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In an era of rising economic uncertainty and market volatility,
consumers’ financial behaviors are increasingly shaped by
macroeconomic perceptions. This study investigates how financial
risk awareness and price volatility sensitivity two critical economic
constructs impact online buying intentions, with perceived economic
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value and purchase anxiety as mediating variables. Drawing on
behavioral economics and marketing science, the study adopts a
mixed theoretical lens to explore how individuals respond to
fluctuating digital pricing environments and financial risk signals.
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Primary data were collected from 300 online shoppers in Pakistan
using structured questionnaires. The data were analyzed using
Structural Equation Modeling (SEM) in SmartPLS 4. Results
demonstrate that financial risk awareness negatively influences
online buying intentions, while price volatility sensitivity shows a
mixed effect, dependent on perceived economic value. Perceived
economic value positively mediates both relationships, while
purchase anxiety acts as a suppressing mediator. The findings
provide a unique contribution by linking economic volatility
perceptions to micro level consumer behavior. Practical implications
include the need for platforms to reduce price uncertainty signals and
improve consumer access to real-time financial insights, especially

in emerging digital markets.
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1.0 Introduction
In the modern, interconnected world economy, the growing financial instability and market

volatility are becoming an increasingly dominant factor in consumer behavior, which is especially
relevant in digital commerce. With the constant restructuring of the retail sector by technological
innovation, online shopping has emerged as the most predominant form of consumption, especially
in the emerging markets like Pakistan (Husain et al., 2024). This is developing in an economic
environment where interest rates are volatile, inflationary pressures, devaluation of the currency,
and unstable commodity prices all of which feed into the financial decision making of consumers.
In such circumstances, people do not only act as passive recipients of market signals but also as
active interpreters of macroeconomic indicators. Based on this, the purchasing behaviour in online
marketplaces is increasingly dependent on the perception of economic risk and perceived value,
thus, requiring an in-depth analysis on how this affects the consumer behaviour (Purcérea et al.,
2022).

Economic volatility is perceived by consumers through two constructs, financial risk
awareness and price volatility sensitivity. Financial risk awareness refers to the awareness and
evaluation of the individual of the negative outcomes that might occur as a result of financial
decisions, including uncertainty about income, inflation, and purchasing power. It is a mental
assessment of monetary risks that may trigger the conservative or risk-averse response (Saltik et
al., 2023). The price volatility sensitivity, in its turn, is the degree to which consumers react to
frequent and unpredictable changes in price, especially in digital marketplaces where dynamic
pricing is common. This sensitivity creates uncertainty, consideration and sometimes even reactive
behavior like compulsive purchases when there are supposed price drops (Sherman et al., 2021).
Collectively, these variables provide a psychological context in which consumers can bargain with
an unstable and complicated financial landscape, which influences their willingness to make online
purchases.

The theoretical framework of investigating the relationship between these constructs and
online buying intentions is based on behavioral economics as well as consumer psychology.
Behavioral economics argues that people do not tend to behave rationally in economic situations;
rather they use heuristics, emotions, and perceptions, particularly when faced with uncertainty.
Financial risk awareness complements the prospect theory that states that individuals place more
emphasis on potential losses than on equivalent gains (Pursiainen et al., 2021). In this regard,
increased financial risk awareness can reduce the intentions to buy by loss aversion and the
increased sensitivity to perceived insecurity. Price volatility sensitivity, in its turn, reflects how the
consumers feel secure in the fluid pricing mechanisms in the digital settings. In the view of the
signaling theory, frequent price changes can be a negative signal regarding the stability of the
market, and consumers will be less confident in the reliability of online platforms and will be
reluctant to buy (Cui & Zhang, 2025). Nevertheless, price volatility, in selective conditions e.g.
when price reductions or discounts are perceived as opportunities, enhances purchase intentions,
which highlights its two-faced nature.

In order to explain these dynamics further, Mediating Variables are proposed: perceived
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economic value and purchase anxiety. Perceived economic value is the cognitive computation of
the consumer of the trade-off between the benefits obtained out of a product or service and the
costs incurred- money, time, effort and so on. Positive affect due to high perceived economic value
can offset negative affect of financial risk or price instability, and therefore offer rational basis in
the face of cognitive complexity (Ahamed et al., 2025). Purchase anxiety, in its turn, includes the
emotional unease, stress, or fear before making a purchase and is usually enhanced by the feelings
of financial insecurity or dynamic pricing. Based on the stimulus-organism-response (S-O-R)
model, financial risk and price signals (stimuli) affect internal psychological states, e.g. anxiety or
value perception, which influence the behavioral outcome (response). This is a sequential
theoretical framework that emphasizes the multidimensionality of online consumer behavior in
situations of economic stress.

