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Uncertain Promotion:
Chance to get a 
product for free

Sure Discount:
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expected value
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Our New Theory: 
Size of  the Sure Discount

Consumers are more likely to prefer an 
uncertain promotion to a sure discount 

when the sure discount feels small. 

For example, when:
The price of the product is small (Study 1) 
The context makes the sure discount feel small
The sure discount feels small, because it is 

framed in %, not $
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Summary of  Findings

Consumers are more likely to prefer an 
uncertain promotion to a sure discount 

when the sure discount feels small. 

For example, when:
The price of the product is small (Study 1) 

The context makes the sure discount feel small
The sure discount feels small, because it is 

framed in %, not $
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