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The Effect of Price Anchor Types on Purchase Intention:
Phantom Price Anchor vs. Individual Buying Price Anchor

ZHANG Qilin', WU Yun’, FAN Jiamin'

1 School of Business Administration, Dongbei University of Finance and Economics, Dalian 116025, China
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Abstract: Phantom price anchor and individual buying price anchor are two anchoring pricing designs that are widely adopted
by e-commerce platforms and their sellers. However, the question of which one is more likely to be favored by consumers re-
mains unexplored in current research. Notably, there are profound differences in terms of the availability and reference value
between these two price anchors, which can potentially influence consumers’ purchase intention in distinct ways. Yet, few stud-
ies have delved into this issue.

According to the anchoring effect, the promotional effect of pricing strategies with price anchors mainly depends on con-
sumers’ perceived benefit after comparing the price anchor and the sales price, which may provide an explanatory mechanism
for the differential impact of phantom price anchor and individual buying price anchor on consumers’ purchase intention. Addi-
tionally, in the context of e-commerce platform, anchoring pricing strategies of sellers are significantly influenced by e-com-
merce platforms, leading to the perception that they may be seen as either sacrificing price for volume or catering to platform

rules. This different perception of pricing purpose may have an impact on the differentiated roles of these two price anchors.
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Thus, this study examines the differential impact of the phantom price anchor and individual buying price anchor on con-
sumers’ purchase intention. On this basis, it further explores the mediating role of perceived benefit and the moderating role of
consumers’ perceptions of pricing purpose on the aforementioned relationships. To test these issues, this study conducts three
experiments, utilizing Spss 26.0 software to perform ANOVA to verify the effect of price anchor types on purchase intention
and the moderating effect of consumers’ perceptions of pricing purpose. Additionally, Process plug-in is used for bootstrap ana-
lysis to test the mediating effect of perceived benefit, and the moderated mediation effect of consumers’ perceptions of pricing
purpose.

The results of Experiment 1 indicate that a pricing strategy with an individual buying price anchor has a more significant
impact on purchase intention compared to a pricing strategy with a phantom price anchor. And the results of Experiment 2
show that the impact of price anchor types on purchase intention is mediated by perceived benefit. Lastly, the results of Experi-
ment 3 reveal that whereas both the impact of price anchor types on purchase intention and the mediating effect of perceived
benefit are significant when consumers consider pricing purpose as adapting to platform rules. However, the impacts are not
significant when consumers consider pricing purpose as sacrificing price for volume.

These conclusions theoretically add to the existing literature on price anchors, and enhance understanding of pricing pur-
pose and platform marketing. In practice, they finally provide targeted guidance for e-commerce platforms and their sellers to
design pricing strategies.

Keywords: anchoring effect; phantom price anchor; individual buying price anchor; perceived benefit; perception of pricing
purpose
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