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Summary: 

Low involvement goods per definition do not require the customer to invest a significant 

amount of will-power into the purchasing decision. Thus, buying decisions in this context are 

primarily driven by the intuitive mind and relevant decision heuristics. 

This study focuses on the anchor and the framing heuristic, their combined effect on the 

willingness-to-buy of low involvement goods and especially their interaction effect. 

It is established that of the two heuristics considered, the framing effect is the more relevant 

with an impact roughly 2.5 times the size of the anchor effect. An interaction effect between 

the two heuristics exists even though it is only weakly significant and only marginally impacts 

the willingness-to-buy, reporting an effect size of one fifth of the anchor effect. Although 

limited in its scope the weakly significant interaction effect shows that in certain retail 

environments price reduction have a more pronounced effect than in others. 

The study provides relevant insights from a theoretical academic perspective and offers 

advice to marketing practioners, in particular advertising experts. 
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Zusammenfassung: 

Low-Involvement-Güter erfordern per Definition, dass der Kunde keine nennenswerte 

Willenskraft in die Kaufentscheidung investiert. Somit werden Kaufentscheidungen in diesem 

Kontext primär durch intuitive Entscheidungen und relevante Entscheidungsheuristiken 

gesteuert. 

Diese Studie konzentriert sich auf die Anker- und die Framing-Heuristik bzw. deren 

kombinierte Wirkung auf die Kaufbereitschaft von Low-Involvement-Gütern und insbesondere 

deren Interaktionseffekt. 

Es wird festgestellt, dass von den beiden betrachteten Heuristiken der Framing-Effekt mit 

einem etwa 2,5-fachen Einfluss des Ankereffekts der relevantere ist. Ein Interaktionseffekt 

zwischen den beiden Heuristiken ist vorhanden, wenn auch nur schwach signifikant, und hat 

mit einer Effektgröße von einem Fünftel des Ankereffekts nur einen geringen Einfluss auf die 

Kaufbereitschaft. Obwohl in seinem Umfang begrenzt, zeigt der schwach signifikante 

Interaktionseffekt, dass in bestimmten Einzelhandelsumgebungen Preissenkungen einen 

stärkeren Effekt haben können als in anderen. 

Die Studie liefert relevante Erkenntnisse aus verhaltensökonomischer Perspektive und ebenso 

Empfehlungen für Praktiker, insbesondere aus dem Bereich des Marketings. 
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1. Introduction 

 

Low involvement goods per definition do not require the customer to invest a significant 

amount of will-power into the purchasing decision. Following the seminal studies by Kahneman 

et al. (1974) decisions like this are usually made via the so-called system 1, the intuitive mind. 

Kahneman et al. (1974) argue that to function properly system 1 requires simple rules - decision 

heuristics. Two of the earliest heuristics studied are the anchor and the framing heuristic. While 

significant work has been invested into studying each heuristic on its own it is their interaction 

that offers valuable insights and also provides the focus of this study. 

Discounters are usually active in a low-price environment with their customers being well 

aware of this fact. Thus, customers in a discounter operate their decision-making process under 

a low price anchor. Additionally, the use of recommended retail prices, common in almost all 

types of retail stores, generates a high price anchor. At the same time advertisements focusing 

on price reductions are commonplace in all Western countries, in particular in Germany, 

generating a positive frame of price reductions. 

In conclusion the main focus of this study lies on the purchasing process of low involvement 

goods in the presence of low price anchors and positive frames of price reductions and the 

interaction of both heuristics. Translated into marketing terms, the focus lies on determining 

whether advertising price reductions generates an additional effect on the willingness-to-buy of 

customers if a price anchor has already been established and if it does so what the size of said 

effect is. 

First, the two decision heuristics are introduced and classified with regards to the literature, 

prospect theory in particular. Building on this background presented in section two, the third 

section introduces the implemented data set and the analytical framework. The fourth section 

contains results from the analysis and offers the basis for the deduction of practical 

recommendations in the context of the concluding fifth section. 

