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This Master’s thesis is written by two Marketing students of the Erasmus University in 

Rotterdam. Since the very beginning of our university career in 2005, we have worked 

together in many different project teams for many different courses. When we were 

informed students are strongly advised to write their thesis in teams of two, it was 

obvious that we would collaborate. 

 

From November 2006 onwards, we have discussed many subjects for 

our thesis, until we came across a video of an interesting talk at the 

TED (ideas worth spreading) conference. It was American 

psychologist Barry Schwartz who inspired this subject when he 

presented his view on the belief that freedom of choice leads to 

personal happiness. He passionately explained this belief may be 

erroneous. After watching the presentation and reading literature on the subject, its core 

ideas founded the basis for our thesis. 

 

This thesis is our final effort towards finishing our education, at last, in the form of an 

MSc degree in Business & Economics at Erasmus University. Therefore, an expression of 

gratitude is in order. A special word of thanks goes to our friends and especially our 

families (Kees, Annemieke, Yasmin and Peter, Mimi, Marieke, Heleen and Ellen) for 

their good and bad advice, as well as their unrelenting support. We are also very pleased 

with the support, tips and process supervision over the last few months of Benedict 

Dellaert, assisted by Remco Prins. Finally we would like to thank everyone who took the 

time and effort to participate in our online experiment. 

 

Rotterdam, 1st of August 2007 

 

Casper Mooyman 

Jeroen Visser
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Evidence has been growing that, in contrast to intuition, larger assortments may not lead 

to more consumer satisfaction. In fact, it has been stated that once the size of an 

assortment crosses a certain optimum, more options decrease consumer satisfaction 

(inverted U-shape). Reasons for this are paralysis, anticipated regret, experienced regret, 

increased expectations, information overload and increasing opportunity costs.  

 

Because not all people have the same personality, there may be a difference in how 

different types of people cope with large assortments. Consumers who tend to look for 

the very best (maximisers) may be more susceptible to the detriments of large choice sets 

than those who merely satisfice. 

  

This study has found evidence for the existence of the inverted U-shape relationship 

between the size of an assortment and the consumer satisfaction that was experienced. 

Results indicate that the optimum assortment size lies somewhere between 12 and 24 

items. Also, contrary to expectations, a similarly shaped relationship was found with 

regard to satisfaction that consumers anticipated from different assortment sizes. The 

optimum for anticipated satisfaction lies between 12 and 30 items, so consumers’ eyes 

are slightly larger than their stomachs. 

 

Although both maximisers and satisficers experience greatest satisfaction with medium 

assortments, a difference in personality was also found. Closely following the medium 

assortment, maximisers have a preference for large assortments and satisficers prefer 

small assortments.  

 

In order to decrease the negative effects of a large assortment, but still offer extended 

choice, a recommendation agent appears to be a very effective tool. Although both 

personality types have a preference for recommendation agent driven assortments, the 

positive effects of a recommendation agent on satisfaction are stronger for maximisers 

than for satisficers.
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Er zijn steeds meer aanwijzingen dat, in tegenstelling tot wat men zou verwachten, 

grotere hoeveelheid aan keuze niet leidt tot grotere consumententevredenheid. Er wordt 

zelfs gezegd dat te grote assortimenten een negatieve invloed kunnen hebben op 

tevredenheid. Grafisch kan dit worden weergegeven als een omgekeerde U-vorm. De 

redenen voor deze, tegenintuïtieve, relatie zijn verlamming, verwachte spijt, ervaren spijt, 

toegenomen verwachtingen, te veel informatie en toenemende zgn. opportunity costs. 

 

Omdat niet alle mensen dezelfde persoonlijkheid hebben, zou er een verschil  kunnen zijn 

in hoe verschillende typen mensen omgaan met grote assortmenten. Consumenten die 

altijd proberen het allerbeste te vinden (maximisers) zouden wel eens meer vatbaar 

kunnen zijn voor de negatieve effecten van grote hoeveelheden keuze dan mensen die 

minder eisen stellen (satisficers). 

 

In deze studie is de omgekeerde U-vorm relatie tussen assortmentsomvang en ervaren 

consumententevredenheid bewezen. De resultaten wijzen erop dat het optimum 

assortiment tussen de 12 en 24 opties bevat. Dezelfde vorm werd, onverwacht, ook 

gevonden voor de relatie tussen omvang en verwachte tevredenheid. In dat geval ligt het 

optimum tussen de 12 en 30 opties. De ogen van de consument zijn dus iets groter dan de 

maag. 

 

Zowel maximisers als satisficers prefereren een middelgroot assortiment. Met betrekking 

tot kleine en grote assortimenten is er wel een verschil. Na het middelgrote assortiment 

zijn maximisers meer tevreden met een groot assortiment, terwijl satisficers tevredener 

zijn met een klein assortiment. 

 

Voor beide typen consumenten kunnen de negatieve effecten van grote assortimenten 

beperkt worden door gebruik te maken van een recommendation agent. Zo kan toch veel 

keuze worden aangeboden. De positieve effecten hiervan zijn zelfs wat sterker voor 

maximisers dan voor satisficers.
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Many outlets advertise the fact that they have the widest variety of choices available to 

the consumer. They communicate this because most consumers think: “the more choices 

I have, the better”. In our culture of democratic, economic and personal liberalism, that’s 

what your intuition tells you.  

 

This intuition is based on the neoclassical assumptions that people have rational 

preferences, maximise utility and act on full and independent information. Rational 

choice theory and the concept of homo economicus follow from these assumptions. In 

fact, if you are a homo economicus – who rationally makes a choice based on full 

information – how can increased choice lead you to be worse off? Your chance of finding 

an option that perfectly fits your preferences increases with every item added to the set of 

options. However, there might be truth in the words of Pulitzer Prize winner Edna Ferber 

(1885 – 1968): “Perhaps too much of everything is as bad as too little.” 

 

Imagine you have decided to go out for dinner. You will immediately have to make some 

choices. What type of food do you want? Would you like to visit a French, Chinese, 

Japanese, Italian, Mexican, Caribbean, Moroccan, American or Greek restaurant? Let’s 

pick Chinese. In Rotterdam alone, you will find well over 70 Chinese restaurants. One of 

them is called City Palace. You and your companion take a seat there, order some drinks 

and are handed the menu. City Palaces’ menu lists over two-hundred-and-fifty food items 

ranging from pang sit to Peking duck, from spare-ribs to shrimp and from eggs to egg 

rolls. Good luck picking your favourite dish from that list. 

 

Over the last couple of years, evidence has been growing that more choice does not 

automatically lead to more satisfaction or happiness. This thesis researches how the 

number of, and difference between, options can influence satisfaction with that choice. 

The remainder of this chapter will cover the problem definition, research question, 

relevance of the thesis and its structure.  
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When people make a choice from an extensive choice set, they tend to be less motivated 

to choose, less willing to buy and less satisfied with their choice (Iyengar & Lepper, 

2000). When confronted with a great number of options, people tend to have a more 

difficult time making a choice. This has been dubbed the paradox of choice by Schwartz 

(2000). Schwartz argues that when assortments are large, consumers have greater 

expectations of the option that they choose. While making the choice, they anticipate 

regret. And they will experience regret, because of the increased expectations they have. 

Consumers are simply less happy with a choice from a large assortment.  

 

Having to choose from sizable assortments requires more effort (Shugan, 1980). When 

confronted with ever more information, consumers resort to simpler choice heuristics. 

Using simpler heuristics, which are sub-optimal, causes the quality of the decision to 

deteriorate (Lehmann, 1998).  This means that adding an option beyond a certain point 

will cause the chosen option to be worse than before the option was added. 

 

It seems having ever more choices is not the Valhalla that people have come to expect. 

Larger numbers of options lead to subjectively and objectively inferior choices as well as 

lower satisfaction. But, having no choice at all is no solution either. This is why 

Desmeules (2002) proposes an inverted U-shape relationship between variety of an 

assortment and the positiveness of the consumption experience. 

 

 
Figure 1. Relationship between variety and the positiveness of consumption experience (Desmeules, 2000) 
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Having too little choice does not satisfy the consumer, while having too much choice 

leads to regret.  The significance of this inverted U-shape relationship lies in section two 

of the graph. According to Desmeules, a moderate assortment will lead to the highest 

consumer satisfaction and a positive consumption experience. 

 

Schwartz et al. (2002) describe an interesting distinction between different categories of 

consumers. Some consumers behave in line with rational choice theory: they try to 

maximise utility in their choices. These consumers, maximisers, have a tendency to only 

settle for the very best alternative. Another category of consumers are satisficers. They do 

not try to maximise utility, but employ something called an ‘acceptability threshold’. 

These consumers evaluate available alternatives based on the satisfaction they expect 

from them. They select the first alternative they find that exceeds their acceptability 

threshold. 

 

This study is designed to determine the nature of the relationship between the number of 

and difference between choices and consumer satisfaction. The influence of personality 

traits related to making choices is also taken into consideration. 

 

�,��� � '������#�-��������

 

The issues formulated in paragraph 1.1 lead to the formulation of the research questions. 

This thesis will investigate four issues relating to assortments and satisfaction. 

 

I. Whether there is a positive relationship between variety between products in an 

assortment and experienced consumer satisfaction. 

II.  Whether there is an inverted U-shape relationship between assortment size and 

experienced consumer satisfaction.  

III.  Whether there is a positive relationship between assortment size and anticipated 

consumer satisfaction. 

IV. Whether there is a difference between maximisers and satisficers in the strength of 

the relationships between assortments and satisfaction. 
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This thesis’ contribution is to add knowledge and understanding related to the effect of 

assortment size and variety on consumer satisfaction. The study endeavours to confirm 

that more choice does not always lead to more consumer satisfaction, despite intuition 

leading to believe otherwise. Also, evidence is sought that consumers might anticipate 

more satisfaction from larger assortments. 

 

A broad base of literature is used with roots in consumer, marketing and psychology 

research. This study finds a strong base in literature by Iyengar & Lepper, Desmeules and 

Schwartz. Desmeules (2000) proposes an inverted U-shape relationship between variety 

and satisfaction, which this experiment tries to confirm. Iyengar & Lepper (2000) have 

tested the effect of small and large assortments. In this thesis, a medium sized assortment 

is added to the experiment. Also, this study adds to the understanding of the difference 

between maximisers and satisficers as proposed by Schwartz (2004) and Schwartz et al. 

(2002), by empirically testing these assumptions. 

 

The managerial relevance is one of reflection and understanding. If the research were to 

find significant confirmation, the results can be used to rethink the way in which 

manufacturers and retailers diversify. It might not always be good to keep developing 

product and line extensions. Adding options to the assortment might not always result in 

satisfied customers. However, adding highly dispersed options might have positive 

consequences. 

 

�,��� � ����������

 

An explanation and operationalisation of the variables used in the research will follow the 

introduction in the second chapter. An overview of past definitions in existing literature is 

provided and the interrelationships are shown in a conceptual model. The hypotheses that 

follow from the relationships in the model are discussed in chapter three. The fourth 

chapter extensively describes the manner in which the experiment is prepared and 
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executed. It incorporates an explanation of how the variables are recoded in order to 

analyse the data. This is followed by an explanation of the results of statistical analysis in 

chapter five. In the last chapter the results are interpreted more thoroughly and research 

limitations as well as future research recommendations are presented.  
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This chapter provides an overview of the different variables used in the study. These 

variables are customer satisfaction, anticipated satisfaction, assortment variety, 

assortment size, and maximisers and satisficers. Following the description of variables, a 

conceptual model is presented in order to familiarise with the relationships between 

variables. 
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The goal of many producers and suppliers is to have satisfied customers. Customer 

satisfaction is believed to be linked with brand loyalty and repeat purchasing. In today’s 

world, product features, quality and appearance are becoming more and more similar, 

resulting in increasing numbers of price wars. As a consequence, producers and suppliers 

are increasingly interested in maintaining a group of loyal customers (Yu et al., 2005).  

 

Due to the complexity of conceptualisation, it is not easy to find a clear definition of 

customer satisfaction in literature. After analysing 20 definitions used over a period of 30 

years, Giese and Cote (2002) came to the conclusion that customer satisfaction is a 

response to a particular purchase or consumption-related aspect of a product or service at 

a specific point in time. Satisfaction is an evaluative outcome of different components 

applicable across situations and consumers. Overall, the different definitions have three 

basic components in common: 

 

·  Customer satisfaction is a response. Satisfaction is conceptualised as an 

emotional, affective response, which varies in intensity (strength) depending on 

the situation. 
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·  The response is related with a particular focus (expectations, product, experience, 

etc.). This focus identifies the objective of the consumer, who usually compares 

the outcome to some standard. A consumer can be satisfied when the product and 

its attributes perform well. Others are satisfied with relation to their purchasing 

experience, including the service, salesperson and price. 

