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Abstract- Algorithm-based pricing is increasingly used by
digital platforms to set prices dynamically based on data,
demand, and user behavior. This study examines how such
pricing mechanisms operate and their impact on consumers,
market competition, and fairness. The research adopts both
doctrinal and non-doctrinal methods to analyze legal
principles, regulatory concerns, and real-world practices.
Primary data is collected through a structured Google Form
survey, while secondary sources include statutes, case laws,
and scholarly articles. The study aims to identify transparency
issues, potential discrimination, and regulatory gaps in
algorithm-driven pricing systems. The findings seek to
contribute to better understanding and policy development in
the digital economy.
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I. INTRODUCTION

The rapid growth of digital platforms has
significantly transformed modern markets, particularly
through the adoption of algorithm-based pricing mechanisms.
Algorithm-based pricing refers to the use of automated
systems and data-driven algorithms to determine prices of
goods and services in real time. These algorithms analyze
large volumes of data such as consumer behavior, demand
patterns, time, location, and competitor pricing to adjust prices
dynamically. Digital platforms like e-commerce websites,
ride-hailing services, food delivery apps, and online travel
portals extensively rely on such pricing models. While these
systems enhance efficiency and profitability, they also raise
important concerns regarding transparency, fairness, and
consumer autonomy in digital transactions.

In the digital economy, algorithm-based pricing has
altered traditional notions of price determination by
minimizing human intervention. Prices are no longer fixed or
uniform but fluctuate continuously based on algorithmic
calculations. This practice has both economic and legal
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implications, as consumers may unknowingly pay different
prices for the same product or service. The lack of
transparency in how algorithms function often prevents
consumers from understanding the basis of price variations.
Moreover, algorithm-based pricing may result in
discriminatory pricing, market manipulation, or tacit collusion
among competitors, thereby affecting competition and
consumer welfare. These developments pose challenges to
existing legal frameworks, which were primarily designed for
conventional pricing practices.

From a legal and regulatory perspective, algorithm-
based pricing raises questions related to competition law,
consumer protection, and data privacy. Existing laws struggle
to address the complexities introduced by automated decision-
making systems. Regulators face difficulties in identifying
accountability when pricing decisions are made by algorithms
rather than individuals. Additionally, the use of personal data
in pricing decisions may conflict with principles of fairness
and equality. Therefore, a comprehensive study of algorithm-
based pricing is necessary to evaluate its impact on consumers
and markets. This research seeks to analyze the concept
through both doctrinal and non-doctrinal methods to assess
legal challenges, regulatory gaps, and possible solutions in the
context of digital platforms.

I1. STATEMENT OF THE PROBLEM

Digital platforms such as Amazon and Flipkart
widely use algorithm-based pricing to adjust prices
dynamically based on demand, competition, and consumer
data. While this pricing system helps platforms maximize
profits, it often leads to frequent and unpredictable price
changes for the same product. Consumers may find it difficult
to identify the actual or fair price of goods due to constant
fluctuations and heavy discounts. Such uncertainty can affect
consumer trust and purchasing decisions in digital markets.
There is also limited awareness among consumers about how
these pricing algorithms function. Existing regulations do not
clearly address transparency in algorithm-driven pricing
practices. As a result, concerns arise regarding fairness, ethics,
and market manipulation. This creates a need to study the
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impact of algorithm-based pricing on consumer behaviour and
trust. The present study aims to examine these issues in the
context of digital platforms.

I11. REVIEW OF LITERATURE

1. Ezrachi and Stucke (2020) examine the growing role of
algorithms in digital markets and explain how automated
pricing systems influence competition and consumer welfare.
They argue that algorithm-based pricing enables firms to react
instantly to market changes but may also reduce price
transparency. The study highlights the risk of consumer
mistrust arising from unexplained price fluctuations. The
authors emphasize the need for regulatory attention to prevent
unfair pricing practices in algorithm-driven markets.

2. Varian (2019) discusses the economic foundations of
algorithmic decision-making, particularly pricing strategies in
digital platforms. He explains how big data and artificial
intelligence help firms predict consumer demand and set
optimal prices. The study points out that while algorithm-
based pricing improves efficiency and profit maximization, it
can also lead to price discrimination. Varian stresses the
importance of balancing innovation with consumer
protection.?

