The Effect of Choice Difficulty on Consumption of the Selected Alternative
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» Choice difficulty leads to different inferences about the attractiveness
of the selected alternative.!

* Choice difficulty undermines choice confidence (i.e., how good the
selected alternative is).2

* Reduction in choice confidence increases motivation to acquire more l
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Conclusion

A button will appear at the bottom of the page close to the end of the video clip. Jaenyclote waie i the xideo cipl,|

Click the button once you have finished watching the video clip.

information.®

* The relationship between choice difficulty and choice confidence is
nuanced.

« What people infer from their experience of choice difficulty (i.e.,
diligence vs. lack of information) affects their choice confidence, which
affects their subseguent motivation to acquire more information about
the selected alternative.

Theoretical Framework

Positive Inference

High Choice Confidence

“I carefully considered
all information”

“I made a good choice”

Choice Difficulty

At this moment, how much are you enjoying this video clip?

Do you want to continue watching this video clip?

Negative Inference Low Choice Confidence s s s e e e = - This motivation to acquire more information leads to increased
> consumption of the selected alternative.
“Il did not have enough “I made a bad choice”
information.”
Results: Study 1
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Inference Making

Low Choice Confidence Increased Consumption

B = -1.8840, p=.07

“I need to know more.”
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