
Results

Pilot study
Results: People consider high-saturated products more 
effective than low-saturated products. 

Study 1
Result: Consumers in time scarcity condition chose more high-
saturated products (M = 2.62) than those in the control 
condition.

Introduction

Given the prevalence of the phenomenon of time 
scarcity, it is not surprising that time scarcity has 
received more and more attention in consumer and 
marketing research (e.g., Zhu, Yang, and Hsee 2018). 
While, only few researchers investigated how 
consumers under time scarcity make decisions based 
on the visual information. The current paper looks at 
how time scarcity shapes consumer visual decision 
making, specifically based on color saturation. 

When facing time scarcity, consumers are motivated 
to be productive, making progress, and accomplish 
more in less time (Keinan and Kivetz 2011). This 
motivation to use time more efficiently and 
productively, given the time shortage, is likely to lead 
consumers to develop a strong need for product 
efficacy. In the current research, we argue that 
product’s visual appearance, more specifically color
saturation, could be a source for consumers’ 
inference of product efficacy. 

Color saturation began to receive more and more 
attention in consumer research (e.g., Hagtvedt and 
Brasel 2017).Consumers could make inference of the 
intensity of functional ingredients or elements within 
the product based on the perceptual intensity of 
color. Given that the intensity of functional 
ingredients and elements within a product is usually 
correlated with product efficacy, consumers are likely 
to believe that products with high saturated colors
are more efficacious, than products with low 
saturated colors. 

Taken together, we formally hypothesize the 
following:

H1: Time scarcity will increase consumers’ 
need for product efficacy, which results in more 
favorable attitudes toward products with high 
saturated colors. 

H2: The effect of time scarcity on color 
preference will be moderated by maximizing 
versus satisfying orientation.  

Methods

Pilot study:
2 saturation condition (high vs. low), 132 
participants from Mturk
Measure: evaluation on product efficacy.(seven-
item scale, 9-point)

Study 1:
2 time scarcity condition (time scarcity vs. control),  
132 participants from Mturk.
Measure:
Preferences towards two products with high and 
low saturation package;

Study 2：
2 time scarcity condition (time scarcity vs. control),  
169 participants from Mturk
Measure: 
Preferences towards two products with high and 
low saturation package;
Need for efficiency motivations (three-item scale, 
9-point);
Maximizer and Satisficer Scale

Discussion
The current research shows that 
consumers prefer high-saturated color 
products than low-saturated color 
products when facing time scarcity. 
This research contributes to the 
existing time scarcity literature by 
providing more insights into the 
process how individuals make 
decisions based on product 
appearance. Companies which 
manufacture effective products can 
use our finding to promote by 
emphasizing color saturation features. 
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Study 2
Result: Consumers in the time scarcity condition prefer more 
high-color-saturated energy drink rather than low-color-
saturated energy drink than those in the control condition. 
This effect is further found to be mediated by consumers’ 
need for efficacy and moderated by the participants’ 
maximizing versus satisfying orientation.
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