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Abstract

In the digital era, price transparency has a significant effect on consumers’ purchase intention. It
can reduce information search cost and enhance the perception of product value, but excessive
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transparency may lead to increased price sensitivity and lower purchase intention. Product in-
volvement moderates this relationship, with high-involvement consumers being more sensitive to
the positive effects of price transparency, while low-involvement consumers are more sensitive to
the negative effects. Price transparency is found to have a significant positive effect on purchase
intention, and product involvement plays a key role in moderating this effect. This provides empir-
ical support for companies to formulate price strategies and improve transparency.
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Table 1. Results of descriptive statistics
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Table 2. Results of confidence analysis
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Table 3. Results of correlation analysis
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Table 4. Results of regression analyses of the effect of price transparency on consumers’ willingness to buy
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Table 5. Results of regression analyses of the moderating effect of product involvement
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