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We propose that consumers cope with price-jolts (i.e. unintentional overpayment for a product) through price-dropping (i.e.

mentioning this overpayment to others). Three studies demonstrate that when status cues are present, consumers prefer to engage in

price-dropping following a price-jolt, and doing so improves satisfaction.  Theoretical contributions and implications are discussed.
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ExTENdEd AbSTrACT
Imagine you just bought a new designer jacket that you are quite 

pleased with despite its high price—that is, until you hear that some-
one else purchased the exact same jacket at a different store for a 
lower price. We refer to this experience of realizing post-purchase 
that a lower price than the price paid was available as a price-jolt. 
In such situations, how do you feel? To date, and perhaps not sur-
prisingly, research has indicated that such price-jolts significantly 
decrease satisfaction (Oliver and DeSarbo 1988) and likely result in 
negative feelings and attributions given the extent to which paying 
a lower price than retail results in positive affect (Schindler 1998). 
Building on this research, we consider how consumers cope with 
such price-jolts. Specifically, we examine how consumers may ca-
sually mention to others that they overpaid, which we term price-
dropping, as a way to cope with price-jolts.

Previous research has shown that name-dropping, where an 
individual mentions a name in a conversation, is used to manage 
impressions and enhance self-presentation. For example, individu-
als that name-drop may be perceived as more likeable and compe-
tent when signaling a distant and casual connection with the person 
whose name was invoked (Lebherz, Jonasa, and Tomljenovic 2009). 
Similarly, we propose that sharing overpayment through price-drop-
ping may signal pecuniary strength and status that aids in consumer 
coping with price-jolts (e.g., increased product satisfaction).

This theorizing is supported by recent empirical literature, 
which indicates that the appeal of many products is due to status 
needs rather than material needs (Amaldoss and Jain 2005), and that 
dearth of discounted payment may be perceived as a status signal 
(Argo and Main 2008). Furthermore, heightened sensitivity to status 
cues due to individual differences (Lichtenstein, Ridgway, and Nete-
meyer 1993) or situations (Rucker and Galinsky 2008) may increase 
signaling tendencies. Thus, consumers experiencing the negative 
consequences of a price-jolt may obtain psychological status benefits 
from telling others about their overpayment (i.e., price-dropping). 

The results of three studies demonstrate that i) consumers 
choose to engage in price-dropping if they are naturally sensitive 
to status or if they are in a status-relevant context, ii) satisfaction 
with the product is improved when price-dropping, and iii) consum-
ers perceive themselves as wealthier and more popular after price-
dropping. 

Study 1 explored whether consumers choose to engage in price-
dropping after a price-jolt based upon perceived importance of status 
cues. After imagining purchasing an iPad2 for a given price, par-
ticipants in the price-jolt (no price-jolt) condition were informed 
that the product was readily available at a nearby store for a higher 
(lower) price. Participants then indicated their likelihood to share 
the price paid if asked. To investigate whether willingness to price-
drop depends on consumers’ perceived importance of status cues, a 
multi-item measure of individual prestige sensitivity was recorded 
(Lichtenstein, Ridgway, and Netemeyer 1993). A significant three-
way interaction between price-jolt condition and prestige sensitiv-
ity (analyzed continuously) emerged. As predicted, highly prestige 
sensitive consumers were more likely to price-drop when they expe-
rienced a price-jolt than those who did not. In contrast, low prestige 
sensitive consumers were less likely to price-drop when they were 
price-jolted than when they were not. Product quality assessments 

did not differ between conditions, thus precluding a price-quality in-
ference explanation. Consistent with predictions, the desire among 
prestige sensitive consumers to price-drop suggests that negative ef-
fects of unintentional overpayment may be offset by signaling (and 
thus self-perceiving) heightened status. Subsequent studies examine 
whether the value obtained from price-dropping is reflected in prod-
uct satisfaction.

Study 2 was conducted to determine whether product satis-
faction is influenced by price-dropping. A 2 (price-jolt: yes/no) x 2 
(price-drop: yes/no) between-subjects design with a continuous mea-
sure of prestige sensitivity was employed. After reading about their 
(lack of) price-jolt for the purchase of an Armani jacket, participants 
in the “no price-drop” condition indicated their product satisfaction. 
In contrast, participants in the “price-drop” condition were told they 
shared the actual price paid and the market price with a colleague 
prior to being asked about satisfaction. A three-way interaction sup-
ported our predictions. First, the effect of price-dropping on satisfac-
tion differed by perceived importance of status cues: price-dropping 
increased satisfaction for high prestige sensitive consumers experi-
encing a price-jolt whereas low prestige sensitive consumers were 
less satisfied after a price-jolt regardless of price-dropping. All con-
sumers experiencing a price-jolt (vs. no jolt) without price-dropping 
were dissatisfied. Notably, the level of satisfaction for price-dropping 
consumers rivals the level of satisfaction of other consumers who 
were unexpectedly delighted by under-paying for the same product. 
Study 2 thus demonstrates that price-dropping following a price-jolt 
recovers satisfaction for status-concerned consumers.

Study 3 investigated whether price-dropping can aid in cop-
ing with a price-jolt (i.e., increase satisfaction) among consumers 
not perpetually concerned with prestige if a status-relevant context 
arises. A 2 (price-jolt: yes/no) x 2 (status relevance: important/un-
important) between-subjects design was employed. Specifically, af-
ter learning of the same (lack of) price-jolt for the Armani jacket 
from study 2, the requestor of the jacket price paid was described 
as either high or low in receptivity to status cues (“…shops at high-
end stores…recently vacationed at the Ritz-Carlton” vs. “…shops at 
discount stores…recently hiked and camped the local Appalachian 
trail”). Jacket satisfaction and self-ratings on several characteristics 
were then recorded. A significant two-way interaction confirmed our 
predictions.  Consumers reporting to an audience low in receptivity 
to status cues were less satisfied in the case of a price-jolt. In contrast, 
and as predicted, those reporting to an audience receptive to status 
cues demonstrated full satisfaction recovery (i.e., satisfaction equal 
to those not experiencing a price-jolt). Mediation analysis suggested 
that individuals engaging in price-dropping in status-relevant condi-
tions perceived themselves to be wealthier and more popular. Thus, 
price-dropping provides direct psychological benefits in addition to 
improving satisfaction.

In summary, this work introduces the theoretically novel con-
cept of price-dropping and explicates how consumers may engage 
in this behavior to overcome the otherwise negative effects of price 
jolts. Beyond theoretical contributions to pricing and status litera-
tures, this work has substantive implications, particularly given the 
abundance of price communications among consumers in social me-
dia.  
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