
Discretionary disclosures of quantitative product attributes often 
vary across products. For example, one brand of milk may feature 
their protein content on the package label, while the other does not.  
How would such asymmetric disclosures affect consumer choices? 

We predict that consumers will be sensitive to the mere presence 
of a quantified claim, preferring a product making an attribute 
disclosure regardless of the substance (e.g., high vs. low value of 
the attribute). 

Across five pre-registered studies, we find a robust mere-presence 
effect, in which consumers judge products more favorably when a 
quantitative quality-relevant attribute is disclosed, even when the 
quantitative information is not evaluable and does not affect 
choices. 

Results suggest that consumers fail to recognize the lack of 
evaluability and edit out the attribute, instead seemingly relying on 
an “if it’s disclosed, it must be good” heuristic. Our findings 
demonstrate that information disclosure may impede, rather than 
facilitate, consumers’ judgments of product quality.

“If it’s labeled, it must be good!”
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SUMMARY

Please direct your comments and questions to Jiaqi at 
Jiaqi.yu@chicagobooth.edu. 
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Study 4 (“Debiasing”: Information-based comparison)

How is consumer choice influenced by the presentation of quantifiable 
attribute?
How do asymmetric disclosures affect consumer choices?
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Vitamin D information disclosed on both products 
A low value on the protein-present product and a high 
value on the protein-absent product
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