 

2. Prospect Theory and Effects on Customers' Buying Behaviour - 

A Literature Review 

 

2.1. On Prospect Theory and Decision Heuristics 

 

Starting in the 1970s, studies like Schneider and Shiffrin (1977a), Schneider and Shiffrin 

(1977b) and Wason and Evans (1975), and in the early 1980s Chaiken (1980) puts forward the 

idea that human decision-making can be differentiated into two distinct types - 

intuitive/heuristic versus controlled/systematic. In Stanovich and West (2000) the decision-

making processes involved in these two types of decisions are referred to as system 1 and 

system 2; terms later adopted in a number of seminal articles in particular on the topic of 

heuristic decision-making. Therefore, this study will also adhere to these terms. 
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The term system 1 refers to the process that guides intuitive decision-making which takes place 

immediately and without significant cognitive burden. It excludes any processes involving 

logical or analytical thinking and decisions are generally made by regressing to decision 

heuristics. 

System 2 on the other hand involves only those processes where analytical thinking is involved. 

As compared to decisions made via system 1 those made via system 2 require significant 

cognitive work and are made only after pondering a situation for a distinct amount of time. All 

rational decisions, i.e. those referred to by classical expected utility theory, are made via system 

2. 

As early as 1956 it has been recognized - by studies like Simon (1956) - that decision-making 

does not follow the classical assumption of rationality but instead is influenced to a certain 

degree by affective behavior. With proponents like Zajonc (1980) the acknowledgement that 

the intuitive/heuristic system 1 being the process, that results in affective behavior, plays a 

significant part in human decision-making increased. However, early studies like Stroop (1935) 

already in the 1930s report behavior that could be classified as falling within the scope of system 

1. 

Frankish, K. (2009) provides a comprehensive summary of the most significant contributions 

on the differences between the workings of the two systems. 

Despite widespread use, the distinction of the human decision process into only two different 

sub-processes is considered by some authors to be too simplistic and studies like Gloeckner and 

Witteman (2009) argue for a more specified perception of the intuitive decision-making process 

under system 1. 

Accepting that the dualistic approach offers a fitting foundation for the underlying study 

prospect theory can act as a framework for an in-depth analysis of system 1. 

While prospect theory as a concept has been introduced by (Kahneman & Tversky, 1979) (later 

advanced in (Tversky & Kahneman, 1992)) earlier works like (Kahneman et al., 1974) already 

list its fundamentals. It challenges classical expected utility theory in proposing that humans 

base their decisions on relative positions with regards to a dynamic reference point as compared 

to absolute positions as is the assumption with the expected utility theory. Opposed to classical 

theory prospect theory is a more positive than normative theory (Thaler, 1980) since many 

insights are drawn from empirical studies and not dictated by the theory itself. Decision 

heuristics driving intuitive behavior, as discussed as early as Kahneman et al. (1974), in most 

cases describe how the relative position changes or in more specific terms the reference point 

is shifted by different situations. 

Two particular heuristics that are considered herein are the anchor (Kahneman et al., 1974) and 

the framing heuristic (Tversky & Kahneman, 1981). 

Before introducing them in detail it shall be argued that the retail market is an ideal background 

for the application of prospect theory. 

In retail markets customers are flooded with a multitude of products, advertisements, music and 

other stimuli. This overstimulation, especially the multitude of products to choose from, leads 
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to a demotivation of the customer. While Kahneman and Tversky (1984) and Kahneman and 

Tversky (2000) already discuss the effects of the number of choices available to customers, 

studies like Iyengar and Lepper (2000) and Chernev et al. (2015) distinctly point out the 

negative aspects of choice overload. 