Despite the growing interest in the study of digital consumer behavior among scholars,
certain research gaps remain remarkable. Up to date, the existing research has focused mainly on
technical issues, i.e., usability of websites, trust, safety, and marketing techniques, e.g.,
personalization or customer involvement. The number of studies that have focused on the effects
of macroeconomic perceptions, especially financial risk and price volatility, on consumer
intentions on a psychological level is much smaller (Alhenawi & Yazdanparast, 2022). Even
though certain empirical studies have linked economic circumstances to general consumption
trends, there is still a lack of research that has explored the micro basis of behavior under financial
uncertainty, particularly in online retailing in developing economies. Moreover, the mediating
effects of constructs like perceived economic value and purchase anxiety have not been
systematically explored and therefore there exists a gap in theory in explaining the entire causal
chain between economic perceptions and consumer behavior (Hikam et al., 2024).

The situation in Pakistan, with its chronic fiscal limitations, constant price inflation, and
the blistering growth of the local digital market, is an effective example of the environment in
which the given research is conducted. The combination of frequent currency volatility, increased
cost of living, and disproportionate governmental reforms within the nation make it a particularly
ideal environment to study the effect of macro-level financial perception on online buying
behavior. Despite the rising internet usage and e-commerce involvement, the consumer confidence
is still fragile in nature and can easily be affected by exogenous economic shocks as well as
endogenous institutional instability (Bai et al., 2025). In these conditions, the necessity to explore
the processes by which the users of digital marketplaces orient themselves in the environment of
perceived financial risk and unstable pricing regimes emerges both in the academic context of
developing theoretical constructs and in the business context of designing resilient, adaptive e-
commerce infrastructures.

The current study aims to clarify how the financial risk awareness and price volatility
sensitivity regulate online purchase intentions through the two mediating paths of perceived
economic value and purchase anxiety. The research problem, which is a crossroad between
economics, psychology, and marketing, requires an analytical framework that can combine
cognition and affect in the uncertain environment of modern digital commerce. Traditional
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economic frameworks tend to make the assumption of rational actors whose preferences never
change, thus overlooking the dynamic, emotional aspect of online decision-making. This study
thus suggests a model, which explicitly integrates behavioral economics with marketing science,
and which generates a more sophisticated model of consumer behavior that reflects the intricacies
of the modern digital marketplace.

The work has twofold contribution. Theoretically, it goes beyond the current models of
online consumer behavior by adding macroeconomic perceptions and psychological mediators. It
challenges the traditional belief that online shopping is highly determined by convenience, price
effectiveness, or brand loyalty, but rather a set of variables such as individual-level economic
thought and emotional reactions. The study further explains the process of financial signals
processing and internalization and leading to a purchase act by assuming perceived economic value
and purchase anxiety as mediators (Ma et al., 2025). In practice, the results have direct implications
to professional marketers, developers of e-commerce platforms, and policy makers. The awareness
of the suppressive effect of purchase anxiety and the positive influence of perceived value implies
that platforms may reduce uncertainty by implementing the following mechanisms: transparent
pricing, real-time financial tools, and personalized risk information, which will help to instill
confidence in consumers and promote sustainable online buying behavior (Rane et al., 2024).

The emphasis on Pakistan also provides a contextually rich perspective in which theories
that are held universally can be localized and tested. Being a developing market, Pakistan is a good
example of both the potential and the limitations of the fast digital development in the environment
of significant financial instability. This means that the knowledge gained in this study can be
applied not only to the Pakistani situation but also to other developing economies that are
experiencing similar transitions (Raza & Lin, 2022). In this way, the study fills both an empirical
gap and contributes to the international discussion of the influence of economic perceptions on
consumer behavior in the digital age. It allows a strong structure to assess consumer resilience,
flexibility, and behavior in the face of financial uncertainty by linking macroeconomic volatility
and microeconomic behavior (Barkas, 2025).