3. Chen, Mislove, and Wilson (2016) conducted an empirical
study on algorithmic pricing in online marketplaces, focusing
on Amazon. Their research shows that prices for the same
product often change frequently due to automated pricing
tools. The study reveals that such price fluctuations influence
consumer behaviour and purchasing decisions. The authors
conclude that algorithm-based pricing significantly shapes
online market dynamics.®

4. OECD (2018) report analyses the impact of algorithms on
competition policy in the digital economy. It explains how
algorithm-based pricing can intensify competition but may
also result in coordinated pricing behaviour without explicit
human intervention. The report raises concerns about
transparency and fairness in digital pricing systems. It
recommends regulatory frameworks to ensure that algorithmic
pricing does not harm consumer interests.*

1 Ezrachi, A., & Stucke, M. E. (2020). Virtual Competition: The Promise
and Perils of the Algorithm-Driven Economy. Harvard University Press.

2 Varian, H. R. (2019). Artificial Intelligence, Economics, and Industrial
Organization. NBER Working Paper.

3 Chen, L., Mislove, A., & Wilson, C. (2016). An Empirical Analysis of
Algorithmic Pricing on Amazon Marketplace. Proceedings of the World Wide
Web Conference.

4 OECD. (2018). Algorithms and Collusion: Competition Policy in the

Digital Age. OECD Publishing.
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5. Shiller (2014) explores the concept of price discrimination
using big data in digital markets. The study explains how
firms use consumer data to charge different prices to different
consumers. While such pricing strategies increase firm profits,
they may negatively affect consumer trust and perceived
fairness. The author suggests that consumers often feel
uncertain about the true value of products due to frequent
price changes.®

IV. RESEARCH GAP OF THE STUDY

Existing literature on algorithm-based pricing mainly
focuses on firm efficiency, profitability, and competitive
advantages in digital markets. Most studies examine pricing
automation from the perspective of businesses rather than
consumers. There is limited empirical research analyzing how
frequent and unpredictable price changes affect consumer trust
and perception of fairness. Very few studies use primary data
to study actual consumer responses to algorithm-driven
pricing mechanisms. Research specifically focusing on
popular digital platforms such as Amazon and Flipkart is
inadequate. Moreover, the Indian digital market context
remains under-represented in existing literature. The
behavioural impact of dynamic price fluctuations on
purchasing decisions has not been examined in depth. Studies
also lack comparative analysis between traditional pricing and
algorithm-based pricing. Hence, there is a clear gap in
understanding consumer trust and behaviour in algorithm-
driven digital pricing systems.

V. OBJECTIVES OF THE STUDY

e To examine the concept of algorithm-based pricing in
digital platforms.

e To analyse the impact of algorithm-driven price
changes on consumer purchasing behaviour.

e To understand consumer perception regarding price
fairness and transparency in digital markets.

e To evaluate the effect of frequent price fluctuations
on consumer trust.

e To identify the level of consumer awareness about
algorithm-based pricing mechanisms.

e To suggest measures for improving transparency and
trust in algorithm-based pricing practices.

VI. RESEARCH METHODOLOGY

The present study is based on both doctrinal and non-
doctrinal methods of research. Doctrinal research is carried out

° Benjamin R. Shiller, First-Degree Price Discrimination Using Big Data,
Brandeis University Working Paper (2014).
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using secondary sources such as books, journals, newspapers,
magazines, All India Reports, and various e-sources to
understand the theoretical and legal aspects of algorithm-based
pricing. Non-doctrinal research is conducted through primary
data collected using a structured questionnaire circulated
through Google Forms. The study adopts a stratified random
sampling method, and the sample size consists of 110
respondents. Simple statistical tools such as the percentage
method and average method are used for analysing the
collected data. The duration of the research study is three
months.

VII. SIGNIFICANCE OF THE STUDY

e This study helps consumers understand how algorithm-
based pricing operates in digital platforms and how price
fluctuations influence purchasing decisions.

e The findings of the research may assist digital platform
companies such as Amazon and Flipkart in designing fair
and transparent pricing strategies to maintain consumer
trust.

e The study can be useful to policymakers and government
authorities in framing regulations related to digital pricing
practices and consumer protection.

e The research contributes to academic literature by
providing empirical evidence on consumer perception and
trust in algorithm-driven pricing systems.

e It also helps the researcher gain practical exposure to data
collection, analysis, and research methodology.

e The study may serve as a reference for future researchers
interested in digital markets and pricing strategies.