Amid all these choices customers are confronted with decisions of buying low-involvement 

goods; goods where the price and relevance of the product do not merit a more in-depth analysis 

of suppliers and price spreads from the customers' side. Thus, to cope with choice-overload in 

a low-involvement environment customers consistently refer to their intuitive decision-making 

process of system 1. (Kool et al., 2010) argue along the same lines while considering cognitive 

demand in general. 

 

2.2. On Price Anchors 

 

While anchoring has been discussed for almost a century it has been the seminal work by 

Kahneman et al. (1974) that promoted the anchor or adjustment heuristic as a psychological 

version of anchoring. A comprehensive summary of research on the anchor heuristic can be 

found in Epley and Gilovich (2006) as well as Furnham and Boo (2011). 

For the anchor heuristic to become active a voluntarily or involuntarily set anchor is required. 

If no persistent anchor is purposely set or exists from prior experiences random perceptions can 

function as anchors and thus distort humans’ perceptions of prices or other estimates. 

Kahneman and Tversky for example show that significant links can be established between the 

last digit of a mobile phone number and a number of guessing games. 

Referring to the concept of prospect theory the established anchor provides a new reference 

point for personal evaluations. 

In the context of this study it is of particular interest in how far anchoring impacts price 

perceptions when shopping for low-involvement goods. Monroe (1973) considers price 

perception in general delivering a first foundation for pricing theory. In later studies like Erkel 

(2007) (Over-the-phone sales), Bagga and Bhatt (2013) as well as Wu et al. (2008) (Online 

sales) or Rinn (2018) (Dynamic Pricing in Online Sales) the effects are studied more detailed 

for different environments. These studies show that the phenomenon seems to be universal with 

regards to sales. (Wansink et al., 1998) furthermore argues that anchoring might not only impact 

price perception alone but quantity bought as well and thus the overall willingness-to-buy. 

Mussweiler, Strack, and Pfeiffer. T. (2000) provide to the present study by summarizing study 

results that point to the role of exemplar experiences in establishing an anchor. 

If therefore a certain image about a specific point-of-sale as a consistently low or high price 

environment exists, it stands to reason that this knowledge results in the formation of a price 

anchor for similar points-of-sale. 

However, Hardie (1993) shows that prices themselves, even reference prices, cannot function 

as anchors as price changes occur too frequently. Nonetheless, in a high price environment a 
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consistently higher price expectation would exist, even though the effect might not be as strong 

as if the anchor price is established via recommended retail prices. 

Discounters operate within a low-price environment and customers enter them with an overall 

low price anchor already established. In contrast luxury stores operate in a classical high price 

environment and deal with customers which enter the market with high price anchors 

established. 

 

2.3. On Framing Effects 

 

In the 1980s Tversky and Kahneman (1981) and Kahneman and Tversky (1984) first describe 

and study the framing heuristic in a systematic fashion. This first insight is extended by Levin 

(1987) and Kahneman and Tversky (2000) summarizes the early research while Frisch (1993) 

delivers theoretical insights into its coming into effect. 

Referring back to prospect theory it has to be added that aside from the relative instead of the 

absolute perspective assumed the decision-making process is working differently depending on 

whether the decision maker views himself in a gain or a loss situation. Kahneman and Tversky 

(1979) show that a loss situation is viewed to be roughly two to three times as negative as a 

comparable gain situation is viewed as favorable. The framing heuristic can thus be interpreted 

to generate for the decision maker a loss or a gain perspective putting him on a different part of 

the expected utility function. 

Chen et al. (1998) link the framing heuristic directly to price promotion and thus to advertising 

and while most of the early studies consider framing in a general fashion Weisstein et al. (2013) 

discuss its applications in an online pricing context, in particular with regards to dynamic 

pricing techniques. Similar to the anchor heuristic the framing heuristic can thus be assumed to 

function appropriately in an offline as well as an online environment. 