Overall, the current research is an empirical investigation that aims to determine how
financial risk awareness and price volatility sensitivity influence online purchase intentions
through perceived economic value and purchase anxiety. It is based on behavioral economics and
marketing theory and is located in the volatile economic environment of Pakistan, filling the
relevant theoretical and practical gaps in the literature (Fatemah & ul Haq, 2024). The results
contribute to knowledge of digital consumer behavior during economic pressure, and they provide
meaningful contributions to the academic, industry, and policy worlds. Finally, the paper
highlights the need to reconsider the consumer decision-making process in the era of ubiquitous,
unpredictable and psychologically prominent economic cues, especially in internet retailing.

2.0 Literature Review

This current study is based on the background knowledge in behavioral economics,
consumer psychology, and marketing science to explain how macroeconomic perceptions
influence online consumer behavior. The most prominent theory in this analysis is Prospect
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Theory, which states that people tend to be more responsive to possible losses than to equal gains,
a cognitive biased that is especially relevant during economic uncertainty. Consumers that perceive
an increased financial risk will tend to make conservative or loss-averse decisions thus reducing
their willingness to engage in discretionary spending like online shopping (Atkinson & Mou,
2024). Simultaneously, the Stimulus-Organism-Response (S-O-R) model provides a normative
framework by means of which macroeconomic stimuli (price changes, financial-risk indicators,
etc.) are translated into internal psychological reactions (anxiety, value perception, etc.) that, in
turn, affect consumer behavior. Signaling Theory also explains that price volatility is a form of
communication: unstable price fluctuations can be used as a signal of market insecurity or
unreliable platform (Kauder et al., 2023). Moreover, the Elaboration Likelihood Model (ELM)
outlines two decision-processing channels, namely, central route processing, which is activated
when the financial-risk awareness leads to further consideration of the economic consequences,
and peripheral route processing, which is triggered by price-volatility sensitivity and is usually
based on the heuristic-based judgments. These theoretical approaches, in combination, provide a
sophisticated picture of how economic instability shapes the psychological mechanisms through
which consumer behavior is regulated in digital marketplaces.

An empirical literature review shows that financial risk has a perceptible effect on
consumer habits, especially in online-shopping environments. The results are always the same,
that is, when financial-risk awareness is high, consumers are less willing to transact online. This
fear can be explained by the fear that economic instability will threaten the purchasing power, job,
or ability to pay bills in the future. As a result, consumers tend to be more hesitant to make a
purchase, have a higher rate of cart abandonment, and more critical of pricing information (Esmeli
& Gokce, 2025). However, the strength of these effects can be reduced by consumer experience
or platform trust. Experienced buyers or buyers with a high level of familiarity with e-commerce
often use coping strategies that reduce the perceived risk and diminish its effects on purchase
intention. In addition, financial literacy and previous experience of economic volatility influence
the translation of risk awareness into behavior (Jariyapan et al., 2022). Consumers who are located
in developing economies, where macroeconomic instability is more common, can become
desensitized to financial-risk cues or can become more responsive, based on their own resilience.

The sensitivity to price volatility has also become another factor that determines the
consumer behavior in the dynamic digital environment. Even though episodic price reduction is
beneficial to consumers, prolonged or random price changes create uncertainty and confusion. This
volatility is often seen as a bad indication of seller reliability or quality of the product, which
destroys trust and weakens intentions to buy (Jariyapan et al., 2022). Regret aversion can also be
caused by sudden or unexplainable changes in prices, in which consumers worry that they have
made a bad economic choice and thus delay or avoid purchasing altogether. Price volatility in such
situations is not a rational, but an emotional and psychological stimulus (Niemeier & Pospisil,
2025). Although certain consumers might respond to price decreases positively, as a chance to
maximize utility, the responses are conditional on the perceptions of the fairness and the
transparency of the pricing mechanism.
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The perceived economic value acts as an important mediator between the macroeconomic
cues and intentions to buy. It is the internal evaluation of the consumer of the benefits versus the
costs of a transaction. In the event of financial risk or price volatility, consumers will be more
willing to complete online transactions when they perceive high value because the perception of
value is a stabilizing mental framework that justifies decision-making in the face of external
uncertainty. On the other hand, low perceived value enhances the negative impact of risk and
volatility, and consumers feel that they are not being adequately compensated in terms of
uncertainties they encounter (Shuhaiber et al., 2025). Therefore, perceived value is not just a
passive evaluation but it is rather an active influence on the emotional and cognitive reaction of
the consumer to economic cues.

