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Consumers tend to overlook personally relevant objectives when making decisions1. Translating product characteristics into a variety of related attributes 
may help consumers overcome this tendency by providing decision signposts that (1) activate latent personal objectives, and (2) direct towards choice 
options that are most congruent with these objectives2.

How do attribute translations affect purchase decisions?
The aim of the current study was to investigate the basic principles underlying the effects of attribute translations on purchase decisions in the energy 
domain. To this end, we we compared the behavioral and cognitive effects of different types and formats of attribute translations on individuals’ decision 
making.

BACKGROUND

Attribute translations effectively guide consumers towards purchase decisions that are in line with their values and objectives, supporting the proposition 
of a signpost effect2. This effect seems to stem from changes in individuals’ information acquisition processes, which direct attention towards choice 
options that are most congruent with individuals’ objectives. The type of attribute translations appears to play a crucial role in eliciting both behavioral 
and cognitive effects, while the mere number of superior product attributes in the presence of attribute translations appears to be less relevant. 
Future research will further disentangle the behavioral and cognitive effects of different presentation formats of attribute translations, such as the 
difference between numeric and evaluative information. 

DISCUSSION

General procedure 
Participants engaged twice in a series of choices between two washing machines. Choice options were first described in terms of their price, energy 
and water consumption, and popularity. In a second session, the same product descriptions were then complemented by attribute translations. Using 
the process tracing tool MouselabWEB3, participants’ choices along with the duration and frequency of each attribute inspection were recorded. This 
information was used as a proxy measure for the attention participants directed towards each product attribute. 

Type of translation of energy and water consumption 
» Economic interest: operating costs
» Environmental interest: carbon emissions, rating of environmental friendliness 

Number of attribute translations
» Number of superior product attributes unbalanced vs. balanced

METHODS

2 weeks

Attribute translations absent Attribute translations present
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Figure 1. Proportion of ecological product choices in absence and 
presence of various translations of energy and water consumption.
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Figure 2. Probability of ecological product choice as a function of envi-
ronmental values in the absence and presence of attribute translations.
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Figure 3. Average acquisition duration for non-ecological and ecological 
product options as observed for each type of attribute translation.