VII. HYPOTHESES OF THE STUDY
This research is based on following hypothesis.

Hi: Algorithm-based pricing affects consumer trust in online
shopping platforms.

Ho: Consumers delay purchases hoping that prices will
decrease later due to algorithm-based pricing.

IX. LIMITATIONS OF THE STUDY

The study is limited to responses collected through an
online questionnaire, which may not fully represent all
consumer groups. The sample size is restricted to 100 or more
respondents, which may limit the generalisation of results. The
study focuses only on selected digital platforms and does not
cover all online marketplaces. Responses are based on
personal perception, which may involve bias or subjective
opinions. Time constraints restricted the duration of data
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collection to three months. The study relies on self-reported
data, which may not always reflect actual consumer
behaviour. The research uses basic statistical tools such as
percentage and average methods, limiting advanced analysis.
Changes in pricing algorithms over time are not considered.
Regional variations in consumer behaviour are not examined.
The study does not include direct data from digital platform
companies.

X. RESULTS AND DISCUSSION
Part -1 (Doctrinal Research)
Algorithm-Based Pricing in Digital Platforms
1. Concept and Evolution of Algorithm-Based Pricing

Algorithm-based pricing refers to the systematic use
of computational algorithms, machine learning models, and
artificial intelligence to determine prices in digital markets.
Unlike traditional cost-plus or demand-based pricing,
algorithm-based pricing continuously processes real-time data
such as consumer browsing patterns, historical purchases,
competitor prices, inventory levels, seasonal trends, and time
sensitivity. The evolution of big data analytics and cloud
computing has enabled platforms like Amazon and Flipkart to
implement real-time price adjustments at a scale that was
previously impossible. This pricing model represents a shift
from static pricing to adaptive and predictive pricing systems
that respond instantly to market signals.®

2. Economic Foundations of Algorithm-Based Pricing

From a managerial economics perspective,
algorithm-based pricing is grounded in marginal analysis,
demand elasticity, and revenue optimization theories.
Algorithms enable firms to identify consumer willingness to
pay and segment markets efficiently. By analysing price
elasticity, platforms can raise prices when demand is inelastic
and lower prices when demand is elastic. This approach aligns
with profit maximization objectives under conditions of
imperfect competition. Moreover, algorithmic pricing reduces
information asymmetry by allowing firms to react faster than
competitors, thereby gaining a strategic advantage in highly
competitive digital markets.”

3. Forms of Algorithm-Based Pricing in Digital Markets

& Varian, H. R., Artificial Intelligence, Economics, and Industrial
Organization, NBER Working Paper (2019).

" Carlton, D. W. & Perloff, J. M., Modern Industrial Organization, Pearson
Education (2015).
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Algorithm-based pricing operates through multiple
models in digital platforms. Dynamic pricing adjusts prices
continuously based on demand fluctuations and time factors.
Personalized pricing uses consumer-specific data to offer
customized prices or discounts. Surge pricing increases prices
during peak demand periods, commonly seen in platform-
based services. Competitive pricing algorithms monitor rival
prices and automatically match or undercut them. These
models collectively enable platforms to exercise greater
control over market pricing while maintaining flexibility in
response to competitive pressures.®

4. Impact on Consumer Behaviour and Decision-Making

Algorithm-based pricing has a significant impact on
consumer psychology and purchasing behaviour. Frequent
price changes influence consumers to delay purchases,
monitor prices repeatedly, and compare across platforms. The
perception of uncertainty regarding the “true price” of a
product affects trust and satisfaction levels. While algorithm-
based discounts may benefit consumers in the short run,
unpredictable price variations can lead to cognitive fatigue and
reduced confidence in digital platforms. This behavioural
response highlights the intersection between pricing strategies
and consumer decision theory.®

5. Competitive Effects and Market Structure

Algorithm-based pricing alters market competition by
enabling rapid price adjustments and automated responses to
competitors. While this may enhance price efficiency, it can
also intensify price wars, leading to reduced profit margins for
sellers. Small and independent sellers often lack access to
advanced pricing algorithms, placing them at a competitive
disadvantage. Additionally, the use of similar pricing
algorithms across platforms may result in parallel pricing
behaviour, raising concerns about tacit collusion without
explicit agreements.°

6. Ethical and Fairness Concerns

A major ethical concern associated with algorithm-
based pricing is price discrimination driven by consumer data.
Algorithms may charge different prices to consumers based on
factors such as location, device type, or purchasing history.
Although economic theory justifies price discrimination as
efficiency-enhancing, it raises fairness concerns when

8 Ezrachi, A. & Stucke, M. E., Virtual Competition: The Promise and
Perils of the Algorithm-Driven Economy, Harvard University Press (2020).