Another notable mediator in the modern consumer studies is purchase anxiety. It can be
defined as the emotional unease and anxiety that can be experienced in the process of making a
decision and it often increases when there is financial uncertainty and price volatility where the
consumer is afraid of choosing the wrong option or losing money. Increased purchase anxiety is
expressed as hesitation, frequent self-analysis (second-guessing), and the related stress, which
decreases the likelihood of making a purchase (Schlegel, 2024). In that regard, purchase anxiety
acts as a negative moderator that reduces the positive effect that other positive cues, including
discounts, product quality, or promotional incentives, may have. Its significance is especially
apparent in the online environment, where customers cannot examine products physically and face
the possibility of buyer remorse; what is more, the impersonal and irreversible nature of online
transactions compounds the emotional unease, thus serving as a powerful deterrent, especially to
those who are already financially constrained or risk-averse (Greimel & Sposato, 2021). The
relationship between perceived value and purchase anxiety is not simple: although perceived value
can regulate anxiety to a certain degree, it cannot completely get rid of it.

Despite the new developments in the field of consumer research which have shed light on
how financial perceptions influence behavior, there are still a number of gaps. To begin with,
majority of the previous research has focused on constructs in isolation as opposed to an integrated
framework. The financial risk or price volatility is often studied separately by scholars without
exploring their possible interactions or the way they are mediated by internal psychological states
(Shi et al., 2024). Second, most empirical studies are focused in developed economies where
exposure to economic turbulence is relatively limited. As a result, the results might not be able to
represent the behavioral dynamics of the developing countries where volatility is more imminent
and enduring. Third, there is a paucity of studies on the combined effect of cognitive and affective
mediators on macroeconomic perceptions and the intention to purchase online (Sukesi, 2023).
Although perceived value is well-researched as a rational anchor, the affective component, in
particular, purchase anxiety, has been relatively under-researched. Lastly, the Pakistani context,
which is defined by its peculiar mix of economic instability and a fast-growing digitalization, is
under-researched even though it is relevant to both theory and practice.

The above theoretical backgrounds and empirical gaps lend themselves to a series of
hypotheses to inform the current analysis. The hypothesis is that financial risk awareness has a
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negative impact on the online buying intention since the increased awareness of economic
instability promotes risk-averse behavior and, thus, reduces the purchasing activity (Reyes-
Mercado & Reyes-Mercado, 2021). It is also hypothesized that the price volatility sensitivity has
a conditional impact on online buying intention: whereas it can have a negative impact on intention
when the perceived value is low, it can have a neutral or even positive impact when the consumers
perceive high economic value. Perceived economic value is thus postulated to have a positive
mediating effect on financial risk awareness and price volatility sensitivity since it provides a
rational anchor that counteracts the adverse impact of uncertainty.

It is hypothesized that purchase anxiety negatively mediates these relationships and acts as
an emotional barrier that inhibits the positive influence of the other variables. In addition, the
interaction of perceived economic value and purchase anxiety is hypothesized, where the high
level of perceived value reduces, but does not completely eliminate, the dampening effect of
purchase anxiety. All these hypotheses form a holistic model by combining both cognitive and
affective processes to describe online consumer behaviour in economically volatile environments
(Parashar et al., 2024). The research contributes to the understanding of psychological processes
that dictate consumer behavior in response to financial uncertainty in digital markets by filling in
the gaps and applying this framework to a developing economy.

3.0 Methodology

The current study uses a quantitative paradigm which is based on positivism philosophy.
In this context, the research aims at finding out empirically identifiable relations between
economic perceptions, psychological mediators, and online purchasing intentions. The positivist
approach promotes the use of methodical processes and strict empirical trials, which allows
statistical generalization and hypothesis confirmation. The cross-sectional design was considered
most suitable because the inquiry will focus on how macroeconomic signals impact consumer
behaviour by mediating cognitive and emotional factors. This design allows collecting data at one
time point, which will capture the perception and behaviours of respondents in the present
economic conditions of Pakistan, which is characterised by chronic financial instability,
inflationary pressures, and the blistering growth of its digital marketplace. The strategic choice of
Pakistan allows examining the influence of financial risk awareness and price volatility sensitivity
on digital consumption within the environment of an emerging economy.

