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Choice occasions
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DON'T LET THE CHOICE BE MADE FOR YOU!

your choice

» FOR YOUR ELECTRICITY SUPPLY




Iyengar and Lepper (2000)
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Process
Preferences (Chernev 2003; Dhar

1998; Luce, Payne and Bettman ol

1999) and expectations (Diehl and 3 r

Poynor 2010) jz

Percetved resources (Inbar, Botti and o =
Hanko 201 1) ® Ideal point not avaikble M Ideal point avaikable

Individual (Iyengar, Wells, and
Schwartz 2006; Schwartz et al. 2002)
and cultural (Markus and Schwartz
2010) differences

Perceived agency and sense of
responsibility (Botti and McGill
20006; Botti, Orfali and Iyengar 2009)




Helping consumers(and marketers)

Assortment organization
(Goodman et al. 2013; Kahn

and Wansink 2004; Mogilner, 5.
Rudnik, and Iyengar 2008) g s J -
Characteristics of the options S

(Gourville and Soman 2005;
Gritfin and Broniarczyk 2010)

Detault options (Lusardi et al.
2007; Thaler and Benartzi
2004)

Choice closure (Gu, Botti and
Faro 2013)




New directions?

e Different DVs

— Perception of quality (Berger, Draganska and Simonson
2007)

— Option (Sela, Berger, and Liu 2008) and assortment
(Chernev and Hamilton 2009) choice

— Satiation (Redden 2014)

* Perceived control
— Spatial constraints (Levav and Zhu 2009)
— Product characteristics (Cutright 2012)

— Different sources of control (Inesi et al. 2011)