 

·  The response takes place at a particular time. Satisfaction will always be 

measured as a post-decision variable, but with some subtle differences. It can be 

stated after the consumption, after the choice, or based on accumulated 

experience. Moreover, these different moments have their influence on the 

duration of the state of satisfaction the consumer is in. 

 

In the light of these components, Oliver (1997) has the most precise definition: 

“satisfaction is the consumer’s fulfilment response. It is a judgement that a product or 

service feature, or the product or service itself, provided (or is providing) a pleasurable 

level of consumption-related fulfilment, including levels of under- or over-fulfilment”.  

 

The second component links satisfaction with a particular focus. Westbrook (1980) 

elaborates on this component by relating expectations with satisfaction. The extent to 

which expectations – the pre-stated desired levels of performance – are realised, is 

assumed to be directly linked to the level of satisfaction the consumer experiences. When 

the actual product (or choice outcome) reaches the desired outcome, the consumer will be 

satisfied. 

 

For this study, these aspects of customer satisfaction will be measured through 

expectations and actual experiences. Different scenarios of different assortment sizes and 

varieties will be related with different outcomes of customer satisfaction. Based on the 3 

basic components mentioned by Giese and Cote (2002), different scales are used to 

measure how satisfied respondents are after their consumption experience. This 

experienced satisfaction is defined as: “the choice satisfaction that the consumer actually 

experiences from a chosen product”. 
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For many years, economists have supported the idea of anticipated pleasure by human 

beings.  

 

Loewenstein (1987) introduces the idea of discounted utility, which refers to future 

rewards being generated by current activities. An example is saving a special bottle of 

wine to drink at a future special occasion. This means consumers understand the concept 

of anticipated satisfaction. This anticipation is cognitive in nature and therefore different 

from pre-purchase satisfaction, which can be explained as a feeling of satisfaction before 

the purchase has occurred (Simintiras et al, 1997). 

 

During shopping, customers use different orientations when making a final choice. Shiv 

and Huber (2000) compare choice orientated and value orientated goals with the 

anticipated satisfaction orientated goal. This last goal is being used when consumers 

assess the level of satisfaction they will receive after making a purchase decision. 

Consumers match mental images, which have been formulated before making the choice, 

with the actual outcome. This means they expect to receive some degree of satisfaction, 

even before making the final choice 

 

Anticipated satisfaction will be used in this research in order to understand whether there 

is discrepancy between the level of satisfaction consumers expect to obtain from an 

assortment and the experienced, actual level of satisfaction. Anticipated satisfaction is 

defined as: “the choice satisfaction that the consumer expects to experience from a 

chosen product”. 

 

�, � � *������������������

 

Variety of assortments is a term that has been conceptualised in different ways 

throughout literature. Broniarczyk, Hoyer and McAlister (1998) explain variety with a 

focus on consumer heuristics for variety, such as availability of a favourite brand and 
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assigned category space. Other researchers view variety as the breadth and depth of an 

assortment, which relates to the number of different products an assortment offers and 

the number of product variants in each category (Chiang & Wilcox, 1997; Desmeules, 

2000). However, variety can also be described as the difference between options in the 

assortment (Kahn & Lehmann, 1991). This can be defined by the different attributes a 

product comprises of, resulting in some degree of dissimilarity between products in an 

assortment. In a study of Boatwright and Nunes (2001), product attributes are used to 

determine how different types of stock keeping unit (SKU) reductions affect the sales of 

the product category.  

 

Van Herpen and Pieters (2002) test two different approaches to conceptualise an 

assortment: the product-across-attributes and attributes-across-products. The attribute 

approach is based on the knowledge that an assortment contains a pattern of attributes. 

The assortment is varied when the levels of attributes are widely spread. This approach is 

of importance in for this thesis. This study relates the dispersed level of variety in an 

assortment and the level of satisfaction. Van Herpen (2003) gives an example of an 

assortment of ties (table 1), which describes the matter of similarity between products. 

Tie 1 and 2 do not differ much on attributes, while tie 1 and 3 do. The total variety of the 

assortment can be determined by adding up the differences in pairs of products.  
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Table 1. Composition of hypothetical assortment of ties 

 

An extension to the conceptualisation of Van Herpen & Pieters (2002) and Van Herpen 

(2003) is the view of Bettman, Luce & Payne (1998). They state that two variety 

components can be distinguished based on attributes: the spreading in attribute levels and 

the connection between attributes. The hypothesized assortment contains 2 blue ties and 1 

green tie, which is more varied than an assortment offering 3 blue ties. Next, a connection 
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between colour and material can be found as all blue ties are made from cotton and all 

green ones from silk. If these attributes were not connected, variety would increase. An 

assortment contains high variety when the spreading on attribute level is high and the 

connection between attributes is weak. 

  

It is the conceptualisation of Van Herpen & Pieters (2002) and Van Herpen (2003) that 

will be used in this research. Differences in experienced satisfaction between large and 

small variety assortments are tested. As a result, assortment variety is formulated as: “the 

difference between choices in the presented set of options”. 

 

�,�� � *������������/��

 

Many researchers have tried to analyse and describe the ideal dimensions of an 

assortment. For every different product category, consumers would be helped when the 

size of an assortment corresponds with the degree of cognitive load the consumer is able 

to process. In our economic system, where producers and suppliers introduce new 

products all the time, consumers have increasing opportunities to purchase. American 

psychologist Barry Schwartz gives some examples during a presentation at the TED – 

ideas worth spreading – conference in July 2005. In an average American supermarket, 

175 salad dressings are available, not including the vinegar and olive oils with which 

someone could make many different dressings herself. And in one single consumer 

electronic store, consumers have the possibility to combine a maximum of 6,5 million 

different stereo systems. The reason it has come to this is what Schwartz calls the official 

dogma: “maximising the welfare of citizens is reached by maximising freedom”. The 

way to maximise freedom, is to maximise choice.  

 

To test this dogma, other researchers have tried to analyse the effect of reducing the 

choice set. Broniarczyk, Hoyer and McAlister (1998) find that when a favourite product 

is still available, consumers’ perceptions of assortment dimensions are unaffected. 

Consumers use category space – the available space devoted to one product category – to 

assess the size of an assortment. Boatwright and Nunes (2001) support this way of 
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thinking by stating that consumers value the availability of their favourite brand or 

product. The researchers investigated the effect of item reduction on supplier’s costs and 

sales, concluding that pragmatic reductions do not just reduce costs, but can also increase 

sales.  

 

In this study, the relationship between different sizes of assortments and degrees of 

satisfaction is tested. According to Desmeules (2002), consumers’ level of satisfaction 

follows an inverted U-shape. A small assortment might lead to low satisfaction, a middle 

sized assortment might create the highest level of satisfaction and large assortments 

might eventually lead to lower satisfaction. In this research, assortment size is defined as: 

“the number of possible choices in a presented set of options”. 

 

�,&� � ��������������������
������

 

As not all consumers make their purchasing decisions in the same way, there might be 

some differences in reactions to assortment size and variety. Rational choice theory 

suggests that consumers have well ordered preferences and complete information about 

costs and benefits. By comparing options on a scale, consumers would like to maximise 

their value or utility. As doubts have rising about the accuracy of rational choice theory, 

other explanations have arisen. Satisficing, for instance, is comparing and evaluating 

different options until one product has reached some level of satisfaction for the 

consumer – an acceptability threshold. Satisficing is choosing a “good enough” option. 

 

Schwartz et al. (2002) and Schwartz (2004) have made a distinction between two groups 

of consumers: maximisers and satisficers. Maximisers are consumers who have a 

tendency to keep comparing alternatives until they have found the very best that is 

available. A satisficer is the type of person that will accept an alternative if it is good 

enough for the intention she has with it.  Maximisers are more often confronted with 

regret, perfectionism, and depression. Maximisers are less optimistic and experience less 

satisfaction from life. They are also very engaged in social comparison and, as a result, 

more regretful and less happy. 
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Schwartz (2000) gives 3 possible causes for the negative effects of choice. First, he 

supports the psychological argument that consumers have trouble obtaining the right 

amount of information. Second, as consumers have more options to choose from, their 

standards for a satisfactory outcome become higher. And third, as options expand and the 

likelihood of finding a good match for your preferences rises, people feel they have 

nobody to blame but themselves. Schwartz claims that consumers may be better off when 

they have limited options to choose from.  

 

Maximisers are even worse off when having a larger choice set. As this type of consumer 

would like to examine all alternatives, their search costs increase when adding options to 

the choice set. Also, anticipated regret increases, as there is a greater chance that any 

option is not the best option. Satisficers on the other hand, will experience no such 

negative effects. As these consumers look for an option that matches their acceptability 

threshold, the new options are just ignored by satisficers.  

 

For this study, differences between maximisers and satisficers will be investigated with 

respect to their reactions to differences in assortment size and variety. The extent to 

which a person is a maximiser or a satisficer is measured by a maximisation score. A 

maximiser is defined as: “a person who tries to examine all alternatives in order to find 

the best possible alternative”. A satisficer is defined as: “a person who will accept the 

first alternative that is good enough for the intended purpose”. 
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The relationships between the variables defined in this chapter are visually presented in 

the conceptual model (figure 2). 

 

 
Figure 2. Conceptual model 

 

Assortment variety and size both have an effect on experienced satisfaction, which will 

be moderated by whether a consumer is a maximiser or a satisficer. Furthermore, 

assortment size affects anticipated satisfaction, which can also be influenced by the 

consumers’ personality type. The relationships will be further explained in the next 

chapter. 
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In this chapter, the literature with regard to the relationships in the conceptual model is 

discussed. This literature is the basis for the hypotheses in this study. First, the benefits 

and costs of choice are discussed, leading to the first two hypotheses on assortment 

variety and size. Second, anticipated satisfaction is covered which leads to the third 

hypothesis. Finally, personality influences are explained with help of the maximiser – 

satisficer distinction of Schwartz, which is the basis for the fourth hypothesis. 

 

 ,�� � 7���
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Major supermarket chains claim to offer the widest variety of products for daily 

shopping. Ice cream vendors compete with each other by having the most extensive 

choice in flavours. The variety of televisions and other electronics is endless. And with 

the rise of internet retailers with their unlimited capacity and reach, consumers’ choice 

sets expand even further. It is a wide spread assumption that the more choice people 

have, the higher their welfare is. Over the past decades, this assumption has found 

support across different domains, such as psychology and economics.  

 

 ,�,��� 	���#������

Psychologists Deci & Ryan (2000) have found that when offering choice, people 

experience an increase in intrinsic motivation, perceived control and well being. Botti & 

Iyengar (2006) also find support in psychological models, which indicate that more 

choice leads to improved individual welfare. As also claimed by Deci & Ryan, choice is 

associated with desirable consequences, such as greater satisfaction with the task. People 

are motivated by making their own choices. They feel in control when they do so. Also, 

providing people with choice increases their life satisfaction and health. They feel better 

because they positively evaluate decision outcomes of their own choices. This results in 

increased psychological well-being and a stronger link between attitude and behaviour. 

 

 

 � !�"��#� ��� �
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Microeconomic theory suggests that more choice is beneficial for consumers. Rational 

choice theory describes humans as rational agents in an economic system, based on three 

assumptions:  

 

·  people have well defined, pre determined preferences that are stable over time and 

uninfluenced by contextual factors.  

·  people have full and independent information about the choices they make.  

·  people are trying to maximise utility in everything they do.  

 

This means that when a consumer goes through a purchase process, she will always 

choose the product that best matches her preference. When more items are added to the 

set of choices the consumer has, the chance of finding the optimal solution increases. 

Larger numbers of options lead to better choices. 

 

Botti & Iyengar (2006) add some more arguments. Besides improved preference 

matching, it is assumed that more choice leads to improved competition between 

suppliers. That has positive consequences, such as improved terms of sale, higher quality 

and lower prices for consumers. Also, rational consumers will stop searching for new 

options when the emotional and cognitive costs outweigh the benefits of searching. 

 

 ,�� � 5�����������
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Recently, a new way of thinking has emerged. A study of Iyengar & Lepper (2000) 

shows that more choice can have negative consequences for both retailers and consumers. 

They question whether having more options on offer has a positive effect on choice 

satisfaction. As more choice also leads to more complex decisions, consumers might be 

overloaded by the available information. In three studies, they show that offering more 

choice leads to lower satisfaction. The first study shows that despite the fact that 

consumers are attracted to extensive choice in fruit jams (24 flavours), they were more 

likely to purchase a jar after having had a taste in an assortment of only limited choice (6 
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flavours). The second studies’ results showed that students wrote higher quality essays 

when picking a subject from a limited list than from a more elaborate list. Study three 

revealed that participants were more dissatisfied and experienced more regret after 

having chosen a chocolate candy from a larger assortment. The three studies revealed that 

while extensive choices initially appealed to respondents, they experienced feelings of 

demotivation before making a choice and dissatisfaction after making a choice. 

 

There are different reasons why more choice does not lead to more satisfaction. Paralysis, 

information overload and demotivation, regret, increasing opportunity costs, lack of well 

determined preferences and increased expectations are cited. 