The population of interest was the adult Pakistani online shoppers who had made at least
one online purchase in the last six months. This criterion was chosen to make sure that participants
had relevant and recent experiences of online shopping. A non-probability sampling approach,
namely, purposive sampling, was used due to the practical limitations of the availability of
complete sampling frame of all online consumers in Pakistan. This method enabled the researchers
to sample people who were most likely to provide rich and salient data to meet the objectives of
the study. The demographic variation was integrated in the process of recruiting the participants
to make it more representative and as a result, the respondents were selected across the various age
groups, gender, income groups, educational backgrounds and geographical locations in the urban
centres of the country where online shopping is most common.
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The information was collected through a self-administered questionnaire that was
structured and required the respondents to answer questions based on the core constructs, which
were financial risk awareness, price volatility sensitivity, perceived economic value, purchase
anxiety, and online buying intention. The instrument was also distributed online using Google
forms and shared on social media platforms, email invites, and online consumer forums, which
allowed reaching the maximum number of respondents. A five-point likert scale was used to
respond and this made the measurement consistent and enhanced reliability. All of them were
based on scales that have been previously validated and only slight changes were made to fit the
Pakistani context. The pilot study was carried out on 30 respondents before the actual data
collection to test the clarity of the items, reliability and internal consistency. Experience with the
pilot was used to make slight adjustments to wording of items and general questionnaire structure.

There were 300 valid answers, which is enough to conduct Structural Equation Modelling
(SEM) analysis using SmartPLS 4, which is the analytical platform chosen. One of the strengths
of SEM is that it allows testing complex models that incorporate numerous constructs and
mediating variables and allows controlling measurement error simultaneously. SmartPLS is a
variance-based method that is particularly suitable in exploratory studies and does not require strict
multivariate normality assumptions, which makes it suitable to data obtained through non-
probability sampling. The analysis was performed in two steps: initially, the measurement model
was tested in terms of reliability and validity using such indicators as Cronbach alpha, composite
reliability, and average variance extracted (AVE); secondly, the structural model was used to test
the hypothesized relationships by analyzing the path coefficients, t-statistics, and R 2 values.
Bootstrapping tests were used to test mediated effects through perceived economic value and
purchase anxiety.

4.0 Findings and Results
4.1 Measurement Model

Average
Variance
Cronbach's Composite Extracted
Alpha rho_A Reliability (AVE)
Financial Risk Awareness 0.8058 0.8065 0.8565 0.504
Online Buying Intentions 0.71 0.7769 0.7958 0.545
Perceived Economic Value 0.7099 0.7186 0.8023 0.5085
Price Volatility Sensitivity 0.7745 0.8145 0.8438 0.5086
Purchase Anxiety 0.8378 0.8384 0.8833 0.5626

Those outcomes reflect reliability and validity of measurement constructs. The values of
Cronbach Alpha are acceptable in all constructs (exceeding 0.7), which shows high internal
consistency. The values of rho A, which is indicator of internal consistency, are also satisfactory,
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with values all above 0.7. All constructs have values of Composite Reliability above 0.7 rounding
off the confirmation of reliability. AVE values, 0.504 to 0.5626, indicate that every construct is
explaining a sensible measure of variance in its indicators, whereby the values above 0.5 show that
convergent validity is fairly acceptable. All in all, these findings could adhere to the reliability and
validity of the measurement model.

Table 4.2 Discriminant Validity (HTMT)

Financial Online Perceived Price
Risk Buying Economic Volatility Purchase
Awareness Intentions Value Sensitivity Anxiety
Financial Risk Awareness
Online Buying Intentions 0.5132
Perceived Economic Value 0.7969 0.5331
Price Volatility Sensitivity 0.3214 0.7809 0.3273
Purchase Anxiety 0.6598 0.5424 0.6099 0.3638

The correlations show that the strongest correlations of Financial Risk Awareness are with
Perceived Economic Value (0.7969) and Purchase Anxiety (0.6598). The correlation between
Price Volatility Sensitivity and Online Buying Intentions is not very strong (0.7809). Purchase
Anxiety has positive interrelations with Online Buying Intentions and Perceived Economic Value
moderately (0.5424 and 0.6099 respectively). On the whole, the findings indicate that the
perceived effects of financial risk awareness and price sensitivity on planned purchase and
perceived product worth highly differ.
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4.2 Structural Equational Model
Table 4.3: Direct Effect
Original Sample Standard