Combining arguments from the last two sections it stands to reason that discounters by nature 

establish a low price anchor within their customers (vice versa for luxury stores) and by running 

advertisements additionally impact customers price perceptions. The question whether 

advertisements in a discounter context function similarly to advertisements in a general context 

or if there exist relevant differences - an additional discounter or luxury advertising effect - 

remains unanswered. This question is considered in more detail below. Answering it would 

directly supply insights into the question whether advertisements and sales in markets with 

consistent low or high price strategies function differently than in classical consumer goods 

markets where no general price anchors exist. 

 

  



 5 

3. Methodology 

 

3.1. Data Collection and Processing 

 

To generate as suitable data set an online survey has been conducted. 

Considering an increasing move from offline to online sales running an online survey can be 

considered to mirror field experiments in an online environment. While studies like Erkel 

(2007) and Alevy et al. (2015) show that for the anchor heuristic field experiments have already 

been conducted for the framing heuristic and in particular for the combination of both heuristics, 

field experiments up to this point have not been reported. 

In a practical context Weisstein et al. (2013), Bagga and Bhatt (2013)and Wu et al. (2008) show 

that the anchor and framing heuristics operate similarly well in an online environment. 

The sample consists of 262 participants drawing primarily from the German population 

(99.4%). After controlling for invalid answers and potential biases generated by too rapid 

answering patterns (less than 70% of time required for taking the full survey) as well as biases 

generated by previous knowledge about prices of the considered good - an electrical toothbrush 

- (Kahneman et al. (1974) implies that the anchor heuristic can only properly function if no 

previous price information is available). Due to the focus of the experiment on electric 

toothbrushes those participants that reject the use of electric toothbrushes per se were excluded 

from sample as well. People who already use an electric toothbrush and thus already have 

potential expert knowledge about the topic were not considered separately mainly due to the 

arguments by Mussweiler (2000) that the anchor heuristic works in a comparable fashion for 

experts and non-experts alike. Additionally, electric toothbrushes, while no low-price good, can 

still be considered as low involvement goods and thus the arguments from the preceding 

sections on low involvement goods hold. 

Processing the data set in the proposed fashion reduces it to 163 participants providing a decent 

cross-section of the German population. 

While incentives have been used to motivate participants to take part in the survey (a raffle with 

the chance of winning Amazon gift cards of 10€ each) Wright and Anderson (1989) show that 

in particular the anchor heuristic works unperturbed by incentives used in the study. 

 

3.2. Analytical Framework 

 

Participants of the survey were randomly assigned to one of four groups resulting from crossing 

low and high anchors with a positive and negative framing. Due to the randomness of the 

assignment procedure all four resulting groups report comparable participant numbers (38 to 

45). 
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After an introduction of the general aim of the study the anchor has been set by providing the 

participant with information on average prices of electrical toothbrushes (124.99€ as the high 

price anchor and 54.99€ as the low price anchor). While some rudimentary information on the 

type of toothbrush has been used an artificial brand name and a company logo have been 

implemented to avoid unintentional recognition of the brand and thus implicit assumptions 

about the quality of the toothbrush and correspondingly an assumption about potential prices 

(Aggarwal, 2004; Hankuk & Aggarwal, 2003). 

The framing heuristic has been implemented by showing the participants price increases or 

decreases of 15€ on the base price. It could be argued that using a price increase or decrease 

independent of the size of the price anchor might distort relative perceptions of the participants 

- opposed to determining increases and decreases as a share of the base constant - as prospect 

theory implies a relative frame of reference for the participants. However, using an anchor-

dependent price change might on the other hand imply that in low price environments different 

advertising strategies are implemented per se and thus directly impact the goal of this study. 

To tackle the underlying question, the analytical part is split into two parts. In the first part a 

two-factor variance analysis is conducted with the two factors being the anchor (low and high) 

and the framing variable (positive and negative). This part assures that the direct effects of both 

variables can be interpreted and establishes the effect sizes of the direct effects as compared to 

the interaction effect. 

