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Contrary to previously reported adverse effects of large assortments, we suggest that greater variety increases preference-consistent

choice if the preferred alternative is accessible. Experimental data confirm that more respondents choose their most preferred

alternative from stage one, in a choice task in stage 2, when the assortment was large versus small.
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Extended Abstract
Decades of research on the effects of variety and assortment size have focused on the affective and motivational consequences of 

having personal choice (Iyengar, & Lepper, 2000). Providing consumers with choice has been linked to increases in perceived control, 
task performance and life satisfaction (Iyengar, & Lepper, 2000). When choosing from a large number of options, the likelihood that 
decision makers will be successful in finding an option that matches their preferences, increases (Chernev, 2003; Iyengar, & Lepper, 
2000). Large assortments also help people satisfy their needs for variety, whether the reason for seeking variety simply reflects some 
desire for change or having multiple needs to satisfy (Hermann, & Heitmann, 2006).

While much of the earlier work on variety provided support for the notion that more variety is better, a growing body of research 
suggests that more variety does not always lead to better choices. Research on the choice overload hypothesis suggests that having much 
choice can initially seem desirable, but prove to be demotivating in the end (Iyengar, & Lepper, 2000). Choosing from larger assortments 
demands a greater amount of cognitive effort from the decision maker and increases choice difficulty (Chernev, & Hamilton, 2009). 
An increased number of options to choose from has also been associated with greater anticipation of post-decisional regret (Hermann, 
& Heitmann, 2006; Sela, Berger, & Liu, 2009). These cognitive and emotional costs of decision-making out of large assortments have 
been shown to lead consumers to defer decision, choose the default option or to simply not choose at all (Iyengar, & Lepper, 2000; Sela 
et al., 2009; Scheibehenne, Greifeneder, & Todd, 2009).

Both positive and negative consequences of assortment size on choice difficulty, choice likelihood and satisfaction are thus well-
documented. Studies assessing the impact of assortment size on the option people actually choose are limited.

In this study we will examine how assortment size influences the choice of the preferred option and preference-consistent behavior. 
We argue that assortment size can have an important influence on preference-consistent choice. More specifically, we suggest that in 
small assortments; where making a choice is less difficult and results from a deliberative decision-making process (Hermann, Heitmann, 
Morgan, Henneberg, & Landwehr, 2009), people might not always choose their preferred option, even if this option is available. To 
support this claim, we integrate two research streams; assortment size and deliberation. 

Studies on the influence of assortment size on decision-making processes have shown that as the complexity of making choices rises, 
people tend to simplify their decision-making process by relying on simple heuristics (Iyengar, & Lepper, 2000; Hermann et al., 2009). 
Therefore, we suggest that when choosing from larger assortments consumers will rely on readily available “cues”, whereas in small 
assortments they will evaluate the alternatives and compare and contrast different attributes before making a choice. Recent research has 
demonstrated that this kind of conscious thought and deliberation can have an influence on people’s judgments and preferences, often 
reducing the consistency of preferences over time (Dijksterhuis en Nordgren, 2006; Nordgren & Dijksterhuis, 2009).

As heuristics are often used in decision-making in large assortments, we hypothesize that when the most preferred option is available 
in a choice set, this option will be chosen in case of a large assortment. Consumers will use their initial positive evaluation of this option 
as a cue to select it. When choosing from a small assortment, the deliberative decision-making process might lead consumers to focus 
on attributes of the attitude object that seem like plausible causes of the evaluation but were not weighted heavily before (Nordgren, & 
Dijksterhuis, 2009), resulting in less preference-consistent choices.

The experiment examining this prediction comprised two stages. In the first stage, participants’ preferences for twenty different ice 
cream flavors were measured. They were asked to rank their top six from a menu of twenty flavors (e.g. vanilla, pistachio, strawberry, 
…), and rate every flavor on a 7-item scale ranging from “totally unfavorable” to “totally favorable”. After this preference-measure 
task, respondents participated in an unrelated study of about 45 minutes to divert attention from the current study. In the second stage, 
participants were informed that they could win a bucket of ice cream and were asked which flavor they wanted if they would win. The 
assortment they could choose from consisted of either six (i.e. small assortment) or twenty (i.e. large assortment) different ice cream 
flavors. The latter assortment consisted of all twenty initial flavors, while the former assortment consisted only of the top six ice cream 
flavors they ranked earlier. Thus, participants’ top six flavors were presented in both the large and the small assortment. This was done 
to enhance comparability between choices from both assortments. 

In order to test our hypothesis regarding the effect of assortment size on preference-choice consistency, we first calculated whether 
there was a match between the participants’ preferences in the first stage and their choice in the last stage. Thus, for each subject, we 
calculated whether their choice was consistent with the option they had ranked at the top in the first stage. This comprised the dependent 
measure of the study.