Sample Mean Deviation T Statistics P

(0) ™M) (STDEYV) (|O/STDEV)) Values
Financial Risk Awareness -> Online
Buying Intentions 0.0964 0.0949 0.0402 2.3953 0.017
Financial Risk Awareness -> Perceived
Economic Value 0.6306 0.6286 0.0334 18.8644 0
Financial Risk Awareness -> Purchase
Anxiety 0.5403 0.5392 0.0302 17.8952 0
Perceived Economic Value -> Online
Buying Intentions 0.0977 0.0949 0.037 2.6441 0.0084
Price Volatility Sensitivity -> Online
Buying Intentions 0.5581 0.5592 0.0348 16.06 0
Price Volatility Sensitivity -> Perceived
Economic Value 0.0861 0.085 0.0326 2.6423  0.0085
Price Volatility Sensitivity -> Purchase
Anxiety 0.1673 0.1674 0.033 5.0618 0
Purchase Anxiety -> Online Buying
Intentions 0.154 0.1527 0.0373 4.1257 0

Their results indicate all the relationships are statistically significant and their p-values are
below 0.05. The relationship that is the strongest is that between Perceived Economic Value and
Financial Risk Awareness (0.6306, p=0), and that between Purchase Anxiety and Financial Risk
Awareness (0.5403, p=0). The Price Volatility Sensitivity is at high influence on Online Buying
Intentions (0.5581, p=0) and Purchase Anxiety (0.1673, p=0). The factor of Financial Risk
Awareness also amounts to a significant impact on Online Buying Intentions (0.0964, p=0.017).
The rest of the relationships that consider being significant are the effects of Perceived Economic
Value on Online Buying Intentions (0.0977, p=0.0084).

Table 4.4 Mediating Effect

Original Sample Standard
Sample  Mean Deviation T Statistics P
(0) ™) (STDEV) (JO/STDEV]|) Values

Financial Risk Awareness -> Perceived

Economic Value -> Online Buying

Intentions 0.0616  0.0599 0.0242 2.5508 0.011
Price Volatility Sensitivity -> Perceived

Economic Value -> Online Buying
Intentions 0.0084  0.0082 0.0047 1.7937  0.0435

Financial Risk Awareness -> Purchase
Anxiety -> Online Buying Intentions 0.0832  0.0822 0.0201 4.1397 0

Price Volatility Sensitivity -> Purchase
Anxiety -> Online Buying Intentions 0.0258  0.0257 0.0086 2.9814 0.003
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The findings depict high indirect correlations. And the direct influence of the Financial
Risk Awareness on Online Buying Intentions is quite high via Perceived Economic Value (0.0616,
p=0.011) and the indirect effect of Price Volatility Sensitivity on Online Buying Intentions is less
significant, also positive via Perceived Economic Value (0.0084, p=0.0435). Financial Risk
Awareness also affects Online Buying Intentions by the psychic strain known as Purchase Anxiety
(0.0832, p=0), and is being equally affected by Price Volatility Sensitivity, which also influences
Online Buying Intentions by Purchase Anxiety (0.0258, p=0.003). These results indicate the
mediating mediators of Perceived Economic Value and Purchase Anxiety in the relationship
among independent variables and Online Buying Intentions.
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Figure 4.2: Structural Equational Model

5.0 Discussion and Conclusion
The current research will provide the much-needed knowledge on the factors that influence

online purchase intentions in the vibrant digital market of Pakistan. A structural model revealed
that increased financial risk consciousness has a negative influence on online purchasing intention,
thereby confirming theoretical speculations that high economic insecurity depresses consumer
confidence and reduces online buying behavior. This finding is comparable to the Prospect Theory,
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which states that, particularly in the environment of market volatility, consumers, especially those
who work in volatile currency rates, inflationary environment, and fluctuating income, become
risk-averse and focus on the prevention of possible loss. As expected, this repulsion creates
reluctance or avoidance of optional online purchases.

