

Independent  Variables Chi-Square       X2α       df             p-value                      Decision                          

   (X2
cal)   

1. Cost 42.873              7.815        3               .000                          Reject   

2. Profit 59.038b                    9.488           4               .000                          Reject   

3. Demand 33.354a             7.815        3               .000                          Reject   

4. Competition 40.557b              9.488       4               .000                          Reject   

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 19.8. 

b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8. 
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Table 5 - Considering taxes to ensure fair levels of construction cost consultancy services 

pricing 

Independent Variables Chi-Square     X2α 

    (X2
cal) 

    df       p-value          Decision 

1. Personal income tax     20.051         9.488     4       .000              Reject 

2. VAT/ NHIL     27.519         9.488     4       .000               Reject 

3. Corporate tax     36.506 9.488     4       .000               Reject 

4. Profit tax     31.063  9.488     4       .000               Reject  

5. Local rates     22.203 9.488     4       .000             Reject 

6. Property tax     22.835 9.488     4       .000            Reject 

a. 0 cells (0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8 

 
 



31 
 

 

Table 6 - International trade and inputs for construction cost consultancy services pricing  

 

Independent Variables Chi Square 

(X2
cal) 

X2α df p-value Decision 

1. Input prices 43.722a 9.488 4 .000 Reject 

2. Production shortfall 27.266a 9.488 4 .000 Reject 

3. Effects of input market 40.304a 9.488 4 .000 Reject 

4. Government policies 26.127a 9.488 4 .000 Reject 

5. International trade and 

    trade barriers 

23.595a 9.488 4 .000 Reject 

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 15.8. 

 

 