® Shiller, B. R., “First-Degree Price Discrimination Using Big Data,”
Brandeis University Working Paper (2014).

1 OECD, Algorithms and Collusion: Competition Policy in the Digital
Age, OECD Publishing (2018).
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consumers are unaware of differential pricing practices.
Perceived unfairness and lack of transparency can erode
consumer trust and damage long-term platform reputation.*

7. Regulatory Challenges and Legal Concerns

Regulatory frameworks worldwide face challenges in
addressing algorithm-based pricing due to its technical
complexity and opacity. Existing competition laws were
designed for human-driven decision-making and often
struggle to account for algorithmic conduct. Issues such as
accountability, explainability of algorithms, and detection of
anti-competitive outcomes remain unresolved. The absence of
clear regulatory guidelines increases the risk of misuse of
pricing algorithms and consumer exploitation.?

8. Need for Transparency, Regulation, and Consumer
Awareness

There is an increasing need for regulatory oversight
to ensure that algorithm-based pricing operates within fair and
ethical boundaries. Transparency in pricing mechanisms,
disclosure of dynamic pricing practices, and consumer
education can reduce mistrust. Regulators must adapt
competition and consumer protection laws to address
algorithm-driven markets effectively. A balanced regulatory
approach can promote innovation while safeguarding
consumer interests and market fairness.*?

Challenges of Algorithm-Based Pricing
Lack of Transparency

Algorithm-based pricing systems operate as “black
boxes,” making it difficult for consumers to understand how
prices are determined. This lack of clarity reduces trust and
raises concerns about fairness in online transactions.

Price Discrimination and Unfair Practices

Algorithms may charge different prices to different
consumers based on factors such as location, browsing history,
device used, or purchasing behaviour. This can lead to
discriminatory pricing and violates the principle of equal
treatment of consumers.

Consumer Trust Erosion

1 Acquisti, A., Taylor, C., & Wagman, L., “The Economics of Privacy,”
Journal of Economic Literature (2016).

12 European Commission, Competition Policy for the Digital Era (2019).

13 Federal Trade Commission, Competition in the Digital Economy (2020).
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Frequent and unpredictable price fluctuations can
create suspicion among consumers. When users notice prices
changing rapidly, they may feel manipulated, which
negatively affects long-term trust in digital platforms.

Encouragement of Delayed Purchases

As observed from survey data, consumers often delay
purchases expecting future price reductions. This behaviour
can distort genuine demand patterns and affect market
stability.

Risk of Algorithmic Collusion

Competing platforms using similar pricing algorithms
may unintentionally engage in price collusion without human
intervention. Such outcomes challenge traditional competition
law frameworks.

Legal and Regulatory Gaps

Existing consumer protection and competition laws
are not fully equipped to regulate complex algorithm-driven
pricing mechanisms. The absence of specific legal standards
creates enforcement difficulties.

Data Privacy Concerns

Algorithm-based pricing relies heavily on consumer
data. Excessive data collection and profiling raise serious
privacy issues and may conflict with data protection laws.

Case Laws

1. Samir Agrawal v. Competition Commission of India &
Ors. (2019)

In this case, the Supreme Court examined the issue of
algorithm-based pricing used by cab aggregators like Uber.
The petitioner argued that surge pricing determined by
algorithms resulted in price fixing and cartelisation. The Court
observed that algorithm-based pricing is a technological tool
used by platforms and does not automatically amount to
collusion unless there is evidence of agreement among service
providers. The judgment clarified that algorithms themselves
are not illegal, but their use must comply with competition
laws. This case is significant as it directly addresses the
legality of algorithm-driven pricing mechanisms in digital
platforms.4

14 Samir Agrawal v. Competition Commission of India & Ors., (2019) 6
SCC 606.
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2. Uber India Systems Pvt. Ltd. v.

