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Different products differ in hedonic durability, namely, in how long they can keep their owners happy. We introduce a simple method

to measure hedonic durability. We validate the method through controlled studies and apply the method to indexing the hedonic

durability of a wide range of consumer products.

 
 
[to cite]:

Christopher Hsee, Li Zhang, Oleg Urminsky, and Yang Yang (2014) ,"Hedonic Durability", in NA - Advances in Consumer

Research Volume 42, eds. June Cotte and Stacy Wood, Duluth, MN : Association for Consumer Research, Pages: 742-743.

 
[url]:

http://www.acrwebsite.org/volumes/1017221/volumes/v42/NA-42

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1017221/volumes/v42/NA-42
http://www.copyright.com/


742 
Advances in Consumer Research

Volume 42, ©2014

Hedonic Durability
Yang Yang, Carnegie Mellon University, USA
Christopher Hsee, University of Chicago, USA
Oleg Urminsky, University of Chicago, USA

Li Zhang, Hong Kong University of Science and Technology, China

EXTENDED ABSTRACT
The hedonic durability of an item refers to how fast or slowly 

one’s happiness with the item fades over time, and is an important 
variable, because it influences how much happiness the item can 
bring to the person. Yet it is difficult for researchers to assess the 
hedonic durability of items, because it is difficult to track consum-
ers’ happiness with items over time. This paper introduces a simple 
survey method - the Hedonic Durability Questionnaire (HDQ) to es-
timate hedonic durability. 

HDQ consists of only three questions: How long have you had 
X [the item to be evaluated]? How do you feel about it now? How 
did you feel about it when you first acquired it? In the HDQ, the first 
question assesses  (the duration from acquisition of the item till the 
present time, when the respondent answers the HDQ). The remain-
ing two questions measure HT (happiness with the item now) and  
H0 (the recalled happiness with the item right after acquisition). Be-
cause hedonic adaptation has been observed to follow a power func-
tion (Drew and Abbott 2006; Nicolao et al. 2009), the relationship 
between H0 and HT of the item for a given respondent can be assumed 
as shown in equation 1. It is worth noting, however, that the proposed 
method could be easily adapted to accommodate a different declining 
function, such as a hyperbolic or an exponential function.

HT= H0* (1+T )η   (1)

In the equations above, η is the power constant of the item for a 
given respondent, and it determines how quickly happiness changes 
over time. In the current research, we call η the hedonic durability 
index. η < 0 indicates that happiness fades over time, η = 0 indicates 
that happiness does not change over time, and η > 0 indicates that 
happiness increases over time.

Study 1 tested the validity of HDQ by comparing the results 
from the HDQ with real time measures in the short-term. Participants 
watched a single 30-second video of a cat playing a shell game 5 
times in a row (i.e., 5 trials). Immediately afterwards, participants 
in the HDQ condition reported how they felt about it after the fifth 
trial and recalled how they felt about the video when they had first 
watched the video. Participants in the real-time measure condition 
did not receive the HDQ, but instead reported their real-time happi-
ness with the video twice, once after the first trial and once after the 
fifth trial. Participants indicated their happiness on either a Likert 
scale (i.e., an 11-point scale, -5 = Very Unhappy, 5 = Very Happy) or 
a “sunny-day” scale (between-participants). Results showed that the 
HDQ produced remarkably similar η to real time measures, on both 
the Likert scale and the “sunny-day scale”.

Study 2 tested whether the accuracy of recall and the resulting 
validity of HDQ hold over a longer span of time (months rather than 
minutes). This study consisted of two waves. During the first wave, 
undergraduate students completed a study and then received a gift. 
Right after participants received the gifts, they indicated their hap-
piness with the gift. During the second wave that occurred 9 months 
later, participants indicated their current happiness (HT) with the gift, 
and recalled their happiness with the gift when they had first received 
it (H0) on 9-point scales. We compared the hedonic durability based 
on HDQ and real-time measures, and found that HDQ yielded simi-
lar results to real-time measures even over a 9-month period.

Studies 3 and 4 tested whether the HDQ is sensitive to factors 
that have been shown to influence hedonic adaptation. Previous re-
search suggests that people adapt to high-variability stimuli more 
slowly than to low-variability stimuli (Epstein et al. 2009; Redden 
2008; Temple et al. 2008), and adapt to high sentimental-value items 
more slowly than to low-sentimental value items (Yang and Galak 
2014). To test whether the HDQ can pick up these differences, in 
Study 3, we asked participants to watch either one of the five video 
clips on each of the five days of the experiment (in the high-vari-
ability condition) or the same video clip five days in a row (in the 
high-variability condition). Finally, on Day 5, participants in both 
conditions completed the HDQ by recalling how they had felt about 
the video on Day 1 and how they had felt about the video on Day 
5. Consistent with what the existing literature on hedonic adaption 
would predict, η in the high-variability condition was significantly 
greater than that in the low-variability condition. 

In Study 4, we asked each participant to complete the HDQ for 
four items participants actually possessed in real life: a high-vari-
ability item (a pet), a low-variability item (a stuffed toy), a high-
sentimental value item, and a low-sentimental value item on the 
“sunny-day scale”. If the HDQ is a sensitive instrument, it would 
yield a greater η for pets than for stuffed toys, and a greater η for 
high-sentimental value items than for low-sentimental value items. 
It was indeed what we found. In addition, this study showed that 
HDQ had good test-retest reliability, that η is independent of time as 
assumed, and that people’s recollections were not biased over a long 
period of time (i.e., months or years).

Study 5 applied the HDQ to measuring the hedonic durability of 
a broad sample of commonly-owned consumer products in real life. 
A list of 79 items was created based on Amazon.com and Consumer-
Report.org. Each participant was asked to answer the HDQ using the 
sunny-day scale for around 20 items. Results showed that the η’s for 
most items were negative, suggesting that one’s happiness with most 
items faded over time. Items with the highest hedonic durability indi-
ces included wedding and engagement rings, cats, religious jewelry, 
and dogs, presumably because they were of high sentimental value 
or of high variability. 

To conclude, in this research, we have introduced and validated 
an easy-to-implement instrument to estimate the hedonic durability 
of an item by sampling individuals who own the item. 
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