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Supererogation: Analyzing the Effects of Fault 
Revealing on Seller Profits 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Key question: 
Do supererogatory acts lead to higher seller profits? 
 

Revealing of product fault by seller to buyer, is being 
considered to be an act of supererogation. 
 

Theoretical background: 
In a marketplace, sellers usually possess more product 
information than customers, leading to situations of 
information asymmetry. In such a situation, a customer 
might have difficulty differentiating between high and 
low quality products (Connelly et al., 2010).Stable 
long-term relationships are likely to form with buyers 
and sellers assured of the ethical character of each 
other (Sommers, 1997). 
 

Organizations continue business with those suppliers 
with whom they have established relationships, despite 
having cheaper and/or higher-quality suppliers 
(Barney & Hansen, 2006). 
 

Gap: 
There is limited literature depicting the impact on 
profitability of particular ethical practices that may 
serve as signaling mechanisms (Zerbini, 2017) to 
indicate honesty. 

This empirical study explores whether a particular case 
of supererogation, where seller reveals product faults 
to a buyer, leads to higher seller profits. 

Method: 
2 (product fault: high vs. low) x 2 (frequency: high vs. 
low) experimental design. 
 

131 undergraduate participants purchased products in 
30 consecutive rounds in an online game. They 
purchased from either Brandon or Joshua – one honest 
seller who revealed faults and one dishonest seller who 
did not. After a player’s purchase decision would be 
completed in a given round, the game would inform 
the player whether the smartphone purchased was 
faulty or not. 
 

Across product fault conditions, a low degree of fault 
corresponded to a refurbished product, whereas a high 
degree of fault corresponded to a replica product. 
Across frequency conditions, during high frequency 
condition, faulty products appeared 50% of the time 
during the play at randomly selected rounds; and 
during low frequency condition, faulty products 
appeared 25% of the time during the play. 
  

We also ran logistic regressions with a series of 
progressive logit models beginning with the following 
baseline case, where Honest is a dummy variable 
indicating a subject’s decision to purchase from the 
more honest seller.  

Findings:  
Brandon’s (the honest seller’s) profits were higher in 
spite of  

* indicates p-value <.01; ** indicates p-value <.001. In (1), gender (p-
value .546) was not significant. 
-- indicates variable was omitted in regression model. 

 MLE(1) MLE(2) MLE(3) MLE(4) 
LOSS 1.407** 1.410** 1.411** 1.408* 

FREQUENCY 1.843** 1.979** 2.052** 2.042** 

LOSSFREQ .645* .644* .644* .636* 

ROUND 1.031** 1.029** 1.029** 1.030** 

GENDER 1.048   1.048   1.048   1.038   
FAULTBRND -- .776* .764* .784* 
LASTFAULTBRND   .874 .877 
LASTFAULTJOSH -- -- -- 1.272* 

RESENTJOSH -- -- -- .462** 

The yogurt you are 
buying, expires 

tomorrow. 

Supererogation is the exercise of freedom by agents 
to sacrifice their personal good for the good of others 

without any obligation to do so (Urmson, 1958). 
 