Commission of India (2023)

Competition

This case dealt with allegations that Uber’s surge
pricing algorithm led to unfair pricing and abuse of dominant
position. The Supreme Court held that allegations related to
algorithm-based surge pricing require detailed investigation by
the Competition Commission of India. The Court emphasized
that digital platforms using automated pricing systems cannot
escape scrutiny merely because prices are fixed by algorithms.
This judgment is important as it recognizes that algorithm-
based pricing can have serious competition and consumer
welfare implications.!®

3. Google LLC & Anr. v. Competition Commission of
India (2023)

In this landmark case, the Supreme Court upheld the
Competition Commission of India’s order against Google for
abusing its dominant position in digital markets. Although not
limited to pricing alone, the case is crucial in understanding
how algorithms and data-driven practices can affect market
fairness. The Court acknowledged that algorithmic control
over digital ecosystems can distort competition and harm
consumers. This judgment highlights the growing judicial
recognition of algorithmic practices in digital markets,
including pricing strategies.

Part II- Non-doctrinal research

The non-doctrinal part of the present study is based
on empirical research conducted through a survey method.
Primary data was collected from respondents using a
structured Google Form questionnaire. The survey aims to
understand consumer perceptions, trust, and purchasing
behaviour in relation to algorithm-based pricing on digital
platforms.

Table no:1 educational status and occupation of the

respondents:

Particular | Government | Private Self- Old-age | Unemployed | Student | Total
employee employee | employed | and
pensioner

Tliterate | 0(0.00) 0(0.00) | 0(0.00) |0(0.00) | 1(0.91) 10091) | 2(1.82)
Primary | 0(0.00) 0(0.00) | 0(0.00) | 0(0.00) | 0(0.00) 10091) | 1(0.91)
school
High 0(0.00) 0(0.00) | 1(0.91) |0(0.00) | 0(0.00) 10091) | 2(1.82)
school
Higher | 0(0.00) 0(0.00) |2(1.82) |0(0.00) | 0(0.00) 6(545) |8(727)
secondary
UG 0(0.00) 13(11.82) | 4(3.64) | 0(0.00) | 2(1.82) 75(68.18) | 94(85.45)
Diploma | 0(0.00) 0(0.00) | 1(0.91) | 0(0.00) | 0(0.00) 2(1.82) | 3(2.73)
& ITI
PG 0(0.00) 0(0.00) | 0(0.00) | 0(0.00) | 0(0.00) 0(0.00) | 0(0.00)
Total 0(0.00) 13(11.82) | 8(7.27) 0(0.00) 3(2.73) 86(78.18) | 110(100.00)

15 Uber India Systems Pvt. Ltd. v. Competition Commission of India,
(2023) SCC OnL.ine SC 1058.

16 Google LLC & Anr. v. Competition Commission of India, (2023)
SCC OnLine SC 37

www.ijsart.com



IJSART - Volume 12 Issue 04 — APRIL 2026

Source : primary data

Educational status of the respondent:

Occupational status:

. Government employee
 Private employee
Self employed

§ Pensioner
@ Unemployed
# Student

The survey was conducted among 110 respondents to
understand their demographic background. With regard to
educational status, the majority of respondents 85.5percentage
possess an undergraduate (UG) degree, while only a small
percentage belong to higher secondary, diploma/ITI, high
school, primary school, and illiterate categories. This indicates
that most participants are well-educated and capable of
understanding  digital pricing practices. In terms of
occupational status, 78.2percentage of the respondents are
students, 11.8percentage are private employees, and the
remaining respondents include self-employed individuals,
unemployed persons, government employees, and pensioners
in smaller proportions. The dominance of undergraduate
students in the sample suggests that the study primarily
reflects the perceptions and purchasing behaviour of young,
digitally active consumers who frequently engage with online
shopping platforms and are directly exposed to algorithm-
based pricing mechanisms.
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Table no:2 Impact of Algorithm-Based Pricing on
Consumer Trust:

Particulars Male Female Transgender Total
Strongly agree 7(6.36) 11(9.99) 0(0.00) 18(16.36)
Agree 12(10.91) 27(24.54) 0(0.00) 39(35.45)
Neutral 16(14.55) 32(29.09) 0(0.00) 18(43.64)
Disagree 2(1.82) 3(2.73) 0(0.00) 5(4.55)
Strongly disagree | 0(0.00) 0(0.00) 0(0.00) 0(0.00)
Total 37(33.64) 73(66.36) 0(0.00) 110(100.00)

Source: primary data

The data shows that 16.5percentage of respondents
strongly agree and 35.8percentage agree that algorithm-based
pricing affects their trust in online shopping platforms.
43.1percentage of respondents are neutral, while a very small
percentage disagree. This indicates that although a significant
portion of consumers feels that algorithm-based pricing affects
trust, many consumers are still undecided, possibly due to lack
of transparency in pricing mechanisms.

