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Consumer Self-Control and

Marketing Implications

This research investigates the marketing implications of consumer self-control between hedonic and
utilitarian products. Specifically, this research examines the impacts of 1) decision strategy (heuristic vs.
cost-benefit analysis), 2) decision interruption, and 3) product categorization and product placement on
consumers’ choice between hedonic and utilitarian products. This research further examines 4) the
impact of effort on consumers’ willingness-to-pay for hedonic vs. utilitarian products and 5) the impact of
product type (hedonic vs. utilitarian) on the effectiveness of different bundle pricing strategies
(consolidated pricing vs. partitioned pricing vs. freebie pricing). Results from multiple experiments are
presented and their marketing implications are discussed.
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