 

 ,�,��� 	���������

According to Schwartz (2004), choice produces paralysis rather than liberation. Adding 

more options to an assortment can make it hard for a consumer to make a choice. 

Deciding which option to choose, from a large and varied assortment, can be a difficult 

task consumers do not look forward to. The prospect of choosing can be so daunting that 

consumers may postpone the decision making, or even make no decision at all. 

 

 ,�,��� ��
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When the consumer does enter the process of making a choice, other effects come into 

play. As the options expand, consumers are overloaded with the available options, which 

has a demotivating effect on purchase intention (Iyengar & Lepper, 2000). First of all, 

consumers have more options to consider, resulting in an increased amount of time and 

effort needed. When the choice process involves a large number of options, comparing 

and preference matching becomes more effortful (Botti & Iyengar, 2006). This effect is 

also found by Huffman & Kahn (1998), who claim that large assortments cause 

information overload due to their complexity.  

 

This may be of even greater importance when retailers use some type of customisation 

strategy. These strategies focus on providing consumers with exactly what they want. 

Huffman & Kahn (1998) give the example of a customised sofa store, which offers 500 



 

20 

styles, 3000 fabrics and 350 leathers with which consumers can produce their favourite 

sofa. The resulting number of more than 150,000 different sofas may be confusing and 

overwhelming rather than beneficial for the consumer. 

 

 ,�, �� '������

When consumers have finally made a decision, they could suffer from regret about the 

option they have settled on. The more options are available, the less confident they will 

be and the more regret they will experience (Botti & Iyengar, 2006). Having made a 

decision, they have incurred a “sunk” cost (Schwartz, 2004).  

 

A common supermarket situation illustrates the feeling of regret. If a person makes her 

choice for dinner in the supermarket, she has many different possibilities. Imagine she 

decides to make an Italian pasta meal with a fine tomato sauce. In an average 

supermarket, a consumer has a wide choice of different sauces, ranging from tomato-basil 

to a traditional Bolognese sauce to fresh tomatoes to make the sauce herself.  After 

having made the decision and serving the meal that evening she could experience regret, 

as a better sauce might have been available. When this consumer had only a limited set to 

choose from, the chance that a better sauce would have been available is probably very 

small. 

 

The feeling of regret may be affected by feelings of responsibility. In Iyengar & Lepper’s 

(2000) study, respondents in a large assortment situation felt more responsible for the 

choice they had to make. However, this feeling resulted in more frustration with the 

process as the choice task was very difficult. In the end, these respondents felt more 

dissatisfied with the outcome and experienced more regret. As Schwartz (2004) claims, 

when the options expand, the increased chance that a very good option is available results 

in a feeling that the consumer ought to be able to find that option. 
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Researchers have introduced the term opportunity costs, which is connected with a 

feeling of regret (Schwartz, 2004). The result of choosing one alternative cannot be 
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assessed without referring to the other alternatives (Brenner, Rottenstreich & Sood, 1999; 

Carmon, Wertenbroch & Zeelenberg, 2003). A second cost of making a decision, in 

addition to sunk costs, is a loss of opportunities that different options would have 

afforded. When options increase, the difference between products – variety – decreases. 

In very large assortments, the difference between the best and the next best item will 

approach zero. These opportunity costs lower the desirability of the preferred option: 

more options and more choice lead to a deeper sense of loss and less satisfaction.  

 

To visualise the concept, an example of rising opportunity costs in the supermarket 

follows. Imagine the same consumer that wanted to make the pasta dish. She has decided 

she will make a tomato sauce. In this case, there are two possibilities. One: an assortment 

with a basil-tomato sauce and a Bolognese sauce. Two: an assortment with a carbonara – 

egg yolk and parmesan – and a Bolognese sauce. The difference between carbonara and 

Bolognese sauce is larger than the difference between the tomato-basil and Bolognese 

sauce. This means that the cost of forgoing the opportunity of carbonara as opposed to 

tomato sauce is larger. In this example, the relative advantage of making a choice is 

largest in the carbonara – Bolognese assortment. Every choice requires a certain amount 

of effort. When the difference between products decreases, the benefit derived from 

choosing does not outweigh the effort. This principle of opportunity costs causes 

consumer satisfaction to be reduced in low variety assortments.  
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Other psychological mechanisms contribute to feelings of dissatisfaction with a choice 

from a large assortment. As already stated, according to rational choice theory, people 

have well stated, stable and ordered preferences. However, psychologists now claim that 

people do not know their preferences before the actual decision process. Consumers 

structure their preferences on the spot, during the decision process, and can be affected by 

contextual influences (Botti & Iyengar, 2006). When their preferences are not known to 

the consumer, even limited options could cause cognitive conflicts, leading to a feeling of 

dissatisfaction with the outcome (Chernev, 2003). Large assortments make this process of 

preference stating even more difficult.  
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Schwartz (2000) adds that the larger the assortment is, the higher the expectations will be. 

The amount of choice leads the consumer to believe that one of the options in the 

assortment will correspond to their preferences. When the choice set is limited, the 

consumer already expects that the assortment will not offer strong preference matching.  

 

Referring again to the situation in the supermarket, a choice out of a small number of 

pasta sauces could result in an average Bolognese sauce. The consumer will be satisfied, 

as expectations from the small number of alternatives are low. However, when the 

consumer has more choice, that same average Bolognese sauce causes dissatisfaction. 

The main reason for this is that consumer’s expectations would be higher because there 

are more sauces available. Exaggerated expectations guarantee that experiences fall short. 
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It seems there are contradicting views on choice. Some theories propose that having 

many choices is good for peoples’ wellbeing. Some theories express concerns that having 

many choices may be bad for consumer welfare. This study intends to find out what the 

relationship is between choice sets (assortments) and consumer satisfaction. 

 

Van Herpen & Pieters (2002) distinguish three determinants of assortments: size of the 

assortment, difference across product attributes and dissociation between product 

attributes. These can be split into two dimensions. One is the size of the assortment: the 

number of items in a choice set. Another is the variety of the assortment: the difference 

between the items in a choice set.  

 

Of course there is a relationship between the two dimensions. In this study, a relationship 

is expected that is opposite to the one proposed by Van Herpen & Pieters (2002). In their 

view, an increase in size, would lead to an increase in variety. However, when the size of 

a choice set grows, the variety will almost automatically decline. Every product that is 
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added will share some attributes and attribute levels with products that are already in the 

assortment. This means that the difference between products is now smaller, so the 

assortment variety is lower. The reverse is not automatically true. A reduced assortment 

does not automatically have a higher level of variety. When an assortment is shrunk, the 

change in variety depends on the attributes and attribute levels of the items that are 

removed.  

 

 , ,��� *������������������

For this study, variety has been defined as the difference between choices in the presented 

set of options. This definition can be illustrated with help of an example. Imagine two 

separate assortments of Skippy balls. All balls are made of the same material, are the 

same size and are priced exactly alike. In one assortment you will find 4 balls in different 

shades of orange. In the other assortment you will find a red, a green, a blue and a yellow 

ball. Both assortments have the same size, but the last one has a greater level of variety 

than the first.  

 

Consumer preferences with respect to variety were studied by Van Herpen & Pieters 

(2002). The study found that both expert and novice consumers prefer assortments with 

high levels of variety. However, there is a difference between consumers that have a 

predetermined preference and those that do not. The last category has a stronger 

preference for variety than the first. If the consumer already knows she wants a red 

Skippy ball, she cares less about the blue, green and yellow ones being available. 

 

The preference consumers have for varied assortments must have a reason. De Vries – 

Van Ketel (2005) describes some costs and benefits of assortment variety, which closely 

align with assortment size. Costs include lack of overview because of information 

overload and anticipation of regret in the case of complex products. Benefits that De 

Vries – Van Ketel mentions are a higher chance of a match between preference and 

product, feeling of freedom to choose and less future uncertainty for simple products.  
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It is expected that high assortment variety will help overcome the disadvantages of choice 

described earlier: information overload, regret, increased opportunity costs and increased 

expectations. As stated by Botti (2002), information overload will be diminished since 

conflict is absent when one alternative is clearly superior to others. This also leads to less 

anticipated and experienced regret, because a good alternative is more easily identified. 

Furthermore, as a result of increased variety, opportunity costs will be lower compared to 

a situation where products are more similar. In addition, matching of consumers’ 

increased expectations will more likely be met than in a low variety assortment. Finally, 

in a high variety setting, preference matching in the sense of rational choice theory is 

more likely to occur. 

 

Many of the disadvantages of having a large set of choices are smaller in a situation 

where variety is high. This means, a positive relationship between variety levels and 

experienced satisfaction can be expected. The more distinction there is between options 

in a choice set, the higher the variety of an assortment, the higher the satisfaction the 

consumer will experience. 

 

H1: Assortment variety positively influences experienced satisfaction 
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Apparently, more choice is not always good. When consumers are not affected by 

paralysis and actually consider making a choice, more options can lead to a more 

complex decision process. Ill defined preferences can make this very difficult. When the 

choice has finally been made, regret, increased opportunity costs and increased 

expectations can lead to lower satisfaction. This results in less satisfaction after a choice 

from a large assortment as compared to a small assortment. 

 

Large assortments can lead to dissatisfied consumers. Desmeules (2002) adds that 

satisfaction follows an inverted U-shape on the dimension of the number of options in an 

assortment.  
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Figure 3.  Relationship between size and experienced satisfaction (adapted from Desmeules, 2000) 

 

In section 1, the desired level of satisfaction is not reached, due to a selection of options 

that is too small. In section 2, the consumer will experience satisfaction until the number 

of options becomes too large. After crossing the line of regret, the consumer satisfaction 

falls down again.  

 

This graph and the literature described before it, illustrates that having no choice or very 

little is no solution; consumers will not be able to match their preferences. But too much 

choice does not lead to satisfaction either, as choices become overwhelming, leading to 

frustration and disengagement. Too little and too much choice both negatively influence 

experienced satisfaction, but a medium sized assortment positively influences 

satisfaction. 

 

H2: Under high variety conditions, 

a) small assortment size negatively influences experienced satisfaction 

b) medium assortment size positively influences experienced satisfaction 

c) large assortment size negatively influences experienced satisfaction 
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In October 2004, Microsoft launched their Media Center with its wide range of devices 

and services for digital entertainment. The company’s chairman and Chief Software 

Architect Bill Gates demonstrated the way the company provided unprecedented choice 

in digital entertainment. He claimed: “people want to choose how and where they enjoy 

their digital media, and to easily customize their digital entertainment experiences. The 

vast array of innovative new products and services announced today from Microsoft and 

our partners enables them to do just that”. 

 

The situation described above seems to indicate that consumers like to have more choice. 

When asking consumers before the choice process how much satisfaction they expect to 

experience from large choice sets, results could conflict with what was proposed in the 

previous paragraph. Therefore, it is interesting to explore the relationship between the 

satisfaction the consumer expects, anticipated satisfaction, and the size of an assortment. 

When consumers are making their purchase decision based on anticipated satisfaction, 

they assess the level of satisfaction of each item before making their choice, which can be 

affected by the perception of the assortment (Shiv & Huber, 2000). 
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In their model, Kahn & Wansink (2004) claim that actual variety, which is the number of 

distinct items in an assortment, influences perceived variety. The organisation and 

relative symmetry moderate this perception: a disorganised assortment makes it harder 

for consumers to recognise the complete range of options. Perceived variety leads to an 

anticipated consumption utility, which can be explained as the level of utility the 

consumer expects after having made the choice. In 6 different studies, the researchers 

find that quantity consumed is influenced by the perceived variety of an assortment, even 

when the actual variety is unchanged. They find support for the way a choice from an 

assortment can be influenced by the perception and anticipated utility of the consumer. 

This is further explained with the aid of the model that follows. 
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Another influence on consumption quantity is the consumption rule. A consumption rule 

is formed as a result of the number of items available in the assortment. When more items 

are available, the consumer will interpret this as a cue that more items should be 

consumed. 

 

 

The fact that perceptions towards an assortment positively influence the attitude toward 

an assortment is claimed by Broniarczyk, Hoyer & McAlister (1998). In their study, they 

investigated the effect of SKU reduction on consumer perceptions of assortments. The 

researchers find that when favourable SKU’s are available, the perception of assortments 

is unaffected when reducing the assortment. When a favourite item is not present, 

consumers’ perceptions fall. Consumer perceptions are affected by simple cues such as 

availability of their favourite product and the amount of space devoted to a category. A 

second study showed that a 25% reduction of low-preference SKU’s increased 

assortment variety perception as respondents thought this particular assortment had more 

to offer. 
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Hoch, Bradlow & Wansink (1999) describe the variety of an assortment as its total 

variety, which corresponds with size. Consumers would care about assortment size, 
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Figure 4. How assortment structure and variety influence consumption 
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because greater variety and larger assortments might increase the probability of a 

purchase, due to matching of needs. Hoch, Bradlow & Wansink had doubts about this 

way of thinking and researched the effect of offering smaller assortments. As 

Broniarczyk, Hoyer & McAlister (1998) also claimed, assortment size perceptions are 

affected by the total space offered, the number of products and whether the consumer’s 

favourite product is included. Based on a mathematical model of assortment size, Hoch, 

Bradlow & Wansink (1999) claim that perception and organisation of the assortment 

drive the perceived anticipated satisfaction. Consumers expect to be more satisfied after a 

choice from a large assortment than a choice from a smaller assortment. 