Table no:3 Delay in Purchase Due to Expected Price

Decrease:
" Particulars Male Female Transgender Total
Yes 28(25.45) 59(53.64) 0(0.00) 37(79.09)
No 9(8.18) 14(12.72) 0(0.00) 23(20.90)
Total 37(33.64) 73(66.36) 0(0.00) 110(100.00)

Source :primary data

The data shows that, it is evident that 79.1percentage
of respondents delay their purchases hoping that prices will
decrease later, whereas 20.9percentage do not delay their
purchases. This clearly indicates that algorithm-based pricing
influences consumer purchasing behaviour by encouraging
consumers to wait for better price offers or discounts.

XI. TESTING OF HYPOTHESIS

The hypotheses formulated for the study were tested
using the primary data collected through a Google Form
survey consisting of 110 respondents. The first hypothesis
stated that algorithm-based pricing affects consumer trust in
online shopping platforms. The survey results show that
16.4percentage of respondents strongly agree and
35.5percentage agree that algorithm-based pricing influences
their trust, while 43.6percentage of respondents remain neutral
and only a small percentage disagree. Since a considerable
proportion of the 110 respondents acknowledge the impact of
algorithm-based pricing on trust, the first hypothesis is
accepted.

The second hypothesis examined whether consumers
delay purchases in the hope that prices will decrease later due
to algorithm-based pricing. The findings reveal that a
significant majority, 79.1percentage of respondents, answered
“Yes,” indicating that they postpone purchasing decisions
expecting future price reductions, whereas 20.9percentage
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responded negatively. This clearly demonstrates that
algorithm-based pricing affects consumer buying behaviour by
encouraging delayed purchases. Hence, the second hypothesis
is also accepted. Overall, the testing of hypotheses confirms
that algorithm-based pricing plays a significant role in shaping
consumer trust and purchase decisions in online markets.

XIl. CONCLUSION

The present study on Algorithm-Based Pricing in
Digital Platforms was conducted using both doctrinal and non-
doctrinal research methods to understand its impact on
consumers. The empirical data collected through a Google
Form survey provided valuable insights into consumer
awareness, trust, and purchasing behaviour in digital markets.
The findings reveal that a large majority of respondents have
noticed frequent price changes for the same product on
different days, clearly indicating the widespread use of
algorithm-based pricing by digital platforms.

The results further show that algorithm-based pricing
has a noticeable effect on consumer trust, as a significant
proportion of respondents agreed that frequent and
unpredictable price fluctuations influence their confidence in
online shopping platforms. Additionally, the data confirms
that most consumers tend to delay their purchases in the hope
that prices will decrease later, demonstrating that pricing
algorithms directly affect purchase timing decisions. The
testing of hypotheses supports both assumptions of the study,
establishing a clear relationship between algorithm-based
pricing, consumer trust, and buying behaviour.

Overall, the study concludes that while algorithm-
based pricing helps digital platforms optimize pricing
strategies and improve efficiency, it also creates concerns
related to transparency, fairness, and consumer trust.
Therefore, a balanced approach is essential to ensure that such
pricing mechanisms benefit both businesses and consumers in
the long run.

XI1. SUGGESTIONS

o Digital platforms should maintain greater transparency in
algorithm-based pricing by informing consumers about
frequent price changes.

e Displaying price history or explaining price fluctuations
can help improve consumer trust in online shopping
platforms.

e Platforms should avoid excessive and unpredictable price
variations, as they lead consumers to delay purchases and
lose confidence.
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e Fair pricing practices should be adopted to reduce price
discrimination among consumers for the same product.

e Regulatory authorities should frame guidelines to monitor
algorithm-driven pricing and ensure consumer protection.

e Consumers should be encouraged to compare prices
across platforms to make informed purchasing decisions.

e Digital platforms must balance profit maximization with
ethical considerations to ensure long-term sustainability
and customer loyalty.
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