However, the role of price volatility sensitivity in buying intention was more complicated,
and it depended on mediating factors. The direct impact of price volatility was not unanimously
adverse since not every consumer reacts to changes in prices in the same way. To others, dynamic
pricing environment triggers the feeling of opportunities, particularly when the perceived
promotional deals or discounts are considered just or transparent. On the other hand, when such
movements are perceived as random or manipulative, they become deterrents as they destroy
consumer confidence and increase psychological uncertainty. This twofold aspect of price effect
suggests that consumers consider price cues in psychological contexts, namely perceived
economic value and purchase anxiety both of which were identified as important mediators of the
relationships in question.

Perceived economic value was found to be a powerful positive mediator between financial
risk awareness and price volatility sensitivity and online buying intention. This discovery supports
earlier theoretical and empirical claims that consumers will be more likely to make commitments
to online purchases when they feel that the economic gains will exceed the risks or uncertainties.
In this case, perceived value acts as a stabilizing agent, which justifies the purchasing behavior
even in an uncertain external environment. The finding confirms the importance of perceived value
as a key element of the consumer decision making process, especially in online settings where the
evaluation of physical products is restricted. Notably, the negative impact of financial risk and
price volatility are significantly minimized when consumers perceive high economic value, which
means that value perception can counteract the negative emotional and cognitive responses
induced by external volatility.

Purchase anxiety, however, was discovered to mitigate the positive effect of perceived
value on the buying intention and to increase the negative impact of financial risk and price
volatility. This observation shows the emotional weaknesses of consumers who work under
volatile financial conditions. Fear of making bad decisions, regret or loss of money in the form of
purchase anxiety played a significant role in decreasing online buying intention even when the
consumer felt that there was high economic value. The presence of rational judgments (value
perception) and emotional reactions (anxiety) proves that the digital buying process is not a
completely rational activity but it is extremely vulnerable to the economic and psychological
factors. In line with this, any platform that aims to maintain or increase its consumer base should
focus on maximizing prices and value propositions as well as filling the emotional pain points and
trust gaps that exist in turbulent economic ecosystems.

The current study shows that macroeconomic volatility, which is expressed in market
volatility and pricing dynamics, has a significant effect on online consumer behaviour, involving
both cognitive and emotional processes. Specifically, in the context of the emerging economies,
like Pakistan, where customers face the constant economic insecurity, the choice of what to buy
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digitally is not only based on the factors of affordability and utility, but also on the judgments of
fairness of the value and the desire to find the emotional comfort. Online purchase intentions are
therefore not fully understood unless the internal processing of the external economic signals
through value judgments and emotional reactions is considered. Therefore, the willingness of an
individual to online shopping is the result of a complicated bargaining process between the
perceived economic benefit and emotional safety.

These results have a number of practical implications on the e-commerce platforms in the
emerging economies. First, platform designers ought to adopt the concept of transparency in
pricing strategies to address the adverse signaling effect of price volatility. Effective
communication on the causal factors of price change, e.g. currency fluctuation or supplier costs,
can control consumer expectations and increase trust. Second, the platform is to invest in the tools
that reinforce the sense of the economic value, such as personalized discounts, loyalty rewards,
and clear cost-benefit comparisons, which can be used to offset the risk-related perceptions. Third,
elements that increase anxiety in the user interface, like countdown timers, messages about stock
scarcity, or complex return policies, should be mitigated because they may amplify emotional
distress and hinder conversions. Anxiety can be mitigated by complementary actions, such as real-
time customer service, easy returns, and post-purchase guarantees, which may help overcome
purchase decisions, especially by first-time buyers or those with limited finances.

Theoretically, the research contributes to the interrelation of behavioural economics,
consumer psychology, and digital marketing by expanding the knowledge on the way consumers
in turbulent economies perceive external financial stimuli in cognitive and emotional dimensions.
The findings confirm the primacy of the S-O-R model in the virtual environment, proving that
both perceived economic value and purchase anxiety serve as key mediators, whereas confirming
the applicability of dual-processing models like ELM in the context of how people process
financial information along different cognitive routes. To policymakers and other interested
parties, these results point to the necessity of promoting digital financial literacy, the development
of stable e-commerce environments, and the establishment of consumer protection systems that
appeal to the rational and emotional aspects of online shopping.

To conclude, the current study suggests that in economically unstable conditions, online
consumer behaviour is not merely a complex utility maximization; the latter is a sophisticated
interaction between perceived benefits, psychological safety, and situational trust. With the spread
of digital commerce in the emerging markets, it will be necessary to consider the dual nature of
the consumer in terms of economic signals to build robust and consumer-oriented online
environments.
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