 

As a result of two studies, Kahn & Lehman (1991) find that consumers have a preference 

for assortments that offer a large number of unique and preferred options. Consumers 

look for flexibility in an assortment. Flexibility is expected in large assortments, because 

a larger number of options increases the chance of finding an optimal choice. When an 

increasing number of acceptable items is added to the assortment, it becomes more 

attractive. However, when more unacceptable items are added, the assortment becomes 

less attractive because of the increasing effort needed to find the good option. Also, 

consumers’ preference for an assortment increases with the level of uniqueness of the 

products in the assortment. 

 

The research of Kahn & Lehman seems to indicate that consumers prefer large 

assortments with attractive options. However, there are only so many attractive options 

that can be in the assortment, thereby limiting the possible size of the assortment. 

Interestingly, consumers also prefer the options in the assortment to be as unique as 

possible, which implies that there is a preference for variety between products 

 

This is supported by the study of Iyengar & Lepper (2000). In their experiment in an 

upscale grocery store with 2 different displays of jams, they recognised that more 

consumers were initially attracted to the larger display. Approximately 60% of the 

customers who passed the extensive display of jams (24 flavours) actually stopped 

compared to 40% who stopped at the limited selection (6 flavours). It seems that 
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consumers prefer choosing from a larger assortment, because they expect to make a better 

choice and will be more satisfied than from a limited assortment. 

 

This effect will even be stronger when the assortment is organised in a structured manner. 

Morales et al. (2005) have found that it is important for assortments to be organised in a 

way that is congruent with consumers’ internal schemas of the product category. For 

example, when people are shopping, browsing through stores, they are likely to perceive 

more of the variety that is offered when the organisation of the assortment fits the way 

the consumer has organised the product category in their minds. When consumers have a 

certain goal in mind, congruency of the assortment will allow them to better process the 

assortment information. They will be more satisfied with the assortment on offer. 

 

There seems to be a discrepancy with what consumers expect to get back when making a 

choice from an assortment and the actual level of satisfaction they receive. Where a 

considerable amount of literature suggests that more choice ultimately leads to lower 

experienced satisfaction, consumers expect to enjoy higher levels of satisfaction when 

options are added to the choice set. Higher expectations, more flexibility and more 

variety seem to be the grounds for this. Therefore, there seems to be a positive 

relationship between assortment size and anticipated satisfaction. The more options, the 

more satisfied the consumer expects to be after having made a choice. 

 

H3: Assortment size positively influences anticipated satisfaction 

�

 ,&� � 	�������������������

 

While searching for the best option from an assortment, a consumer must evaluate the 

available alternatives. Botti & Iyengar (2006) describe that while the number of choices 

grow, the cognitive resources needed - the effort consumer needs to put in - to process all 

information might increase to the point where it hurts the rational decision making 

process (Greenleaf & Lehmann 1995; Huffman & Kahn 1998; Malhotra 1982; Shugan 

1980). When there are too many options, a consumer cannot possibly compare them 
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across all their attributes. Many people will employ a two – or more – step process to 

pick a choice. They do a first screening on one attribute, and then compare across a more 

manageable set. By doing this, they might pass on some interesting alternatives, leading 

to a lower quality decision. 

 

 ,&,��� 1�������"��"��������#�������

Consumers have different ways of going through a purchase process. Not everyone 

makes his purchase decision on the same basis. An interesting distinction has been made 

by Schwartz et al (2002) and Schwartz (2004) who introduced the concept of maximisers 

versus satisficers. 

 

Satisficers are people who look for an alternative that matches their needs. In going 

through an assortment, they will settle for the first item that does that what they require it 

to do. This is dubbed the acceptability threshold. If, for example, a satisficer wants a TV 

with a 60” screen, he will purchase the first 60” TV that matches some pre-determined 

level of satisfaction. Maximisers, however, look for the very best alternative available. If 

a maximiser is looking for a TV with the same specifications, he will evaluate all such 

televisions he can find. He will do research on every little detail of those televisions and 

in eventually purchase the very best 60” television money can buy. 

 

Because maximisers always need to have the best option, they are more prone to 

depression, regret and perfectionism (Schwartz et al, 2002). They are very vulnerable to 

social comparison and as a result generally less optimistic and less satisfied with life. In 

this study, the difference between maximisers and satisficers with respect to the previous 

three hypotheses will be researched.  

 

More variety in an assortment makes comparing alternatives easier, as the different 

options are more dispersed. This results in lower search costs for the consumer and leads 

to less regret and lower opportunity costs. Since maximisers will generally spend more 

time searching for the best alternative, they experience more regret and regularly engage 
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in social comparison. Therefore, the positive effect of variety on experienced satisfaction 

(H1) is expected to be stronger for this group. 

 

Medium assortments are expected to lead to the greatest experienced satisfaction, as 

described by the second hypothesis. Small and large assortments less so. Maximisers are 

likely to experience more frustration than satisficers in small assortments, because they 

do not have enough options to choose from. Maximisers are more susceptible to 

information overload, opportunity costs and regret than satisficers while choosing from 

large assortments. In other words, maximisers are more easily confronted with 

dissatisfaction. Therefore it is expected that small and large assortments will be less 

attractive to maximisers than satisficers, while medium assortments will not show 

significant differences, because they are optimal for both groups. 

 

In large assortments, the chance of finding the best possible alternative is greater. As 

maximisers search for the best alternative, they can be expected to have an even stronger 

preference (anticipated satisfaction) for large assortments than satisficers.  

 

For each of the previous three hypotheses, a stronger effect can be expected in their 

relationships for maximisers than for satisficers. 

 

H4: The following effects are stronger for maximisers than for satisficers 

a) assortment variety on experienced satisfaction 

b) assortment size (small and large) on experienced satisfaction 

c) assortment size on anticipated satisfaction 
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Based on previous research and literature, four hypotheses are now formulated. The focus 

of this thesis is the effect of assortment sizes and variety levels on experienced and 

anticipated satisfaction. Such research can be classified as descriptive research. This 

section describes the way the four different hypotheses are tested. The practical execution 

that has been used is explained, as well as the research design, stimuli, variables and data 

transformations.  

 

�,�� � 5������

 

An experimental research design has been chosen to test the hypotheses. This enables 

testing what the effect of different assortment sizes and levels of variety is on the 

satisfaction the respondent experiences. The respondents will randomly be allocated to 

different situations which are manipulated on two dimensions: 

 

·  Assortment size (small, medium and large) 

·  Variety (high and low variety) 

 

To test the relationship between small, medium and large assortments and experienced 

satisfaction, three different assortments are created. In addition, a fourth assortment is 

created in order to analyse the effect of high versus low variety. In total, four different 

assortments are used to test hypotheses H1, H2, H4a and H4b.  

 

�,�,��� *������������/��

As stated above, three different sized assortments are created, with a clear distinction 

between small, medium and large. According to the experiments of Iyengar & Lepper 

(2000), a limited-choice condition consists of 4 to 6 products. This number of items is 

confirmed by past research (Zuckerman et al., 1978).  

 

� � ���#������� �
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Large assortments will be operationalised as contexts in which respondents would have a 

reasonably extensive, but not excessive, choice. Iyengar &Lepper (2000) have used 24 

different flavours of jams, 30 potential essay topics and 30 chocolates in 3 experiments to 

operationalise the extensive-choice condition. Medium sized assortments, however, have 

never been operationalised in past research. In order to confirm the small and large 

assortment sizes and determine a medium sized assortment for this study, initially a 

qualitative study was executed. 

 

Respondents (N=10) are asked to imagine they are in a restaurant, making a choice from 

a menu with only main courses. They are first asked an open-ended question to indicate 

how many options there should be in a small, medium and large scaled assortment 

(menu). Subsequently, respondents have to answer the same question, but this time out of 

a multiple choice list of different sized assortments ranging from 1 option to 150 options. 

Table 2 shows the result of this qualitative research. 
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Table 2. Result qualitative research on different assortment sizes 

 

The results confirm the conditions used by Iyengar & Lepper (2000). Small assortments 

consist of 4 options and large products at least more than 18 options. Medium sized 

assortments seem to roughly be the half of a large assortment. In this study, the following 

choice conditions are operationalised, all having maximum variety: 

 

·  Small assortment offering 4 options 

·  Medium assortments offering 12 options 

·  Large assortments offering 24 options 
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In order to analyse the first hypothesis, two assortments of the same size with differing 

varieties are created. The variety in the three assortments mentioned earlier is maximised, 

which enables creating just one more assortment to test the influence of variety. Since 

small assortments allow for the greatest dispersion between product attributes, these will 

be used in this test. A fourth small assortment is added, this time with low variety: 

 

·  Small assortment offering 4 options, with low variety 

 

Small assortments offer little choice. This could negatively influence experienced 

satisfaction. The reason for this is that a respondent might find nothing acceptable in a 

small assortment with low variety. The respondent must then choose an option that is 

considered unfavourable, lowering the experienced satisfaction. In order to minimize this 

effect, a recommendation agent (RA) will be installed. 

 

A recommendation agent is a system that aids the consumer in selecting items that match 

their preferences. The consumer tells the system their preferences, to which the system 

responds by returning only items that match these preferences. Such a system is often 

used in online shopping environments and is found to be helpful for consumers when 

they search through assortments. Häubl & Trifts (2000) describe that interactive decision 

aids may have favourable effects on purchase quality and the efficiency of decisions. 

Consumers are able to make better decisions using much less effort. In contrast, Diehl 

(2005) doubts whether these structured environments offer better quality decisions. She 

claims that ordered lists offer only a relatively small chance of exposing consumers to 

better options.  

 

In this experiment, the use of the RA ensures that the respondent finds favourable options 

in the small assortment. This eliminates any negative effects of low variety in a small 

assortment on experienced satisfaction.  
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The low variety assortment, as well as the high variety assortment will offer four options. 

The high variety assortment will present four highly dispersed options; the low variety 

assortment will offer four more similar options. 

 

�,�� � ��������

 

The following section describes the products and situations used in the online 

experiment. More comprehensive lists of products and situations can be found in the 

appendix. 

 

�,�,��� 	��������

Different product categories may lead to different satisfaction levels. For instance, there 

could be a difference between average satisfaction derived from visiting either a cinema 

or a museum. Or between eating dinner and breakfast. Or playing a game and listening to 

music. To control for such intrinsic product category influences, three different product 

types are used in this experiment. 

 

This part of the study concentrates on the choice satisfaction that the consumer 

experiences from a certain product (experienced satisfaction). This means that 

respondents should use and experience the option chosen from the assortment. Since the 

experiment will be performed online, the product categories on offer are digital media. 

More specifically: streaming mp3 music, YouTube videos and Flash games are used. 

Respondents will be able to listen to music, watch a short flash video or play a simple 

flash game. In all three product types, 12 different categories can be determined. Table 3 

shows the different categories based on which the variety between options is maximised. 

A more comprehensive list of the different products can be found in the appendix I. 

 

 
 
 
 
 



 

36 

������ %���������� �������

%��
�� '��	�A�������#A�+���	A�B�$$A������
���A�

+����A�/	0��(	A���"A��C'���������A���"A�

�	((�	A����<�

���	(��
	����<	�����
���	�+�����

���
�	�����	�������
��%��
���
�	��

��<	�����
�"�"��	�0��<���

:
�	�� !�����C��	�
��	�A���
	�#A�)��	���
�
	��A�

2
�
�C���

��
��A�8��(	���C�(�
	�A�6�0�

��A�%��
�A�/	0��C�"��
�
��A��	�"�	�C����(�A�

!�

���A��"����A�4���	��C�"���	��

���	(��
	�������
�	�����<	�����
�

��	����
����
�	���
�	�D��4��	�

8�
	�� !��
��A�!��	����	A�!�

���A�'����A�

)�����
��A������A��������
A���$$�	A����	A�

�

����
��A��<
���A���"�����

���	(��
	������(�
	����<	�����
�

��	�+�����������(�
	���
�	�

�"	��	�E	�����

Table 3. Categories and sources of media files 

 

The combination of three product categories and three assortment sizes results in 9 

assortments. For practical reasons, the small assortment with RA will only be executed 

with music files and not with video or games. The list below gives an overview: 

 

1) A small assortment (high variety) with music 

2) A small assortment (high variety) with video 

3) A small assortment (high variety) with games 

4) A medium assortment (high variety) with music 

5) A medium assortment (high variety) with video 

6) A medium assortment (high variety) with games 

7) A large assortment (high variety) with music 

8) A large assortment (high variety) with video 

9) A large assortment (high variety) with games 

10) A small assortment (low variety) with music and RA 

�

�,�,��� �����������

In order to obtain a sufficient number of responses, every respondent will be presented 

with two different assortments during the experiment. In all cases, the second assortment 

will be of a size and product category that is different to the first. This ensures that 
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respondents will not be able to already have a certain attitude towards the second 

assortment. They will not be able to choose the same media option or control for an 

initial bad choice. As a result, a total of 48 possible scenarios is created. An overview of 

these situations can be found in appendix II. 

