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 Effort can add value to a product (for a summary 

see Inzlicht et al., 2018).  

 According to the IKEA effect, consumers value 

objects that they build themselves more highly and 

show a higher willingness to pay compared with 

non-builders (Norton et al., 2012).  

 Effort increases the attractiveness of loyalty 

programs (Kivetz & Simonson, 2003) and 

consumers’ choice of vice over virtuous rewards in 

loyalty programs (Kivetz & Simonson, 2002; Kivetz 

& Zhen, 2006).  

 We adapt these findings and apply them to the 

context of discount coupons. Due to the value-

enhancing role of effort, we expected that 

consumers would be more likely to redeem a 

discount coupon and spend more money with a 

discount coupon after exerting high (vs. low) effort 

to receive it.  

 
Across two experimental studies (one field study), the 

authors find that the effort with which consumers 

receive discount coupons can be an effective strategy 

to influence (1) consumers’ likelihood to redeem a 

discount coupon and (2) the revenue generated from a 

promotional activity. Despite prior findings on the 

impact of effort on consumer judgment and decision 

making, the authors are the first to explore downstream 

consequences that can arise as a result of effort in the 

context of price discounts.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Results:  

 Average spending with the discount coupon in the high (vs. low) effort condition was 5.60% 

higher (Mhigh = 2.83€, SD = 0.59 vs. Mlow = 2.68€, SD = 0.44; t(169) = −1.71, p < .09). 

 

 Consumers purchase higher value products after exerting high (vs. low) effort to receive (the 

same) discount coupon.  

 Consumers showed increased willingness to redeem a discount coupon after exerting high (vs. 

low) effort to receive the discount coupon.  
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Design:  

 Participants (N = 274, MTurk) were randomly assigned to one of two conditions in a 2 (effort: low 

vs. high) between-subjects design.  

 After completing one of the versions of a spot-the-difference task (identical to Study 1), 

participants indicated how likely they would be to redeem the coupon on a target product (i.e., 

Product XY) (1 = not at all higher, 9 = very much higher) (α = 97).  
 

Results:  

 Participants in the high (vs. low) effort condition were more likely to redeem the discount coupon 

(Mhigh = 6.64, SD = 1.86 vs. Mlow = 6.19, SD = 1.85; t(272) = −2.01, p < .05).  

Study 1 

 A pretest (N = 70, Mturk) confirmed 

that the high effort version of the spot-

the-difference task was evaluated as 

significantly more effortful (M = 6.12, 

SD = 2.04) than the low effort version 

(M = 3.86, SD = 2.31; t(68) = −4.32, p 

< .001).   

Design:  

 Participants (N = 189, customers of a local café) completed a spot-the-difference-task to 

receive a 25% discount coupon.  

 Participants either had to find two or eight out of eight differences between two pictures (see 

Figure below).  
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