
Hypotheses

Initial choice deferral (vs. no deferral) will…

1. …increase decision confidence, as it provides a 
short-term relief from having to make a choice (e.g., 
Ferrari 2001; Tice & Baumeister, 1997; Van Eerde, 2003)

2. …prompt greater choice deferral on subsequent 
decisions (i.e., deferral momentum)

3. …be moderated by decision domain, as 
deferring related decisions should be more aversive 
(Anderson, 2003) than deferring unrelated decisions

Study 1: Subsequent deferral

Stimuli: Digital camera purchase decision 
(adapted from Dhar & Nowlis, 1999)

Measures: Sequential purchase decisions (cars, 
laptops, apartments, and vacations;
adapted from Dhar & Nowlis, 1999)
Sequential decision confidence
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Consumers often put off making 
decisions to a later time

Many antecedents of choice deferral 
have been identified (e.g., Dhar, 1997; Dhar 
& Nowlis, 1999; Etkin & Ghosh, 2018; Novemsky et 
al., 2007)

Less known what happens after
consumers have put off making a 
decision (Tykocinski et al., 1995; Tykocinski & 
Pittman, 1998)

What is the impact of choice deferral 
on subsequent decisions?

Study 2: Consumer self-confidence

Stimuli: Smartphone screen repair 
scenario (defer vs. not)

Measure: Consumer self-confidence scale, 
Personal Outcomes dimension 
(Bearden et al., 2001)

Study 3: Decision domain
Stimuli: Smartphone screen repair 

scenario (defer vs. not)

Measure: Purchase decision in related 
(headphones) or unrelated 
(luggage) domain

N = 115; F (1,114) = 5.38, p < 0.05
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N = 208; β =-1.95, SE = 0.43, Wald’s = 6.88, p < 0.01
Related: χ2(1) = 4.18, p < 0.05
Unrelated: χ2(1) = 3.11, p < 0.1

Summary of Findings

Initial choice deferral (vs. no deferral)…

- increases consumers’ propensity to defer 
subsequent decisions

- moderated by the relatedness of the 
decisions’ domains

- increases consumers’ decision confidence

- mediates the deferral momentum effect

Contact Information

For references, questions, or comments:

tanya.singh@mail.concordia.ca
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N = 275; F (1,274) = 29.57, p < 0.001
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N = 275; F (1,274) = 8.31, p < 0.01

7.44 7.92

1

3

5

7

9

No deferral Deferral

M
ea

n 
C
on

fid
en

ce

Mediation: Initial deferral (X), Mean decision confidence (M), 
Sum subsequent deferral (Y); 95% CI [.02; .21]
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