 

�,�, �� 0������:�

Table 4 offers a quick overview of the different variables, concepts and scales that are 

used, including a short operationalisation of the concepts. 
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Table 4. Research design overview 
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This paragraph describes the steps each respondent followed in order to complete the 

survey and experiment. Step by step, the questions and scales will be explained. 

�

�, ,��� '��"���������-���������

Respondents are attracted through different emails and websites. In particular, people 

between 16 and 35 have been asked to participate in this experiment. It is expected that 

people in this age category will be the most affluent internet users, so that they are able to 

handle and evaluate the online media presented in this experiment. When a person 

decides to participate in the experiment, they can point their browser to 

http://scriptie.jeroenvisser.com/ and will find a welcoming page. All texts and questions 

in the survey are in Dutch. Screenshots of every step can be found in appendix III.  

 

�, ,��� ;���������"����

The experiment consists of nine steps that each respondent must go through. Before the 

survey starts, the respondent is provided with the information that the survey is related to 

a study on the effect of assortments on satisfaction. While the web server presents that 

information to the respondent, a random number generator assigns the respondent a 

number in the range from 1 to 48. This random number is generated based on 

atmospheric noise by www.random.org and corresponds with one of the possible 

scenarios. The number of respondents in each scenario was constantly measured. If a 

scenario had more respondents than the average and its number was generated, 

random.org was asked to generate a new number. This prevented any scenario from 

getting many more or many fewer respondents than another. 

 

�, , �� 6��������"<���������-���������

Respondents are first asked to fill in their gender and age. Using this information it is 

possible to determine if the target group has participated in the experiment. Also, it 

allows for using demographic data in statistical analysis. As an option, respondents can 
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leave their email address. If they do so, they will receive a copy of the results of the 

study. 

 

�, ,��� ����������"<���������������������

In order to test H4, the respondents’ personality with regard to maximising and satisficing 

is assessed. To do so, the maximisation scale (Schwartz, 2004) is used. The scale consists 

of 13 statements, which distinguish maximisers from satisficers. Respondents rate these 

statements on a 7-point Likert scale ranging from “completely disagree” to “completely 

agree”. In previous research, roughly 10 percent of respondents were found to be extreme 

maximisers (average rating greater than 5.5) and 10% were extreme satisficers (average 

rating less than 2.5). The 13 statements below are translated into Dutch, the results of 

which can be found in appendix IV. 

 

Maximisation scale (Schwartz, 2004): 

1) Whenever I’m faced with a choice, I try to imagine what all the other possibilities 

are, even ones that aren’t present at the moment. 

2) No matter how satisfied I am with my job, it’s only right for me to be on the 

lookout for better opportunities! 

3) When I am in the car listening to the radio, I often check other stations to see if 

something better is playing, even if I am relatively satisfied with what I’m 

listening to. 

4) When I watch TV, I channel surf, often scanning through the available options 

even while attempting to watch one program. 

5) I treat relationships like clothing: I expect to try a lot on before finding the perfect 

fit. 

6) I often find it difficult to shop for a gift for a friend. 

7) Renting videos is really difficult; I’m always struggling to pick the best one. 

8) When shopping, I have a hard time finding clothing that I really love. 

9) I’m a big fan of lists that attempt to rank things (the best movies, the best singers, 

the best athletes, the best novels, etc.). 
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10) I find that writing is very difficult, even if it’s just writing a letter to a friend, 

because it’s so hard to word things just right. I often do several drafts of even 

simple things.  

11) No matter what I do, I have the highest standards for myself. 

12) I never settle for second best. 

13) I often fantasize about living in ways that are quite different from my actual life. 

 

�, ,&�� .#�������"<��������"����������
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The third step in the experiment delivers data for analysing the hypotheses on anticipated 

satisfaction (H3 and H4c). Respondents are asked to imagine they are visiting a restaurant 

with their friends or family. Because they have never been to the restaurant before, they 

do not know what is on the menu. When presented with the à-la-carte menu, they must 

select a two-course dinner. Each of the options on a menu can be selected as either a 

starter or a main course.  

 

Respondents are asked to indicate how much satisfaction they are likely to experience 

after making a choice out of every one of the different menu sizes. The different sizes are 

2, 4, 8, 15, 30, 60 and 120 options. Each of these must be assessed on a 7-point Likert 

scale. The scale is based on the Delighted – Terrible scale (Westbrook, 1980).  

 

 
Figure 5.  D-T consumer satisfaction scale (Westbrook, 1980) 

 

For translation purposes, the scale is adapted to a 7-point Likert scale ranging from “very 

dissatisfied” to “very satisfied”. For each menu size, respondents are asked to indicate 

how satisfied they think they would be after having made their choice. 

 

�
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After completing the first 3 sections of the survey, the true experiment begins. 

Respondents are presented with one of the 10 possible assortments. The possibilities here 

are either a small, medium or large assortment consisting of games, music or video or a 

music assortment with a recommendation agent (RA). In the last case, indicating the 

preferred music genre is a quick sub-step. 

 

�, ,$�� 6�
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When the respondent has made a choice, this choice is played on screen. The music, 

video and games have all been embedded in the survey design so that the respondent will 

never have to leave the site. Respondents can take as long as they want with the media 

file they have chosen. When they are done, they can continue to the next step. 

 

�, ,+�� ����#����"<��#����������������

In step six, respondents are asked to evaluate the choice they were presented with. Mixed 

with the evaluation questions, a number of control questions are asked and used as 

control variables. 

 

These control variables concern assortment size, assortment variety and how respondents 

made their choice. Size and variety are measured on a three point scale: small, medium 

and large. These variables allow for checking whether the size and variety classification 

in the study matches the perception of the respondent.  

 

The choice process variables are measured on a 7-point Likert scale (“completely 

disagree” – “completely agree”) using the following two statements: 

 

·  I chose the option that I always choose (from the presented assortment) 

·  I did not know what I wanted to choose beforehand and let the assortment inspire 

me 
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These variables allow for checking whether the respondent was looking for an option he 

or she already had a strong preference for. This non-spontaneous choice could influence 

experienced satisfaction in a positive way. 

 

Five choice evaluation questions are asked about the level of satisfaction the consumer 

has experienced from the choice (experienced satisfaction). These questions incorporate 

the idea of a time specific emotional and affective response with a product and 

experience focus (Giese & Cote, 2002). Again, an adaptation of Westbrook’s (1980) 

satisfaction scale is used, asking respondents how satisfied they are with the experienced 

media file. Also, four questions based on Iyengar & Lepper (2000), are asked to assess 

how satisfied the respondents are on a 7-point Likert scale from “completely disagree” to 

“completely agree”. 

 

·  “I have enjoyed the chosen option” 

·  “The chosen option has met my expectations” 

·  “I had rather chosen another option” 

·  “I think other present options would have been better for me” 

 

After completing the first choice process, experiencing and evaluating, a second 

assortment is presented, followed by the same steps as the first. Afterwards, the 

respondent is thanked for participating and the survey data is stored. 

 

�, ,��� ������#��������#����"<���������#�����"�������

These steps are identical to steps four to six. Again, it is worth mentioning that the 

respondent is never confronted with an assortment with either the same size of the same 

product category. The only exception is the RA assortment with music, which can be 

shown after a small video or small games assortment. The reason for this is that it has a 

different assortment variety level. 

 

�

�
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Due to the online nature of the experiment, data can easily be stored. After going through 

all the steps of the survey at http://scriptie.jeroenvisser.com/ the respondent reaches the 

“thank you”- page. This page automatically stores the collected data in a MS Access 

database. Later, these data can be exported to allow for recoding and statistical analysis. 

 

Table 5, on the next page, gives an overview of the hypotheses, the dependent and 

independent variables. All questions measuring the same construct are tested for 

reliability through Cronbach’s Alpha. Factor analysis follows to check whether same-

construct-variables can be combined into one. The results of data analysis will be 

explained later.
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Table 5.  Hypotheses and variables 
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After approval, potential respondents have been contacted asking to participate in the 

online experiment. This group of people primarily consisted of students, friends, 

colleagues and relatives. They had the opportunity to participate from May 24th, 2007 

until June 6th, 2007. 

 

�,(� � '��"�����

 

In a period of 13 days, 175 respondents (N=175) participated in the experiment, of which 

49,1% were men. The average age was 25,94 years old (�  = 8,984) and 89,1% of the 

respondents were in the target group (16-35 years old). Respondents took an average of 

13 minutes to complete the experiment. 

 

The data of these 175 respondents has been imported into the statistical analysis package 

SPSS. The resulting dataset consisted of 47 variables and 350 cases (2 for each 

respondent). 
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Recoding the variables in the dataset was necessary for statistical analysis. This 

paragraph describes which variables were recoded and in what way.  

 

Values of negatively formulated statements were reversed on the 7-point Likert scale. 

This resulted in both negative and positive statements within the same construct. This 

type of recoding was done for variables which measure experienced satisfaction and the 

last statement measuring the control variable related to the respondents’ choice process.  

 

A separate data file has been created in order to analyze H3 and H4c. This was necessary 

for correctly recoding the anticipated satisfaction data into one variable. Respondents 

filled in their anticipated satisfaction for 7 different assortment sizes (Cronbach’s �  = 
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0,624). For statistical analysis, these 7 scores per respondent had to be recoded into one 

variable with 7 cases, which resulted in a data file of 1225 cases (175 respondents by 7 

assortment sizes). Two new variables were computed to allow for nonlinear effects of 

assortment size on anticipated satisfaction: ASSORTMENT SIZE
2 and LOG ASSORTMENT 

SIZE
2. The latter was computed to be able to reduce the large differences in values for 

ASSORTMENT SIZE
2 .  

 

Because respondents were confronted with a first and a second assortment, the two 

instances were recoded into separate cases, resulting in two cases per respondent. 

Reliability tests showed that the two series of experienced satisfaction variables did 

measure what was expected (first assortment, �  = 0,861; second assortment, �  = 0,913). 

The results of the situations were transposed, resulting in a data file with 350 records 

(175 respondents by 2 assortments). The resulting 5 variables (�  = 0,890), which belong 

to the same construct (experienced satisfaction), were recoded into one variable by taking 

the average score of all 5 variables.  

 

Ten dummy variables were created to indicate which assortment type and size the 

respondent was presented with. Each dummy variable represented a distinct combination 

of product category and assortment size. The dummies were coded “1” when the 

presented assortment matched the dummy and “0” when not.  

 

A next step concerned the analysis whether the 3 different product types could be added 

together in small, medium and large assortments. This analysis was done, since the 3 

different products might have different optimal levels of assortment size. For example, 

when consumers have 8 options in an assortment offering music, they might perceive this 

as a small choice set just because they have some reference of music assortment sizes. As 

a result, their experienced satisfaction might be affected by product type. In the same 

situation, 8 options in an assortment offering games might be perceived as a medium 

assortment which could have conflicting results in the analysis.  
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A linear regression analysis is executed in order to assess the effect of the product 

category on experienced satisfaction. This is done by checking whether interactions 

between assortment sizes and product categories are significant. In order to compute the 

interactions, dummy variables for video and music are used in combination with dummy 

variables for small and medium assortments. The resulting four interaction variables are 

not significant (appendix V), indicating there are no differences with respect to product 

categories. Therefore, the product categories are combined. 

 

The gender variable was included in most analyses. In every instance, the variable 

showed no significance. This leads to the conclusion that there is no difference in any of 

the researched relationships between men and women. 

 

To assess whether the 13 questions in the maximiser scale (Schwartz, 2004) added to 

determining a respondent’s maximisation score, the scale reliability was tested. This 

resulted in a Cronbach’s �  of 0,609 for the 13 variables. Next, a factor analysis (Varimax 

rotation) was executed in order to see how many different factors are distinguishable. The 

results can be found in appendix VI. 

 
Four different factors are distinguished. However, the difference between the four factors 

is not very clear and each explains only slightly more than 50% of the variance. The 

factors following the first four all still have relatively high Eigenvalues. Because of this, 

and for practical reasons, all thirteen questions have been recoded into one variable using 

the average score for each respondent. This average score can be used in a regression 

analysis, to determine whether there are any interaction (moderating) effects. 

