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Abstract

In two studies, we investigated the influ-

ence of option complexity (i.e. number of 

outcomes) on valuations and choice. We 

found that complexity was disliked 

especially in choice (-7.5% value), but also 

in valuations (-3.3% value). 
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Introduction

Previous research revealed that comp-

lexity is disliked in risky choice [1,2,3] and 

potentially also in valuations [4,5]. The 

consistency of the effect and the 

underlying mechanism are unclear. We 

investigated:

(i) if complexity aversion exists in 

judgment and choice,

(ii) if so, what the underlying mechanism 

is (not on this poster) and

(iii) which individuals within the population 

are most affected by it.

Methods

Risky Lotteries matched on EV (expected value), 

variance and skewness.
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Results

Main Effects (Bayesian MLM):

Study 1: No effect of complexity on valuation. 

Study 2: Negative effect of complexity on 

valuation and choice. 

Moderator (Interaction in Bayesian MLM): 

Study 2: Cognitive Ability moderates the influence 

of complexity. No complexity aversion at cognitive 

ability level of 6 in choices and 4 in valuations.

Study 1 (n = 112):

Valuations, marketing 

students

Study 2 (n = 279) :

Valuations, Choice & Cogni-

tive Ability (HMT-S [6], α = 

0.65), strat. nat. sample

Effect on 

Choice

Individual agg-

regated data 

(n = 279) for 

choice in study 

2. Overall M = 

0.38, 95% CI 

[0.35, 0.40]. 

Arrows denote 

95% CI based 

on std. errors.

Cognitive Ability and

Valuation

Descriptive plot for 

cognitive ability and 

complexity aversion in 

valuation based on 

individual aggregated data. 

Arrows denote 95% CI 

based on std. errors.

Discussion / Conclusion

• Complexity aversion exists in choice and to a 

lesser degree in valuations.

• Complexity affects people with higher cognitive 

ability less (e.g. university students).

• Ideally, experiment designs should control for 

complexity to avoid bias.
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