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Based on the perspective of processing fluency, this study demonstrates the “change-matching heuristic” whereby people select a

choice option that matches the amount of change in their wallets with the price of a product. Besides, the compromise effect and the

attraction effect will weaken the influence of the change-matching heuristic.
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130.  Why Preference Stability of Certain Product Attributes are More Than Others: 
Disaggregating Stability (Instability) into Core and Supplementary Attributes

Fangzhou Xu, University of Guelph, Canada
Juan Wang, Western University, Canada

Towhidul Ialam, University of Guelph, Canada

To reconcile the debate between stable and constructed preferences, we suggest an alternative view of decomposing product preference 
into attribute preference. Specifically, we argue that consumer preferences for core attributes of a product should be largely stable across time, 
while supplementary attributes should be largely unstable.

131.  The Effect of the Change-Matching Heuristic on Consumer Purchase Decision 
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Shih-Chieh Chuang, National Chung Cheng University, Taiwan
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Based on the perspective of processing fluency, this study demonstrates the “change-matching heuristic,” whereby people select a choice 
option that matches the amount of change in their wallets with the price of a product. We find that the compromise effect and the attraction 
effect will weaken the influence of the change-matching heuristic.

132.  The Effects of Consumption Goals and Assortment on Cross-Price Sensitivity
Kiwan Park, Seoul National University, South Korea

Joonkyung Kim, Seoul National University, South Korea

We propose that activating a consumption goal makes people more sensitive to the price discounts of competing products in the same 
goal-derived category as the target product. Also, we propose that when one of two products is on sale, including a third option that highlights 
the similarity of the first two options would make people more sensitive to the price discount.

133.  The Effect of Price Discounts and Quantity Restrictions on Consumption Enjoyment
Zhenfeng Ma, Wilfrid Laurier University, Canada

Guanfu Wang, University of International Business and Economics, China

Two experimental studies investigate the joint effect of price discounts and quantity restriction on consumption enjoyment. Findings 
suggest that price promotion can either enhance or dampen consumption enjoyment of the promoted product, depending on the form of quan-
tity restriction (e.g., quantity ceiling vs. quantity flooring). 

134.  Letting Go of Meaningful Goods: How the Voluntary vs. Involuntary Nature of 
Disposition Impacts Seller Pricing

Kapitan Sommer, University of Texas at San Antonio, USA
David H. Silvera, University of Texas at San Antonio, USA

In this research, we show that voluntary sellers demand non-significantly different prices than buyers. However, involuntary sellers of 
prized goods, such as those selling in the face of foreclosure, layoff, divorce or death, demand higher prices than both involuntary sellers of 
non-prized goods and voluntary sellers of prized goods.

135.  The Effects of Stackable Discounts on Consumers’ Retail Price Image Perception
Shan Feng, William Paterson University, USA

Jane Cai, Independent, USA

This paper examines the impact of stackable discounts on retailers’ price image. We compare stackable discounts to a single discount 
format in terms of the value perceived by consumers, and find that stackable discounts are superior in creating a more favorable retail image. 