 

It appears, however, that the maximisation score that follows from the average of 13 

questions does not lead to significant results. This could be due to the fact that the 

maximiser scale does not identify maximisers and satisficers properly. Factor analysis 

points out that questions 6, 7, 8 and 10 form the strongest factor. The first three are 

related to simple shopping experiences, such as purchasing gifts, renting videos and 

buying clothes, which is similar to this experiment. Question 10 is about a simple task: 

writing a letter. The simplicity of what the questions refer to makes it easier for 
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respondents to imagine that situation. Because of the simplicity, relatedness to the 

experiment and strength of the factor, a new maximisation score is calculated. This time 

on the basis of questions 6, 7, 8 and 10 alone (Cronbach’s �  = 0,612). The maximisation 

score based on four questions is used to test hypotheses that are connected to the 

moderating effect of maximising personalities.
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This chapter describes the analytic process for each of the hypothesis of this thesis. First, 

the hypotheses linked to experienced satisfaction will be covered, followed by anticipated 

satisfaction related hypotheses. The personality linked moderating effects (H4) are 

presented together with their respective direct effects. 

 

For clarity, the conceptual model and a short presentation of the results follow. 

 
Figure 6. Conceptual Model 

 

The positive relationship between variety and experienced satisfaction (H1) is not found. 

In fact, it is the opposite. The positive moderating effect of a high maximisation score is 

not found either. H2 is supported; the inverted U-shape is found in the relationship 

between assortment size and experienced satisfaction. Due to insignificant results, H4b, 

the positive influence of maximisation score, is not supported properly. The positive 

relationship between assortment size and anticipated satisfaction (H3) is not found. 

Instead, an inverted U-shape relationship is detected. No differences exist between 

maximisers and satisficers (H4c). 
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Two hypotheses are linked to experienced satisfaction. First, the analysis of assortment 

variety related hypotheses (H1 and H4a) is discussed, followed by the assortment size 

related hypotheses (H2 and H4b).  

 

&,�,��� *������������������=!�?�

The first hypothesis states a positive influence of assortment variety on experienced 

satisfaction. Greater dispersion of the items in an assortment will ensure greater 

satisfaction for the consumer. Reasoning behind this hypothesis is that higher variety 

reduces the negative impact of choice sets: decreasing the opportunity costs and 

increasing the likelihood of preference matching. 

 

In this study, the relationship between variety and satisfaction is researched by comparing 

pre-determined small assortments of videos, games and music from different categories 

(high variety) to small assortments of music where the respondent could choose the 

category (low variety). 

 

To test the hypothesis “assortment variety positively influences experienced satisfaction”, 

a linear regression model is estimated. In this model, EXPERIENCED SATISFACTION is the 

dependent variable which is influenced by the dummy variables of SMALL ASSORTMENT 

and RA ASSORTMENT. The RA ASSORTMENT is used as the base. The AGE variable is added 

in order to allow for stronger results, so that significance may be increased.  

 

First, all respondents that were presented with either a small assortment or an RA 

assortment are analysed (N=147). The results of this analysis can be found in table 6. 
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�� A� 	B������
5��������7� �A���� A---�

SMALL ASSORTMENT =A� �� A��-�

AGE =A--*� A��*�

Table 6. Linear regression coefficients of experienced satisfaction (Y) and variety 

 

SMALL ASSORTMENT, which has high variety, has a negative parameter (�  = -0,392). The 

result is insignificant (p < 0,10). However, it is assumed that the result will be significant 

when more data is collected. The result shows that respondents who chose from a high 

variety assortment are less satisfied than respondents who chose from a low variety 

assortment.  

 

An explanation for this finding may be that the variety difference was not strong enough 

to counter the influence of preference. In the RA assortment, respondents chose their 

preferred genre and were presented with 4 songs that matched that genre. In the small 

assortment, they were presented with a fixed 4 item assortment with songs from 4 

different genres. It is safe to assume people tend to experience greater satisfaction from 

items they have a preference for than for those they do not. 

 

Due to an error in experimental design, the results are opposite to the expected effect. 

Because of this, H1 is not supported. 

 

&,�,�,��� ��������������������
������=!��?�

The positive effect of assortment variety on experienced satisfaction is expected to be 

stronger for maximisers than for satisficers. The reasoning behind this is that maximisers 

spend more time looking for the perfect option. More variety makes searching easier. The 

more dispersed the options in the assortment are, the more satisfied they will be with a 

choice.  

 



 

52 

A linear regression model with an interaction between the maximisation score and the 

assortment variety was used to test this hypothesis. The small assortment with high 

variety (small video, games and music assortment) was compared to the RA assortment 

(low variety between options). 

 

Respondents with an average maximisation score of 4 or higher are considered to be 

maximisers (Schwartz, 2004). Therefore, a dummy variable is created to distinguish the 2 

types of consumers [“1”: maximisation score >= 4 ; “0”: maximisation score < 4]. In 

addition, only more extreme scores are selected and dummy variables are created for 

extreme maximisers [maximisation score >= 4,5] and satisficers [maximisation score =< 

3,5] to allow for stronger results.  

 

Mean scores for experienced satisfaction are calculated for each group of respondents. 

These mean scores and standard deviations can be found in appendix IX. It is 

immediately clear that there is little difference between maximisers and satisficers. The 

mean scores for low variety are higher than for high variety, as was the case for H1. Even 

the more extreme groups show similar results. In all cases, maximisers are somewhat 

more satisfied with their choice than satisficers. 

 

A linear regression analysis is a better tool to check for differences between maximisers 

and satisficers. EXPERIENCED SATISFACTION is the dependent variable, which is 

influenced by SMALL ASSORTMENT, RA ASSORTMENT and INTERACTION MAX*RA. This last 

variable is an interaction between the maximisation score and the RA assortment. This 

results in a variable with the value “0” if the assortment is not an RA assortment, or the 

maximisation score if it is. RA ASSORTMENT is used as the base. When using the 13-

question maximisation score, results are non-significant. Therefore, the 4-question score 

is used as explained in chapter 4. 
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INTERACTION MAX*SMALL =A�� � A-���

SMALL ASSORTMENT A���� A��*�

AGE =A-- � A� ��

Table 7. Linear regression coefficients of experienced satisfaction (Y) and  high variety 
 

The parameter of the INTERACTION MAX*RA is significant (p < 0,05). This means there is 

a difference between the two types of consumers. The direct effect of maximisers is also 

analysed, but results were not significant (p = 0,719). To interpret the difference between 

the two types of consumers, separate linear regression models are estimated.  

 

With EXPERIENCED SATISFACTION as the dependent variable and the SMALL ASSORTMENT 

as independent, two models are to be interpreted. The first model contains maximisers 

who have experienced a high or low variety assortment (N=48). The second model 

contains satisficers who have experienced a small or RA assortment (N=99). AGE is 

included in the model to reduce noise and allow for more significant results. 
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SMALL ASSORTMENT =A���� A��-� =A�� � A����

AGE =A-�*� A��-� =A--�� A* ��

Table 8. Linear regression coefficients of experienced satisfaction (Y) – high variety 

 
The parameter for SMALL ASSORTMENT in the case of maximisers (�  = -0,752) is more 

negative than in the case of satisficers (�  = -0,229). However, both parameters are not 

significant. Assuming significant results when more data is available, this means that 

maximisers’ satisfaction is more negatively influenced by the small assortment than that 

of satisficers. 
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The results indicate that maximisers have a stronger reaction for H1 than satisficers. 

However, it was expected that high variety leads to higher satisfaction for maximisers 

than for satisficers. Therefore H4a is not supported. There is a moderating effect, but it 

points in the wrong direction. This will be further explained in the next chapter. 

�

&,�,��� *������������/��=!�?�

The second hypothesis concerns the relationship between assortment size and 

experienced satisfaction. An inverted U-shape relationship between these constructs is 

expected: both a small and a large assortment lead to less satisfaction than a medium 

sized assortment. The rationale for this is that in small assortments, consumers cannot 

match their preferences and in large assortments, choice becomes overwhelming. 

 

In the experiment, this hypothesis is tested by presenting respondents with small, medium 

and large assortments of games, videos and/or music. The small assortments consist of 4 

products, medium of 12 products and large of 24 products. The intention was to keep the 

items within each assortment as dispersed as possible, so that the influence of variety on 

the results is minimal. 

 

Again, to test the hypothesis “under high variety conditions, a) small assortment size 

negatively influences experienced satisfaction, b) medium assortment size positively 

influences experienced satisfaction and c) large assortment size negatively influences 

experienced satisfaction” a linear regression analysis is used. Experienced satisfaction is 

the dependent variable, which is influenced by SMALL ASSORTMENT, MEDIUM 

ASSORTMENT and LARGE ASSORTMENT. MEDIUM ASSORTMENT is used as the base. The 

AGE variable is also included to allow for stronger results. 

 

All cases where respondents were presented with either a small, medium or large 

assortment with high variety are added to the analysis (N=305). This means all 

assortments are added except the RA assortment. Both small and large assortments have 

negative parameters (see appendix VII), meaning that both assortments lead to a lower 
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satisfaction score than medium assortments. The results point in the direction of an 

inverted U-shape, where medium assortments lead to higher satisfaction. 

 

In order to increase precision of the analysis, the match between the respondents’ 

perception of the assortment size and the researchers’ intention was analysed with the 

help of the control variables. The chart in figure 7 presents this visually. 
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Figure 7. Match of perceived and intended assortments 

 

There are no important differences between maximisers and satisficers. The majority of 

respondents presented with a small assortment did not perceive it as small. Most medium 

respondents perceived their assortment as medium. Most large respondents perceived it 

as large. The linear regression analysis can now be executed with only those respondents 

that perceived the assortment size as it was intended (N=184). A match between intention 

and perception should lead to better results, which can be found in table 9. 
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LARGE ASSORTMENT =A���� A�*��

SMALL ASSORTMENT =A� �� A-���

AGE =A-��� A����

Table 9. Linear regression of experienced satisfaction and size with intention-perception match (N=184) 

 

The results now show a slightly stronger significance as compared to the non-matching 

situation, even though LARGE ASSORTMENT is still insignificant (p < 0,10). Because there 

might still be variation in the influence of assortment size across different product 

categories, it should be interesting to investigate the result per category. 
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LARGE =A-��� A ��� =A���� A� �� =A� �� A-���

SMALL =A���� A���� =A���� A���� =A*  � A-���

AGE A-��� A-��� A--�� A � � =A-��� A---�

Table 10. Linear regression coefficients  of experienced satisfaction (Y) and assortment size 

 

Throughout the different product categories, the parameter signs for LARGE ASSORTMENT 

and SMALL ASSORTMENT are negative. For the music and video categories, results are 

clearly insignificant. However, both parameters are significant for the games assortment 

(p < 0,10). This is a very clear indication that there is an inverted U-shape in the 

relationship between assortment size and experienced satisfaction. Small and large 

assortments lead to lower satisfaction than medium assortments. H2a, H2b and H2c are 

supported. 

 

&,�,�,��� ��������������������
������=!��?�

The negative influence of small and large assortments on experienced satisfaction is 

expected to be stronger for maximisers than for satisficers. The reason for this is that 
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maximisers will feel more limited by small assortments leading to lower satisfaction. The 

same is true for large assortments, where maximisers will experience more regret, 

information overload and increased opportunity costs. 

 

Quite similar to the process for H4a, a linear regression analysis is executed to assess this 

effect. Interaction variables are made of the maximisation score and small assortment: 

INTERACTION MAX*SMALL, and the large assortment: INTERACTION MAX*LARGE. The 

mean scores and standard deviations of the two types of consumers can be found in 

appendix X. As explained in chapter 3, no significant differences are expected for 

medium sized assortments. From the mean scores, it can be concluded that there is not 

much difference between the two types of consumers. Even when allowing for more 

extreme groups, slight differences occur. Consequently, a linear regression analysis is 

executed. EXPERIENCED SATISFACTION is the dependent variable. The explanatory 

variables are SMALL ASSORTMENT, LARGE ASSORTMENT and the interactions. AGE is 

added to reduce noise. MEDIUM ASSORTMENT is the base. 
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LARGE ASSORTMENT =A��*� A����

SMALL ASSORTMENT A���� A����

INTERACTION MAX*LARGE A-��� A �-�

INTERACTION MAX*SMALL =A���� A-�*�

AGE =A-�*� A-���

Table 11. Linear regression coefficients of experienced satisfaction (Y) and assortment size 
 
 

The results indicate that no significant differences exist between maximisers and 

satisficers with respect to large assortments. Only INTERACTION MAX*SMALL is 

significant (p < 0,05) and has an expected negative parameter (�  = -0,272). This means 

there is a difference between satisficers and maximisers with respect to small 

assortments. The direct effect of maximisers is also analysed, but results are not 

significant (p = 0,310) 
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For the interpretation of the differences for small assortments, two separate linear 

regression models are created for maximisers and satisficers. The results show that 

maximisers’ EXPERIENCED SATISFACTION is more negatively influenced by SMALL 

ASSORTMENT (�  = -0,536) compared to satisficers (�  = -0,184). However, both results are 

not significant (p < 0,10). 
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LARGE ASSORTMENT =A- -� A���� =A�*�� A�-��

SMALL ASSORTMENT =A���� A���� =A�*�� A�- �

AGE =A-��� A���� =A-��� A-���

Table 12. Linear regression coefficients of experienced satisfaction (Y) and assortment size 

 

If significance is assumed when more data is available, it can be said that maximisers are 

more interested in medium and large assortments. Satisficers are better served by small 

and medium assortments. The relationship that was expected, is that maximisers would 

score lower than satisficers for both small and large assortments. This is not the case. 

