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• Minimum Purchase Requirement (MinPR) deal is a form of sales

promotion that asks consumers to meet a requirement to redeem a

benefit, for example, “$10 off for every $50 spent” (Huang &

Yang, 2015; Yoon & Vargas, 2010).

Background

Methods

Study 1: Total Expenditure as A Function of Regulatory Focus 

and Usage of MinPR deal

Results

Findings

• Promotion focus motivates consumer to spend much more than 

prevention focus when consumers choose to use a MinPR deal. 

However, if consumers decide not to use such deal, their 

expenditures are not much different (Study 1 and 2). 

• Consumers’ decision making of whether to use the deal is not 

affected by their regulatory focus. The reason for this effect is 

that prevention-focused consumers have higher levels of 

concerns and suspiciousness towards the deal, and such 

persuasion knowledge limits their expenditure (Study 3). 

• Finally, social identity norms increase prevention-focused 

consumers’ expenditure when they use a MinPR deal, because 

social identity norms lower the concerns of persuasion 

knowledge towards deal’ intentions (Study 4). However, social 

identity norms do not increase promotion-focused consumers’ 

expenditure.
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Studies Purpose Design DV Context Participants

Study 1 Interaction of RF and 

MinPR usage on payment

2 (RF) X 2 (accept vs. 

reject deal)
Total payment Furniture 130 participants from 

Amazon MTurk

Study 2 Robust finding of the 

interaction effect in S1

2 (RF) X 2 (accept vs. 

reject deal)
Total payment Soft drink 320 participants from 

Prolific

Study 3 Examine mediator effect 2 (RF) X 2 (accept vs. 

reject deal)

Total payment,

Persuasion Knowledge
Health & beauty 432 participants from 

Prolific

Study 4 Examine moderating 

effect of social identity 

norm

2 (RF) X 2 (accept vs. 

reject deal) X 2 (social 

identity norm vs. without)

Total payment Health & beauty 809 participants from 

Prolific

Theoretical Framework

• One stream of MinPR studies suggests that consumers reach

MinPR because they counterfactually think about what would

happen if they do not redeem the deal. When consumers do not

meet the minimum purchase requirement, they automatically

imagine what might have been better - Consumers could imagine

that if they had bought more to reach the MinPR for the deal

benefit, they might have been happier (Yoon & Vargas, 2010).

• Another stream of research has claimed that MinPR promotion

can increase the purchasing quantity because of the external

reference set by MinPR (Wang & Yang, 2014; Wansink, Kent, &

Hoch, 1998). Anchoring theory suggests that setting an anchor

per se increases the possibility that consumers will purchase the

suggested amount (Wansink et al., 1998). The setting of MinPR

indicates consumers’ expenditure by embedding an internal

anchor.

• Previous studies have focused on why consumers choose to use a

MinPR deal (Yoon & Vargas, 2011; Yoon & Vargas, 2010), yet

few have examined consumer’s shopping behavior after they

choose to use an MinPR deal (e.g., Wang & Yang, 2014).

• Hypothesis 1: When accepting the MinPR deal, prevention-

focused consumers spend less than promotion-focused

consumers. Whereas, when rejecting the MinPR deal, there is no

difference between prevention and promotion-focused

consumers in their expenditure.

• Hypothesis 2: When accepting the MinPR deal, prevention-

focused consumers spend significantly less than promotion-

focused consumers due to an enhanced persuasion knowledge.

• Hypothesis 3: When accepting a MinPR deal, prevention-

focused consumers will spend more when a social identity norm

is presented (vs. not). Whereas the presence of social identity

norms does not affect the expenditure of promotion-focused

consumers.

Conclusion

• Contribution - We contribute to literature by 1) identifying and 

explaining consumer behavior after choosing to use a MinPR 

deal based on their self-regulatory orientation, 2) theoretical 

explanation (persuasion knowledge) on the negative effect of 

prevention focus on consumer expenditure in the presence of a 

MinPR deal, 3) social identity norms are effective in boosting 

the purchase behavior of prevention-focused consumers, 

because they can reduce the persuasion knowledge level 

towards the deal.

• Application - Retailers might need to consider consumers’ 

regulatory focus (detected by purchasing and search history) in 

order to further boost revenue via MinPR deals.
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