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In this study materialism is examined as a determinant for the time-money trade-off in consumer decisions. Study 1 showed that

materialists were more willing to pay a surcharge for an earlier delivery of a consumer good. Study 2 extended these findings for
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communication. On the one hand, coarse unit are likely to make consumers wonder whether the estimate is reliable; on the other hand, 
fine units are likely to elicit increased anger when delivery is delayed beyond the apparently precise estimate. Ongoing studies address 
these implications. 
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Extended Abstract 
Time is an important factor influencing consumer’s decisions. For instance, during an online purchase, consumers can often choose 

between a normal delivery and a faster, but more expensive express delivery. This requires making a time-money trade-off. It has been 
repeatedly shown that people perceive an amount of money to be received in the future as worth somewhat less compared to the equivalent 
amount received in the present (Frederick, Loewenstein & O’Donoghue, 2002; Thaler, 1981). Several factors have been shown to be 
influencing this time-money trade-off. For instance, future outcomes that are equivalent in magnitude, but different in valence (i.e. a 
gain vs. a loss) are valued differently. People need a larger amount of money to defer gains, but are only willing to pay a small amount 
to defer losses (Thaler, 1981). 

In this study, one of potentially most important psychological determinants of temporal discounting, namely materialism, is 
examined. Materialism refers to a value system in which material goods and their acquisition are central determinant of a successful and 
happy life (Richins & Dawson, 1992). In the temporal discounting literature, there are few studies about the psychological factors such 
as materialism underlying this temporal bias. This paper proposes that materialism is an important determinant of temporal impatience. 
Given the importance materialists attribute to the possession material goods, it could be that materialists are growing more impatient 
when confronted with a delay in a consumer good delivery, compared to non-materialists. If the acquisition of goods is central in one’s 
life, one could argue that the sooner one receives a consumer good, the better. Dittmar and Bond (2010, in press) provided some support 
for this claim when they found that materialists are more impulsive buyers of identity expressive goods compared to non-materialists. 
These propositions will be tested in two studies.

Study 1 assessed if materialists are more willing to pay a surcharge for an earlier delivery of a commodity. 221 participants were 
exposed to 18 product offers which consisted of 2 choice options: a sooner but more expensive offer and a later but cheaper option. In 
particular, participants had to make a choice for all combinations of 3 products, which differed in price. We used 3 prices differences 
(5%, 10%, 15% surcharge for sooner delivery) and 2 temporal distances (delivery in 2 vs. 3 months or delivery in 11 vs. 12 months). 
Materialism was measured using the Material Values Scale by Richins and Dawson (2004). Results confirm that participants who value 
the possession of material goods as central in their lives and as an important source of success were more prepared to pay an amount 
of money to avoid a delay of one month.