Therefore, H4b is not supported. 
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The goal of the third hypothesis is to assess whether there is a positive relationship 

between assortment size and anticipated satisfaction. It is expected that consumers will 

anticipate increasing satisfaction levels from increasing assortment sizes. Higher 

expectations, more flexibility and more variety are reasons for this. A linear regression 

model is needed to assess this effect. 

 

This was tested by confronting respondents with a hypothetical situation in which they 

would indicate what level of satisfaction they expected from certain menu sizes. Seven 
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different menu sizes were presented: 2, 4, 8, 15, 30, 60 and 120 items. This resulted in 7 

anticipated satisfaction scores per respondent. 

 

First, average scores for the 7 different assortments are computed (N=175). The average 

score increases until 15 options are reached. From there, the average score drops again, 

which can also be concluded from a box plot (appendix VIII).  

 

To test the hypothesis “assortment size positively influences anticipated satisfaction” a 

linear regression analysis is executed. All respondents are taken into account in this 

analysis (N=175). ANTICIPATED SATISFACTION is the dependent variable, which is 

influenced by ASSORTMENT SIZE. To allow for nonlinear effects, ASSORTMENT SIZE is 

computed into two extra variables: ASSORTMENT SIZE
2 and LOG ASSORTMENT SIZE

2. As 

explained earlier, gender is not taken into account. The results of the model estimation 

can be found in table 13. 
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ASSORTMENT SIZE =A��*� A---�

ASSORTMENT SIZE� � A--�� A---�

LOG ASSORTMENT SIZE� � �A�*�� A---�

AGE =A-��� A--��

Table 13. Linear regression coefficients of anticipated satisfaction (Y) and assortment size 

 

ASSORTMENT SIZE has a negative parameter (�  = -0,148), while ASSORTMENT SIZE
2 (�  = 

0,001) and LOG ASSORTMENT SIZE
2 (�  = 2,585) have positive parameters. All results are 

highly significant (p < .0001). ASSORTMENT SIZE
2 shows a very small parameter, because 

its effect is contained in the logarithmic variant. The negative parameter means that there 

is a negative linear relationship between the size of an assortment and satisfaction 

However, the result for LOG ASSORTMENT SIZE
2 shows there is a positive nonlinear 

effect. AGE has a negative parameter (�  = -0,014) and is significant (p < .005), which 

seems to indicate that with age, people come to expect less satisfaction.  
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The nonlinear effect can be perfectly presented by a two dimensional graph of anticipated 

satisfaction scores and assortment size. The first part of the graph shows a negative 

coefficient between 2 and 4 options. This is caused by the use of the Spline function. In 

actuality, the average anticipated satisfaction levels for 2 and 4 options are nearly equal. 

The graph shows an inverted U-shape, as proposed by Desmeules (2000) who claimed 

this with respect to experienced satisfaction. This study proves that an inverted U-shape 

also exists for anticipated satisfaction. 

 
Figure 8. Relation between assortment size and anticipated satisfaction 

 

This analysis shows that there is a negative linear effect of assortment size on anticipated 

satisfaction, while a non-linear effect was also found. Both observations are not in line 

with the expectations in this hypothesis. H3 is not supported. 

 

&,�,��� ��������������������
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The positive effect of assortment size on anticipated satisfaction is expected to be 

stronger for maximisers than for satisficers. Maximisers favour large assortments, as the 

chance of finding the best possible alternative is greater. In order to test this hypothesis, a 

linear regression analysis is employed. 
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Anticipated satisfaction scores are calculated for the different assortment sizes, for both 

maximisers and satisficers. There is not a large difference in the results between the two 

groups (appendix XI). The inverted U-shape pattern can be observed for the two types. 

Satisficers appear to experience higher levels of satisfaction from the largest assortment 

(Sat. = 3,23 / Max. = 3,07). 

 

A linear regression analysis is executed with ANTICIPATED SATISFACTION as dependent 

variable. ASSORTMENT SIZE and LOG ASSORTMENT SIZE
2, including their corresponding 

interaction variables, are the independent variables. ASSORTMENT SIZE
2 was not included 

in the model because its effect is already present in the logarithmic function. It is 

expected that the parameters of the interaction variables are significant, meaning there is 

a difference between maximisers and satisficers. Table 14 shows the results of the linear 

regression analysis. 
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ASSORTMENT SIZE =A-��� A---�

LOG ASSORTMENT SIZE� � �A�-�� A---�

INTERACTION MAX*SIZE A---� A �-�

INTERACTION MAX*LOGSIZE� � A--�� A ���

AGE =A-��� A--��

Table 14. Linear regression coefficients of anticipated satisfaction (Y) and assortment size  
 

None of the interaction variables are significant, meaning no difference was found 

between maximisers and satisficers with respect to the relationship between assortment 

size and anticipated satisfaction. The direct effect of the maximisers score is also 

analysed, but results were not significant (p = 0,563) 

 

As with H3, the results indicate that both types of consumers expect to experience most 

satisfaction from a medium sized assortment. The inverted U-shapes for both consumer 

types is visualised in figure 9.  
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Figure 9. Relation between  anticipated satisfaction and size for maximisers (left) and satisficers (right) 

 

The interaction parameters were not significant. There is no difference between 

maximisers and satisficers. H4c is not supported. 
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This final section of the thesis will give an overview of the results and relate these to the 

theoretical assumptions of the study. More insight in the results can be found in the 

general discussion. There, the outcome of the analysis in the previous chapter will be 

further discussed. Next, the limitations as well as recommendations for future research 

will be discussed. In the final paragraph of this thesis an attempt will be made to answer 

the research questions posed in chapter 1. 

 

(,��� � C������������������

 

In this paragraph the results of the study are discussed. The effects of assortments on 

experienced satisfaction and anticipated satisfaction, as well as the connection between 

the two satisfaction measures. 

 

(,�,��� *������������������������"��������������
���� ���

In order to observe the influence of variety on experienced satisfaction, an assortment 

with low variety was compared to an assortment with high variety. Both assortments 

were small, consisting of four options, to allow for the greatest level of variety in the high 

variety assortment. The high variety assortment consisted of four highly dispersed songs 

on the genre attribute. To control for the fact that a small assortment with low variety 

might present a respondent with only undesirable options, the low variety assortment 

consisted of two steps. First, a recommendation agent was used in which respondents 

were asked to indicate their favourite music genre. Then they were presented with four 

songs in the chosen genre. It was expected that respondents would be more satisfied with 

the high variety assortment.  

 

No evidence was found that high variety levels lead to higher experienced satisfaction. 

This does not mean that relationship does not exist. Merely that it was not found in this 

study, possibly due to an error in the experiment design. Due to this unexpected result, 

the stronger positive influence of variety for maximisers was not found either. 

( � %����������������������������� �
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What was found was the exact opposite. The reason for this could be that respondents had 

a choice of four more attractive options in the RA assortment, due to the indication of 

their favourite genre. The very tool that was introduced to prevent undesirability made 

the low variety assortment more attractive. Not because of its low variety, but because of 

its contents’ fit with the respondents’ preferences. If this explanation for the inverted 

results is correct, a recommendation agent is a very effective tool for increasing the 

number of choice items beyond the optimum of 12, while eliminating the negative effects 

of large assortments.  

 

A recommendation agent is a selection aid for consumers who are not looking for a 

specific item. The positive influence of the recommendation agent can also be 

demonstrated by analysing respondents who did not have a specific idea of what they 

were looking for and let themselves be directed by the available options (appendix XII). 

For this group (N=74), the negative influence of the small (high variety) assortment as 

compared to the RA assortment is even stronger (�  = -0,628, p < 0,10). Also, when the 

RA assortment is compared to a large assortment of 24 items, the large assortment 

performs about as bad as the small assortment (�  = -0,585, p < 0,10). This means that 

when consumers do not have predetermined preferences, they are better served by a 

recommendation agent that offers a selection of items from a large pool of options. 

 

What is also interesting is that the positive effect of the RA assortment is stronger for 

maximisers than for satisficers. One would expect maximisers to be less positive about 

systems that decrease their exposure to choice options, since they want to be able to 

evaluate all possibilities. In this case, maximisers are even more satisfied with their 

choice from a four item RA assortment than satisficers. This could mean that maximisers 

are not interested in making the choice and evaluating the options per sé, but more in 

optimizing their choice within their specified attribute selection. Of course, the results in 

this study could be influenced by the fact that the recommendation agent was relatively 

simple – having only one attribute dimension. 
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The existence of a inverted U-shape relationship between assortment size and 

experienced satisfaction was tested by comparing the satisfaction scores of choices from 

small, medium and large assortments.  The inverted U-shape relationship between 

assortment size and experienced satisfaction was found. Consumers tend to experience 

the highest satisfaction in medium sized assortments. This means that when the number 

of choices in an assortment increases, satisfaction also increases, up to a point. After 

crossing the optimum, adding options makes the consumer worse off. The stronger 

negative influence of small and large assortments on maximisers could not be 

conclusively proven due to insignificance of the results.  

 

Instead of the stronger negative influence of small and large assortments on maximisers’ 

satisfaction as opposed to satisficers’, a different relationship was found. Both consumer 

types’ inverted U-shapes follow more or less the same route. However, satisficers seem 

to accept smaller assortments than maximisers and maximisers seem to accept larger 

assortments than satisficers. This finding is illustrated by the graph in figure 10. 

 
Figure 10. Assortment size on experienced satisfaction for maximisers and satisficers 
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It appears that it is not a question of stronger negative influences at the same point on the 

size dimension, but of different locations of the optimum for different consumer types. 

This means that maximisers are better served by assortments that are slightly larger than 

assortments that target satisficers. This finding is in contrast with literature. The logical 

conclusion based on literature is that satisficers are less influenced by the size of 

assortments than maximisers. That would lead to a flatter curve for satisficers and a 

steeper curve for maximisers. 

  

(,�, �� *������������/������������"����������
�������

The positive linear relationship between assortment size and anticipated satisfaction was 

tested by asking respondents to rate different menu sizes on the satisfaction they expected 

from them. The expected linear relationship was not found. The shape of the relationship 

of assortment size and experienced satisfaction is similar to the relationship with 

anticipated satisfaction. Assortment size positively influences the satisfaction consumers 

expect. However, this positive relationship does not continue indefinitely as was 

expected, but turns negative after crossing an optimum. The relationship between 

assortment size and anticipated satisfaction also follows an inverted U-shape.  

 

Consumers seem to understand that assortments that are too large do not contribute to 

their wellbeing. This is in contrast to most literature discussed in chapter 3. Kahn & 

Lehman (1991) argue that when attractive – unique and preferred – items are added to an 

assortment, its perceived value increases. But when unattractive items are added, its value 

decreases. The results of this study appear to confirm this logic and indicates that 

consumers seem apply this logic to their expectations of satisfaction. No difference in 

expectations between maximisers and satisficers was discovered.  

 

(,�,��� %�������������:����������"������������"��������

Another interesting finding is the similarity and dissimilarity of experienced and 

anticipated satisfaction with respect to assortment size. Both satisfaction measures found 

optimal results in medium sized assortments. The medium assortment, which led to the 

greatest level of experienced satisfaction, consisted of 12 items. The large assortment that 
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led to a lower satisfaction level consisted of 24 items. For anticipated satisfaction, the 

optimum begins at about 15 items and ends at about 30 items. This means the optimum 

for both anticipated as well as experienced satisfaction lies in the same general region. 

However, the results also indicate that consumers tend to have eyes that are bigger than 

their stomachs. What follows from this insight is that one might consider having an 

assortment that is slightly larger than the true optimum to attract additional customers, in 

cases where the vendor does not seek to build a long-term relationship with the client. 

�

(,��� � )�����������

 

This study researched the relationships between assortment size – small, medium and 

large – and assortment variety – high and low – with experienced satisfaction. The 

influence of assortment size on anticipated satisfaction was also tested. Furthermore, a 

moderating effect of consumer personality – maximisation score – was analysed. Not all 

analyses led to significant results. Several limitations were discovered during this 

research. 

 

As previously explained, results for H1 are opposite to expectations due to an 

experimental design flaw. Another clue that leads to this conclusion is that negligible 

proportion of respondents (four) confronted with the RA assortment experienced it as 

having low variety. Respondents had the option to choose their favourite genre, which 

means they can be expected to be expert consumers in the presented assortment. Low 

variety may not be experienced as such by expert consumers and consumers with a pre-

determined choice because they are not interested in it (Van Herpen & Pieters, 2002). 

