
Salience of opportunity costs at the 
time of choice can accelerate satiation 
from a focal option.

The effect replicates in an incentive-
compatible design and is stronger 
when opportunity costs considered 
are more attractive. 

An Amazon versus art.com gift card brings 
relatively more attractive outside options to 
mind, which increases perceived repetition and 
leads to faster satiation from an art print. 

Listing the worst in addition to the best use 
made the best use seem more attractive by 
comparison, accelerating satiation. 

Research Question: Does considering alternative options influence 
the decline in enjoyment of the focal option?
If so, when and why?
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S T U D Y  2
Opportunity cost reminder: Explicit, Implicit

Same design, measured in an incentive compatible way 
(i.e.,a chance at winning a $10 bonus that can be spent to 
buy the focal option).

Explicit: You will view an 
art print, then choose 
whether to buy it or not 
buy it and instead save 
$20 for other purchases.

Implicit: You will view 
an art print, then 
choose whether to 
buy it or not buy it.

S T U D Y  1
Opportunity cost reminder: Explicit, Implicit

art.com: Imagine you 
have a $20 gift card 
from art.com and 
encountered a $20 art 
print.

S T U D Y  3
Retailer: amazon.com, art.com

amazon.com: Imagine 
you have a $20 gift 
card from amazon.com
and encountered a $20 
art print.

View and rate the 
art print  12 times.

• Write three things that you could buy with your gift card instead. 
• Report the best alternative use.
• Report whether it was more attractive than the art print. 

S T U D Y  4
Listing: Best use, Best + Worst Use 
Best+ Worst Use: 
Imagine you have a 
$10 Amazon gift card 
and came across an art 
print. List the product 
category that provided 
the best and worst 
alternative uses of 
their gift card.

Best Use: Imagine you 
have a $10 Amazon 
gift card and came 
across an art print. 
List the product 
category that 
provided the best 
alternative use of 
their gift card.

Additional Notes
• X axis denotes iteration, Y axis denotes enjoyment rating.
• Dashes[straight line] denote the implicit [explicit] opportunity cost in Studies 1-2, 

art.com[amazon.com] in Study 3, best use [best+worst use] in Study 4.

Contribution: Decisions require consideration of the alternative uses for one’s resources, yet people often 
neglect them. In this study, we show that considering alternative uses while sampling a focal option accelerates 
hedonic decline when consumers must make a purchase decision. When opportunity costs are explicit versus 
implicit, deciding whether to buy a focal option feels more like a choice. Consumers infer their tastes from their 
choices. Hence, by making the decision feel more like a choice, reminders of opportunity costs will inform the 
ongoing enjoyment of a focal experience more. Accordingly, deciding to not buy a focal option when the 
opportunity costs are explicit (vs. implicit) will accelerate hedonic decline from it by leading consumers to infer 
that they must not be enjoying it after all. This effect is stronger when opportunity costs are more attractive.

View and rate the 
art print  8 times.View and rate the 

art print  8 times.

View and rate the 
art print  12 times.
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