In the second part robustness checks are performed. In this regard instead of the two-factor-

variance analysis a linear regression approach is considered. 

 

4. Analysis of Anchor and Framing Effects 

 

4.1. Individual and Interactional Effects 

 

Table 1 summarizes means and standard deviations for the willingness-to-buy variable (Likert 

scale, 1 to 8) in the four distinct groups resulting from the combination of the anchor and the 

framing variable. The marginal statistics show that high anchors and positive frames both emit 

a positive effect on the willingness-to-buy whereas in general the means are small with regards 

to the theoretical average of 4.5 showing that toothbrushes are a good that on average does not 

generate significant customer interest and could thus be safely be classified as a low 

involvement good. The values of the means paint a picture which does not indicate any 

significant interaction effects. 
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Table 1 Means and standard deviations for the four groups 

 Positive Framing Negative Framing Marginal Statistics 

High Anchor M = 4.56; SD = 1.97 M = 2.28; SD = 1.38 M = 3.50; SD = 2.05 

Low Anchor M = 3.12; SD = 1.61 M = 1.71; SD = 1.11 M = 2.44; SD = 1.56 

Marginal Statistics M = 3.87; SD = 1.94 M = 2.00; SD = 1.28 M = 2.99; SD = 1.90 

 

The situation where a high anchor is used in a positive frame where the average willingness-to-

buy exceeds the theoretical average. From a marketing point of view this stresses the aspect 

that even with low involvement goods that might be of little initial interest to customers using 

decent anchoring and framing strategies can result in significant results, in particular comparing 

the high anchor - positive frame outcome with the low anchor - negative frame outcome - an 

increase of 2.79 points on the willingness-to-buy scale and thus an increase with regards to the 

maximum of almost 35%. 

Turning to variance analysis to study the impact of the two heuristics and their interaction on 

the willingness-to-buy. Before the variance analysis itself has been conducted preliminary tests 

have shown that the variables are not normally distributed and the variances in the different 

groups are significantly inhomogeneous as is already visible from the statistics in Table 1. In 

addition, the four groups have different sample sizes. To assure that variance analysis still 

provides consistent and unbiased results the Fmax-Test by Tabachnik and Fidell (2007) has been 

conducted showing that the difference in sample sizes between the four sub-groups is 

unproblematic. Steven (2007) strengthens this argument by pointing out that variance 

inhomogeneity only becomes a problem when the sample sizes diverge by a factor of more than 

1.5 which is not the case in this study. 

 

Figure 1 Graphical Representation of the Anchor (left) and the Framing (right) Effect 

 
 

Variance analysis results in the two graphs in Figure 1 illustrating the anchor and the framing 

heuristic. Both direct effects - anchoring and framing - are strictly ordinal - in both graphs the 

lines do not intersect - and the direct effects can thus be interpreted. Additionally, both lines are 

not perfectly parallel suggesting that an interaction effect might be possible. The results from 

the two-factor variance analysis are summarized in Table 2 the last row of the table reports the 

overall results for the corrected model. The effect strength of 0.329 shows that the model 
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consisting of only anchor and framing effect as well as their interaction is able to explain almost 

one third of the variance of the willingness-to-buy. That this is a considerable share is 

established by the highly significant F-test preceding this result. 

 

Table 2 Results - Two-factor Variance Analysis 

Effects F Significance η
p
2 

Intercept 558.694 0.000 0.778 

Anchor 16.493 0.000 0.094 

Framing 55.704 0.000 0.259 

Interaction 3.049 0.083 0.019 

Model 25.982 0.000 0.329 

 

In the rows above it of particular interest are the partial effect strengths of the two direct and 

the interaction effects. With an effect strength of 0.259 the framing effect is clearly the dominant 

factor driving willingness-to-buy alone being able to explain more than one quarter of its 

variance. The anchor effect is roughly 40% the size of the framing effect with an effect strength 

just below 0.1. Both of these direct effects are highly significant at a significance level of less 

than 1%. The interaction effect of a low price anchor combined with a positive framing reports 

an effect size of only 0.019 - about one fifth of the strength of the anchor effect or only 7.3% 

of the framing effect - and thus can only explain about 2% of the variance of the willingness-

to-buy. While at first this looks like a negligibly marginal effect it still is weakly significant at 

a significance level of 8.3%. The weak significance in this context stems mostly from the 

comparatively small number of observations - with the power rule indicating a sample size of 

649 for the effect to become significant at the 5% level. 

