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EXTENDED ABTRACT
Building on construal level theory (CLT; Trope and Liberman, 

2003), we propose that the price of a product, like time (e.g., Liber-
man and Trope, 1998), spatial distance (e.g., Fujita, et al. 2006), 
social distance (e.g., Chandran and Menon 2004), and probability 
(e.g., Todorov et al. 2006), creates a psychological distance between 
consumers and consumption. In particular, because access to more 
expensive products is more limited than to more affordable ones, 
higher prices create a higher psychological distance between cus-
tomers and their objects of desire. We propose this price-induced 
psychological distance to be an overgeneralization of the principle 
that relatively more expensive products require to work or save for a 
longer period of time before being able to purchase them.

Based on recent findings on the interaction between price and 
construal level (Bornemann and Homburg 2011; Hansen and Wänke 
2011; Hansen, Kutzner, Wänke 2013; Yan and Sengupta 2011), we 
propose that generating a feeling of fit between the price of an object 
and the construal-level of the advertising slogans promoting it – a 
low/low or high/high match – will improves both advertisement and 
product evaluations compared to situations of non-fit. This prediction 
relies on a mechanism where situations of fit will lead consumers 
to experience greater cognitive fluency when evaluating the product 
(e.g., Lee, Keller, and Sternthal 2010, Tsai and McGill 2011). We 
further support this rationale by demonstrating that consumers with 
a low (vs. high) tendency to enjoy thinking, low need for cognition 
(NFC; Cacioppo, Petty, and Kao 1984), rely more on this fit or non-
fit between prices and construal levels of advertising slogans when 
making judgments. We present four experiments investigating this 
price-construal fit framework.

The pilot study used a 2(price: low vs. high) between X 2(con-
strual level: low vs. high) within mixed-model design. Participants 
were randomly assigned to one of two versions of the questionnaire, 
each providing a list of the same 17 products (e.g., a haircut, a choco-
late bar, a gym membership, etc.). Half of the products on the list 
were priced at a relatively low price for their category, the other half 
were priced at a relatively high price. Prices were counterbalanced 
between questionnaires. For each product, participants were asked 
to identify the more appropriate of two descriptions, either a low or 
high construal level depiction. For example, “a $15,000 ($100,000) 
MBA program” could be identified as either “a graduate degree” 
(low construal) or as “an investment in one’s future” (high constru-
al). For each product, participants in the high price condition were 
more likely to select the high-construal level description (chi-squares 
between 4.7 and 86.9, all p’s < .03).

Study 1 used a one factor (price condition: low vs. high vs. con-
trol) between-subjects design. It demonstrates that making salient the 
concepts of high (low) prices activates a high (low) construal level 
mindset. Participants were first shown a list of twelve different items 
ranging from inexpensive ones (i.e., a pack of gum) to expensive ones 
(i.e., 60 inch HDTV), shown without a price tag. Participants were 
asked to rank order the products from 1 = “the least expensive and 
most affordable item” to 12 = “the most expensive and unaffordable 
item”. Next participants in the low (high) price condition provided 
a price estimate in dollars for the product they ranked 1st (12th) and 
described what it would be like to pay this price. Participants in the 
control condition went through a similar procedure, but instead rank-
ordered twelve animals (e.g., a panda, a mouse, etc.) in term of size. 

To measure construal level induced by the cheap or expensive 
prices, participants selected the word that best fit their frame of mind 
“right now” in a list of fourteen pairs of words representing either a 
low-construal or high-construal level (e.g., Near-Far, Sure-Unsure, 
Self-Others). We used those answers to create an index measuring 
their construal level. Participants’ had a higher construal-level mind-
set in the high price than in the control condition. Moreover, partici-
pants had a higher construal-level mindset in the control than in the 
low price condition.

Study 2 used a 2(price: low vs. high) X 2(construal: low vs. 
high) X 2(NFC: low vs. high) between-subjects design. Participants 
were randomly assigned to one of the four versions of the same ad-
vertisement for some green tea, each using the same photographic 
illustration. The tea was either priced at $2.99 per 100g (low price) 
or $32.99 per 100g (high price), and the advertising slogan was either 
“Provides caffeine boost” (low-construal) or “Makes you more pro-
ductive” (high-construal). Participants evaluated the advertisement, 
we also measured their NFC. The low-construal advertisement was 
marginally preferred in the low price (vs. high) price condition, and 
the high-construal one, was preferred in the high (vs. low) price con-
dition. Results were qualified by a three-way interaction with NFC. 
For Low-NFC consumers, results support our predicted interaction 
between price and construal levels of advertising slogans. For high-
NFC consumers, no difference were observed for low or high con-
strual level slogan between the price conditions.

Study 3 used a 2(price: low vs. high) X 2(construal: low vs. 
high) between-subjects factorial design. Participants evaluated an 
advertisement for a watch either priced at $24.99 (low price) or 
$1024.99 (high price). The advertisement contained either the low-
construal captions “100% stainless steel”, “easy to read display”, 
“100 meters water-resistant”, “automatic quartz movement”, “Manu-
facturing defect warranty”, or their high-construal equivalent “built 
to last a lifetime”, “never let you lose track of time” “an active life-
style companion”, “precision workmanship”, “worry free timekeep-
ing”. We measured perceived fit between the advertisement and the 
product, advertisement evaluation, and product evaluation. We also 
calculated how long participants took to answer the focal measures 
of this survey. Results supported our predicted interaction for fit, 
advertisement evaluation, product evaluation, and completion time 
(faster = more fluent). 

Taken together, those results support a fluency mechanism 
underlying the positive effect of the fit between product prices and 
construal levels of advertising slogans on advertisement and product 
evaluation.
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