Next, we looked at the influence of assortment size on the preference-choice consistency. Chi-square analysis revealed a significant 
effect. Significantly more subjects were consistent in the large assortment condition (67.1%) than in the small assortment condition 
(52.4% %) (χ2(1)=3.853, p<.05). Thus, this result supports our hypothesis.

Our results seem to indicate that as the variety of options to choose from decreases, the likelihood of choosing the most preferred 
option decreases as well–supposedly confirming the idea that, in terms of preference-choice consistency, more is indeed better. However, 
we propose that in other situations, preference-inconsistent choices will be more likely in large than small assortments. Specifically, 
we hypothesize that when readily available cues favor a less-preferred option, the likelihood of this option being chosen over the most-
preferred option increases. Several experiments are being set up to investigate this prediction.
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Extended abstract
Attitude strength is often defined in terms of four characterizing features which strong attitudes are thought to possess. That is, strong 

attitudes are said to be persistent over time, more resistant to attack, more influential of information processing and more predictive of 
judgments and behavior (Krosnick & Petty, 1995). Affective attitudes are supposed to be stronger than cognitively based ones (Giner-
Sorolla, 2001) because empirical evidence shows that attitudes based on emotions tend to resist cognitive persuasion appeals, whereas 
attitudes based on cognitive beliefs do not resist affective appeals, and affective attitudes appear to be more stable over time.

Several studies exploring the accessibility of affect-based attitudes compared to cognition-based ones tend to support this supposition. 
Accessibility has been indicated as one of the strength- related dimensions of attitudes, with highly accessible attitudes being stronger 
than less accessible ones (Fazio, 1995). Responses to affective evaluations have been shown to be formed more quickly than responses 
to cognitive evaluations (Huskinson & Haddock, 2006; Verplanken, Hofstee & Janssen, 1998), possibly indicating that evaluations based 
on emotions and feelings are more accessible in memory than evaluations based on cognitive beliefs. Giner-Sorolla (2001) also found an 
accessibility advantage of affective over cognitive base, but only when attitudes were more extreme; when attitudes were less extreme, 
affective attitudes tended to be expressed more slowly, whereas cognitive attitudes were expressed faster (Giner-Sorolla, 2001). In some 
situations then, cognitively based attitudes seemingly are stronger than affectively based attitudes.

Accessibility, however, is not the only attitudinal variable proposed as a measure of attitude strength; several other dimensions have 
been identified as well, such as certainty, knowledge, importance, extremity, … (Krosnick, Boninger, Chuang, Berent & Carnot, 1993; 
Visser, Bizer & Krosnick, 2006). Yet, besides accessibility, none of these strength-related dimensions has been examined in relation to 
the structural base of attitudes.

In this study we take a look at two other strength-related dimensions, certainty and knowledge, and explore whether affectively 
versus cognitively based attitudes differ on these dimensions. We hypothesize that cognitively based attitudes are held with more 
certainty and more subjective knowledge, since some of the main antecedents of attitude certainty are made up of cognitive factors 
such as the amount, clarity and consistency of the information available (Gross, Holtz & Miller, 1995). Further, the amount of cognitive 
elaboration of attitude-relevant information has been proposed as a determinant of attitude certainty, mediated by subjective perceptions 
of knowledge (Smith, Fabrigar, Macdougall, & Wiesenthal, 2008). Since cognitions about an attitude object are believed to be formed 
based on deliberative and controlled information processing, whereas affective reactions are formed in a relatively automatic manner 
without much deliberate elaboration (Shiv, & Fedorikhin, 1999), a certainty and knowledge advantage for attitudes based on cognitive 
beliefs over attitudes based on affective reactions is proposed. 

To investigate the level of certainty and amount of subjective knowledge associated with affectively versus cognitively based attitudes, 
an experiment was conducted. We manipulated the structural base of participants’ attitude toward a fictional animal by exposing them 
to either an affective or cognitive passage about the animal (see Fabrigar & Petty, 1999). The affective passage described a person’s 
encounter with the animal and was designed to evoke positive emotions about the animal. The passage designed to induce a cognitive 
attitude contained positive information about the same fictitious animal and was presented as an excerpt from an encyclopedia of marine 
life. Following the attitude base manipulation, participants were asked to complete the measures of attitude, affect and cognition validated 
by Crites et al. (1994). Next, attitude certainty and subjective knowledge were assessed. 

In order to investigate whether the attitude formation manipulation resulted in affective and cognitive attitudes, we tested whether 
attitude-affect and attitude-cognition consistency differed across both formation conditions. This was done by computing two discrepancy 
scores, obtained by calculating the absolute value of the difference between the attitude score on the one hand and the affect and cognition 