This result implies that while framing and price anchors play a significantly more important 

role in determining overall willingness-to-buy there exists an additional non-negligible effect 

of price-based advertisements in the presence of a low price anchor. 

While this already answers the question posed in an earlier section as to the difference of 

advertisements in different price environments it does not provide answers as to the type of 

differences and whether these differences remain stable if socio-demographic characteristics of 

the customers are considered as well. In this course in the next section an extended linear 

regression model is run to assure stability of the reported results. 

 

4.2. Robustness Checks 

 

The base regression model considered in this section uses the z-standardized anchor and 

framing variable as regressors and the willingness-to-buy variable as regressant. 

The base model is extended by including dummy variables for gender (0 male, 1 female), age 

(under 18, 18-24, 25-44, older than 44 - with older than 44 being the reference group) and 

income (0€-500€, 501€-1000€, 1001€-2000€, more than 2000€ - with more than 2000€ being 

the reference group). Table 3 summarizes the results of the five different models run. The first 
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row for each variable reports the coefficient, the second row reports the standard error and the 

third row the corresponding signifance levels, i.e. p-values. For the F-statistic the second row 

contains the p-values of the respective F-test. 

 

Table 3 Results - Regression Analysis 

Variable Model 1 Model 2 Model 3 Model 4 Model 5 

 Base Model Incl. Gender Incl. Age Incl. Income Full Model 

Anchor -0.515 -0.505 -0.508 -0.520 -0.503 

 (0.124) (0.124) (0.120) (0.124) (0.123) 

 (0.000) (0.000) (0.000) (0.000) (0.000) 

Framing 0.929 0.934 0.914 0.935 0.916 

 (0.124) (0.124) (0.121) (0.123) (0.123) 

 (0.000) (0.000) (0.000) (0.000) (0.000) 

Interaction -0.216 -0.222 -0.234 -0.225 -0.235 

 (0.124) (0.124) (0.121) (0.124) (0.123) 

 (0.073) (0.076) (0.055) (0.071) (0.059) 

Gender - -0.212 - - -0.081 

  (0.400)   (0.265) 

  (0.400)   (0.761) 

Age - - 2.369 - 2.117 

(under 18)   (0.688)  (0.786) 

   (0.001)  (0.008) 

Age - - 1.015 - 0.846 

(18-24)   (0.485)  (0.582) 

   (0.038)  (0.148) 

Age - - 0.757 - 0.661 

(25-44)   (0.518)  (0.568) 

   (0.146)  (0.246) 

Income - - - 0.891 0.296 

(less than 500)    (0.391) (0.488) 

    (0.024) (0.545) 

Income - - - 0.489 0.206 

(500-1000)    (0.388) (0.451) 

    (0.209) (0.649) 

Income - - - 0.378 0.094 

(1001-2000)    (0.376) (0.441) 

    (0.316) (0.832) 

Constant 2.984 3.286 2.032 2.507 2.129 

 (0.123) (0.378) (0.461) (0.306) (0.634) 

 (0.000) (0.000) (0.000) (0.000) (0.001) 

R2 0.329 0.332 0.380 0.352 0.383 

F 25.982 19.629 15.948 14.115 9.450 

 (0.000) (0.000) (0.000) (0.000) (0.000) 

 

While the three socio-demographic variables in general do not emit a significant impact on 

overall model quality as the R2 in no model exceeds 0.383 (with its adjusted version never 

becoming larger than 0.356). Thus, it is not surprising that the effect sizes of anchor and framing 

effect as well as the interaction terms remain stable within very narrow bounds. In particular 

the interaction term remains significant in all five models - even though only weakly - implying 
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that though small the proposed effect of advertisements in the presence of low price anchors 

consistently persists. 

