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¨ Introduction
• Spending money on pleasure often incites internal 

conflict because of the guilt that we may be 
overindulging (Kivetz and Simonson, 2002). 

• Prior research has shown that the justification of 
self-reward through effort increases purchase 
intentions of hedonic goods by reducing guilt (e.g., 
Kivetz and Simonson 2002; Okada 2005).

• In contrast, a few studies have shown that the 
justification effect of donations—for example, a 
product bundled with a promise of charitable 
donation—can increase likelihood of purchasing a 
hedonic product (e.g., Strahilevitz and Myers 1998). 

• Although both marketing approaches may facilitate 
hedonic consumption by providing a valid 
justification, there has been very little empirical 
research on which of these two forms of justification 
processes (i.e., self-driven vs. other-driven) is more 
effective.

¨ Study 1 & Study 2

• Objective: Examine how self-reward strategy and 
donation strategy influence consumers’ intention to 
purchase a product with a hedonic versus utilitarian 
motive.

• Participants: 334 US participants recruited from 
Prolific (Study 1); 359 US participants recruited from 
Amazon’s MTurk (Study 2).

• Stimuli: Online coding course with utilitarian and 
hedonic motives for Study 1; Gaming console and 
vacuum cleaner for Study 2.

• Procedure: Measure participants’ willingness to 
purchase the product.

¨Study 3

• Objective: Investigate which strategy customer 
prefer when they can freely choose between the 
two.

• Participants: 388 US participants recruited from 
Amazon’s MTurk.

• Stimuli: Four hedonic conditions and one utilitarian 
conditions, with both motives presented for each 
condition.

• Procedure: Measure participants’ willingness to 
purchase the product and their choice of the 
justification (Self-reward vs. Donation) which is 
most appealing to them.

¨ Study 1 & Study 2 Discussion

• Study 2 Result Plot:

• In both Study 1 and Study 2, the interaction between 
the motive and justification terms was significant; 
specifically, the self-reward justification was less 
effective than the donation justification in the hedonic 
condition. This result suggests that self-reward and 
donation justification strategies may differ in their 
effectiveness.

• We found the same pattern in both Study 1 and Study 2. 
The different strategies, however, did not significantly 
differ in the utilitarian condition, possibly because 
hedonic consumption requires a stronger justification 
(Prelec and Loewenstein 1998).

¨Study 3 Result & Discussion

¨Conclusion & Discussion

¨References

• The hedonic conditions were pooled because the 
pattern of results did not differ between conditions 
(ps>.42). 

• We found a significant interaction between the 
motive and justification(p=.008).

• This result demonstrates that even when consumers 
were given both justification strategies, those who 
chose to primarily use the donation justification were 
more likely to purchase the hedonic product.

• Study 1 and Study 2 provide evidence that the self-
reward justification is less effective than the donation 
justification when consumers evaluate their buying 
intentions of hedonic products.

• Study 3 further investigated which strategy 
consumers actively prefer and showed that when 
they were exposed to both strategies, they were 
more likely to choose the self-reward justification for 
hedonic consumption, but those who chose the 
donation justification were more likely to purchase.

• Our results suggest that marketers of hedonic 
products may be better off by presenting prosocial 
(or other-focused) messages to increase purchase 
intentions rather than using messages of self-reward, 
which seems to be more frequently used by both 
marketers and consumers in the marketplace. 

• A limitation of the current studies is the lack of a 
neutral, control condition to compare the two 
strategies’ effectiveness. 

• Future studies are planned to show process 
evidence and replicate the findings with neutral 
control conditions.
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