Study 2 had two objectives. First, we wanted to replicate the findings of study 1. Second, instead of including only a delay for material 
goods, we included two other delays: for experiental purchases and money. It has been shown that money and experiental purchases 
elicit different discounting. For instance, consumers are more patient for money compared to consumable goods (Estle, Green, Myerson 
& Holt, 2007; Odum, Baumann & Rimington, 2006; Rosati, Stevens, Hare & Hauser, 2007). Furthermore, experiental purchases tend 
to make people happier than material purchases (Van Boven & Gilovich, 2003). From this, it can be argued that respondents will be 
more impatient for experiences. 154 participants were asked to repeatedly choose between 2 different offers. The delay difference (1 
month) and surcharges for an early delivery were identical to study 1. Type of outcome (money, experiences, goods) was manipulated 
between subjects. In the experiental and material goods conditions, participants were repeatedly exposed a buying offer containing two 
choice options, similar to study 1. Participants in the money condition were told to imagine they possessed two identical goods, and 
decided to sell one of them. Due to time constraints, they were only able to sell it after two months for a certain selling price; if they 
waited one month longer (after three months), resulted this in a better selling price. So participants had to make a choice between either 
receiving a smaller amount of money earlier or receiving a larger amount later. Four amounts were chosen for the money condition. 
Identical amounts were used in the goods and activities conditions. Overall, results indicated that participants were more impatient 
when exposed to experiences compared to money and goods. For materialists, an interesting pattern emerged. In the goods condition, 
participants who indicated that the possession of material goods is central in their life preferred the expensive offer more compared to 
non-materialists. This replicated in part the findings of study 1. When experiental purchases were stalled, participants who regard the 
possession of material goods as a necessary condition for a happy life opted less for the more expensive offer compared to participants 
who scored low on the happiness subscale of materialism. In the selling condition, materialists (success subscale) opted more for the 
sooner offer compared to non-materialists.
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Results indicated that materialists and non-materialists differ in trading off time and money. Materialists are more impatient (compared 
to non-materialists) for consumer goods and money. In the money condition, a substantial number of materialists was prepared to sell a 
consumer good (which is seen as an important sign of success) earlier even when they received less money for it. This is quite striking 
given the importance materialists attribute to material goods. A potential explanation for this could be our use of a manipulation where 
two identical products were involved. Materialists possibly want to buy another good with the received money as soon as possible, even 
when this results in a lower selling price. Non-materialists spend more money on having pleasant experiences sooner. This could be 
attributed to a possible preference of materialists for consumer goods, which are central in their lives, and money, which can be used 
to buy consumer goods, over experiences. 
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Extended Abstract
Frequency programs have two main components: required effort and earned rewards. A question that naturally arises is how the 

two interact to affect consumer behavior. We propose the effort consumers need to make to earn rewards can influence perceptions of 
those rewards in two opposite directions. The comparability of effort and reward determines which direction dominates. Specifically, 
when effort and reward are comparable, relative processing is employed to evaluate the reward. Effort made decrease the perceived value 
of a reward by shifting the reference point of the reward’s value function. In contrast, when effort and reward  are non-comparable, the 
reward is evaluated holistically by referring to both the effort made and the additional value derived from actually making that effort. 
Consequently, the value function of the reward is steepened by the effort requirement. 

Research Hypothesis
The expenditure of effort can shift the preference point in the value function of a reward. According to traditional economic theory, 

consumers always calculate what they get by subtracting costs from gains, which means that the perceived value of the reward is always 
considered relative to the effort made to obtain it. Kivetz (2003) argues that the effort made can serve as the reference point when gauging 
the reward’s utility by providing a higher level of expectation. Based on prospect theory (Kaheman and Tversky 1979), an increased 
reference point will lead to a decreased perceived value of the reward. Relative processing of effort and reward is conducted in this situation. 

Effort can also add value to a reward, which results in a steeper value function for that reward. Recent behavioral decision theory 
has suggested that a reward acquired from protracted effort is different from that acquired normally. Prior research has indicated that 
making effort can enhance the personal connection or attachment with the final result (Morales 2005). According to Moglinear and Aaker 
(2009), personal connections can boost consumer attitudes about products. Ariely and Simonson (2003) find that products with increased 
attachment are more attractive. Effort can also be an indicator of the value of a reward when consumers can not judge it clearly (Hoch and 
Deighton 1989). Taken together,  these findings suggest that the perceived value of a reward increases with the effort required to obtain it. 

Product comparability is the degree to which consumers consider products using the same attributes (Johnson 1984). The comparability 
between effort and reward can thus be defined as the comparability between the product involved in the accumulated consumption (effort) 
and the free product (reward). While relative processing is pervasive among comparable alternatives, holistic processing dominates 
for non-comparative alternatives when consumers need to incorporate all related information (Johnson 1984). Taken together with our 
argument about the two different effects of effort in frequency programs, we hypothesize that the perceived value of reward decreases 
with an increase in the effort requirement when effort and reward are comparable, and the opposite is the case when effort and reward 
are non-comparable. According to construal level theory (Liberman, Trope, and Wakslak 2007), high level construal results in holistic 