Considering the results from the variance analysis in the previous section it does not surprise 

that the framing effect (implemented as 0 representing a negative frame and 1 a positive frame) 

reports a positive sign and the anchor effect (implemented as 0 representing a high anchor and 

1 a low anchor) reports a negative sign. This implementation scheme has been adopted to easier 

interpret the interaction term which is the product of anchor and framing effect (implemented 

as 1 for a low anchor and a positive framing and 0 in all other cases). Referring to the results in 

Table 1 and the signs of the direct effects it does not surprise that the interaction effect also 

reports a negative sign. 

One additional result from the table is worth pointing out. While willingness-to-buy is generally 

higher in younger participants it can be noted that it is the only variable which at least slightly 

reduces the framing effect. This could point to a potential moderating effect that age has on the 

willingness-to-buy as well as on the strength of the framing effects or as it slightly diminishes 

the effect of the anchoring effect as well on the relevance of heuristics in general. The relevance 

of age as a moderator might actually have been even more relevant in the unprocessed data set 

as age is strongly correlated with income and the implemented data set has been specifically 

processed to avoid biases due to changes in income. 

The strong correlation between age and income also explains why income is considered alone 

in model 4 emits an effect on willingness-to-buy while in the total model its effect becomes 

insignificant. 
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5. Conclusions 

 

The present study considered the anchor and the framing heuristic introduced more than four 

decades ago by Kahneman et al. (1974). Opposed to most of the previous studies where anchor 

and framing heuristic have been studied separately and in designs that did not come close to 

field experiments this study proposes first results for an interaction of anchor and framing 

heuristic if considered together. The impact sizes of both heuristics have been compared 

implying that the framing heuristic is significantly more important - by a factor of about 2.5 - 

with regards to willingness-to-buy as compared to the anchor heuristic. The interaction effect 

generated via the interplay of both variables even though rather small by itself - only one fifth 

of the effect of the anchor heuristic nevertheless plays a consistent and relevant role in 

explaining the overall willingness-to-buy. 

Applied to the underlying business situation of price-oriented advertisements it has been 

established that advertisements / price reductions under established low or high price anchors 

or in consistently low or high price environments work significantly different than those in 

environments with no specific price structure. 

In this context this study might act as an initial impulse with regards to the question whether it 

is the difference of high and low-price environments that affect the differences in advertisement 

effectiveness per se or whether classical high or low price suppliers might even be furthermore 

divided into sub-groups and in how far the arguments by Hardie (1993) hold and effects are 

weaker in environments with consistent low or high price structures. 

Even though it operates only as a first initial impulse it provides valuable insights for 

advertising professionals operating where either the environment or specific measures like 

recommended retail prices have already established price anchors in customers. 

The study operates under the caveat that a focus is put on only two aspects of the price 

evaluation process. Considering Monroe (1990) where a larger number of impact factors are 

discussed the two heuristics considered reflect only a small share. Nevertheless, as shown in 

the preceding analysis this selection of only two heuristics already manages to explain roughly 

one third of the willingness-to-buy. 

Additional research is furthermore required in testing whether the uttered willingness-to-buy 

translates into the concrete act of buying the product more frequently. 

While the study aimed at providing a cross-section of the German population it still falls short 

in particular with regards to older participants. It would thus be a valuable addition to this study 

to extend it to the group of older people - aged 65 and up. In the same direction it can be argued 

that while this study aims to mirror the online shopping situation it still is no full-fledged field 

experimental design and especially suppliers in low or high price environments might be 

interesting in how far these results will hold in the field. 
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