This indicates that there is an error in the research design in the sense that the situations 

were not interpreted by respondents as they were intended by the researchers.  

 

This misinterpretation has also occurred in the other assortments. Figure 7 shows that the 

small assortment was mostly perceived as a medium assortment. The medium assortment 

was perceived as large by a third of the respondents. The large assortment of 24 options 

was confirmed by respondents, as more than 70% perceived it as large. It seems that the 
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distinction between small and medium sized assortments was not properly exhibited in 

the experiment. Although the parameters were in the expected direction, stronger results 

would have been possible. 

 

The maximisation scale by Schwartz did not properly distinguish the two different types 

of consumers (figure 11). The average maximisation scores do not show two dispersed 

groups of respondents. A possible explanation is given by Schwartz et al (2002). 

Consumers differ in the extent to which they maximise choices across different domains, 

rather than always behaving. Another reason might be that the maximisation scale is 

made for studies in the USA and might be biased by US culture. Also, due to the 

translation into Dutch, the interpretation of questions may have been changed.  
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Figure 11. Average maximisation scores 

 

Many of the regression analyses that were done did not result in significant parameters. 

The most likely reason for this is that the sample of 175 respondents was not adequate in 

size for such analyses.  

 

�

�
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Limitations in the previous paragraph indicate that there were some problems with 

respect to interpretation of different assortment sizes and varieties. Future research should 

execute deeper analysis into the sizes of assortments and how they are interpreted before 

designing similar experiments. A larger sample than 175 respondents would also be 

advisable. This would certainly allow for stronger results.  

 

Respondents were asked to indicate what level of satisfaction they expect after making a 

choice from different menu configurations. This data was used to measure the effect of 

assortment size on anticipated satisfaction. Since the findings of this study counter 

existing literature on this subject, it would be interesting to explore whether the same 

results can be replicated in different consumption situations. Do consumers always expect 

a medium assortment to deliver the maximum level of satisfaction, or can there be a 

linear positive relationship between anticipated satisfaction and assortment size in other 

situations? 

 

The experimental design flaw with regard to variety made it impossible to confirm the 

positive influence of variety on experienced satisfaction. Still, it would be interesting to 

see this relationship is tested correctly. Not one study was found that separates the 

constructs of variety and size with regard to satisfaction. 

 

The same flaw did provide a little insight into the relationship between recommendation 

agents and maximisers, although this study was not built for that. As a related 

recommendation, it would then be interesting to further investigate the influence of 

recommendation agents on maximisers. The counterintuitive results with regard to 

maximisers' reaction to the RA assortment were stumbled upon as a result of an error in 

the experiment. It should be possible to test this in a controlled manner. 

 

When interpreting the results of the regression analyses with the different product types 

in table 9, the only significant results (p < 0,10) are found in the game assortment. The 
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other two product types – music and video – showed no significant results. A possible 

explanation for the difference in significance is the level of involvement of the 

respondent. When playing a game, the consumer is actively involved in the consumption. 

But when listening to music of watching a video, the involvement is merely passive. It 

seems it would be worth looking for actively involving product categories in future 

research of this nature. Support for this idea can be found in literature. Zaichkowsky 

(1986) summarises: consumers can be involved with products (greater perception of 

attribute differences, greater product importance and greater commitment to brand 

choice) or with purchases (search for more information and spend more time searching). 

Both types of involvement can have their influence on the relationship between 

assortment size and variety and experienced satisfaction. 

 

In order to understand the structures that underlie the inverted U-shape relationship of 

experienced satisfaction and assortment size, a deeper analysis can be executed. The 

theoretical background for this relationship as explained in chapter 3 is assumed to be 

supported by this experimental study. However, the relative influence of each of the 

individual constructs is not taken into account. A follow-up study could provide a deeper 

understanding of each of the individual detriments of choice. 

 

(,�� %����������

 

In this final paragraph, the research questions that were investigated during this study will 

be answered individually. The original research questions can be found in paragraph 1.2 

of this thesis. Following the discussion of the research questions, the focus will be the 

managerial implications of the results of this study.  

 

(,�,��� '������#�-���������

The research questions in paragraph 1.2 will now be answered, if possible, on the basis of 

this study’s results. Each of the four research questions will be answered individually. 

 



 

72 

1. Does a positive relationship between variety between products in an assortment and 

experienced consumer satisfaction exist? 

Due to an error in experimental design, this question can not be conclusively answered. It 

is still expected that highly dispersed products across attributes helps cushion the impact 

of the detriments of choice. It would be interesting to see a follow-up study succeed in 

testing this relationship. 

 

2. Is there an inverted U-shape relationship between assortment size and experienced 

consumer satisfaction? 

The proposed inverted U-shape relationship between assortments size and consumer 

satisfaction was found  Small and large assortments of 4 and 24 products led to a lower 

satisfaction score than a medium assortment that consisted of 12 products. 

 

3. Does a positive relationship between assortment size and anticipated consumer 

satisfaction exist? 

There is no positive relationship between assortment size and consumer satisfaction. The 

nonlinear relationship found for experienced satisfaction was also established for 

anticipated satisfaction. It seems that consumers have an understanding of the inverted U-

shape relationship between assortment size and satisfaction, although the optimum was a 

little higher: 15 to 30 items. 

 

4. Do maximisers and satisficers differ in the strength of the relationships between 

assortments and satisfaction? 

Although the direction of the relationship between variety and experienced satisfaction 

was opposite to what was expected, the relationship still turned out to be stronger for 

consumers who scored high on the maximiser scale. 

 

A stronger negative effect of small and large assortments was expected for maximisers. 

This effect could not be proven. What was found is that the rise in experienced 

satisfaction caused by increasing assortment size started later for maximisers. In fact, the 



 

73 

entire curve starts later and ends later for maximisers compared to satisficers, indicating 

that maximisers have a slight preference larger assortments. 

 

The relationship between assortment size and anticipated satisfaction turned out to be 

nonlinear too. No difference in strength or direction was found between satisficers and 

maximisers for this relationship. 

 

(,�,��� �������������"����������

Consumers seem to understand that assortments with a large number or small number of 

items do not contribute to their satisfaction. They anticipate that medium assortments 

lead to the highest satisfaction. It might therefore not be wise for vendors to actively 

communicate their extensive assortments. 

 

The optimum assortment size for most consumers is between 12 and 24 items, with the 

strong indication that it is better to be close to 12 than to 24. Maximisers prefer slightly 

larger assortments than satisficers, so it could be opportune to create an assortment that is 

a little larger than the minimum of 12. 

 

In marketing communications, slightly larger assortments than 24 items could be 

communicated, to a maximum of 30. Reasoning behind this is that consumers’ 

expectations of satisfaction in larger assortments are higher than their actual satisfaction. 

 

A last implication of the findings in this thesis is that recommendation agents can be a 

very helpful tool in retail environments. People tend to be much more satisfied with their 

choice if they are given a choice set that matches their preferences on at least one product 

attribute. Still, it would probably be wise to limit the maximum number of results from 

the recommendation agent to the optimum between 12 and 24. 

 

Bear in mind that these implications are based on results for digital media. Further 

research is required in order to confirm these results. 
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Appendix I 

Overview of all music songs used in the experiment. 
 

 

Neil Young 

"My my, hey hey" 

Categorie: Blues 

  

 

Joan Armatrading  

"Me, myself en I" 

Categorie: Blues 

 

Buddy Holly 

"Rock around the 

clock" 

Categorie: Blues 

 

Ry Cooder 

"Feelin'bad blues" 

Categorie: Blues 

 

Dixie Chicks 

"Wide open spaces" 

Categorie: Country 

 

Ilse de Lange 

" I'm not so tough" 

Categorie: Country 

 

Johnny Cash 

" I walk the line" 

Categorie: Country 

 

Dolly Parton 

"Jolene" 

Categorie: Country 

 

Armin van Buuren  

"Sail" 

Categorie: Dance 

 

Jeckyll & Hyde 

"Freefall" 

Categorie: Dance 

 

DJ Tiesto 

" In the dark" 

Categorie: Dance 

 

Cascade 

"Miracle" 

Categorie: Dance 

 

Michael Bublé 

"Everything" 

Categorie: Jazz 

  

 

Miles Davis 

"Tuxedo junction" 

Categorie: Jazz 

 

Jamie Cullum 

"Everlasting love" 

Categorie: Jazz 

 

Trijntje Oosterhuis  

"The way to San 

Jose" 

Categorie: Jazz 
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Janine Jansen 

"Vivaldi - vier 

jaargetijden" 

Categorie: Klassiek 

 

Beethoven 

"Fur Elise" 

Categorie: Klassiek 

 

Andrea Bocelli 

"Ave Maria" 

Categorie: Klassiek 

 

Mozart 

"7e Symphonie" 

Categorie: Klassiek 

 

BlØf 

"Streep mijn naam 

maar weg" 

Categorie: 

Nederlands 

 

Marco Borsato 

"Dromen zijn bedrog" 

Categorie: Nederlands 

 

De Dijk 

" Ik kan het niet alleen" 

Categorie: Nederlands 

 

Guus Meeuwis 

"Geef mij je angst" 

Categorie: 

Nederlands 

  

Enya 

"Braveheart theme" 

Categorie: New Age 

 

Adiemus 

"Pure moods" 

Categorie: New Age 

 

Secret Garden 

"Serenade to spring" 

Categorie: New Age 

 

Miriam Stockley 

"Perfect day" 

Categorie: New Age 

  

Nelly Furtado 

"Give it to me" 

Categorie: Pop 

  

 

Maroon 5 

"This love" 

Categorie: Pop 

 

Mika 

"Grace Kelly" 

Categorie: Pop 

 

Natasha 

Beddingfield 

"I wanna have your 

baby" 

Categorie: Pop 
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John Legend 

"P.D.A. - We just 

don't care" 

Categorie: R&B / 

Soul 

 

Amy Winehouse  

"Rehab" 

Categorie: R&B / 

Soul 

 

Sean Paul & Beyonce  

"Babyboy" 

Categorie: R&B / Soul 

 

Jarule & Jennifer  

"I'm real" 

Categorie: R&B / 

Soul 

 

P. Diddy 

"I need a girl" 

Categorie: Rap 

 

Dr. Dre feat. 

Eminem 

"Forget about Dre" 

Categorie: Rap 

 

Notorious B.I.G. 

"Big Papa" 

Categorie: Rap 

 

Akon 

"The rain" 

Categorie: Rap 

 

Bob Marley 

"Bad boys" 

Categorie: Reggae 

 

UB40 

"Kingston town" 

Categorie: Reggae 

 

Gregory Isaacs 

"Substitue love" 

Categorie: Reggae 

 

Michael Franti 

"Sometimes" 

Categorie: Reggae 

 

Arctic Monkeys 

"Brianstorm" 

Categorie: Rock 

 

Within Temptation  

"What have you 

done" 

Categorie: Rock 

 

Kaiser Chiefs 

"Ruby" 

Categorie: Rock 

 

Red Hot Chilli 

Peppers 

"Otherside" 

Categorie: Rock 
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Overview of all videos used in the experiment. 
 

 

Gum Ball 3000 

Een teaser voor een 

race met de mooiste 

auto's van de wereld. 

Categorie: Voertuigen 

 

Timeshift trailer 

Bekijk de trailer van het 

spel Timeshift. 

 

Categorie: Games 

 

De lama's 

Bekijk een fragment van 

het humoristische 

programma de Lama's 

Categorie: Humor 

 

New York 1 minute 

Bekijk New York in 1 

minuut ! 

 

Categorie: Toerisme 

 

Hugging cute cat 

Zie 6 weken oude katjes 

met hun moeder spelen. 

 

Categorie: Dieren 

 

Acrodunk 

Bekijk een basketballer 

een sprong maken over 

een auto. 

Categorie: 

Entertainment 

 

Water & whiskey 

Hoe verplaats je water 

in een glas whiskey ? 

 

Categorie: How to ? 

 

Baby 

Zie hoe een baby korte 

metten maakt met een 

knuffel. 

Categorie: Mensen 

 

Blof 

Bekijk een optreden van 

Blof bij Top of the Pops. 

 

Categorie: Muziek 

 

Ronaldinho 

Bekijk een compilatie 

van een van de beste 

voetballers vande 

wereld. 

Categorie: Sport 

 

Simpsons 

Bekijk een clipje uit de 

animatieserie de 

Simpsons 

 

Categorie: Animatie & 

film 

 

NOS Journaal 

Bekijk een item van het 

NOS Journaal over 

Randstad in Second 

Life. 

Categorie: Nieuws / 

politiek 



 

82 

 

 

Airshow 

Bekijk hoe een 

stuntvliegtuigje een 

stunt maakt die net 

goed afloopt 

Categorie: Voertuigen 

  

 

Veters strikken 

Hoe strik je de veters 

met een protese ? 

 

Categorie: How to ? 

 

Himalaya 

Bekijk een fragment van 

een vlucht naar het 

Himalaya gebergte ! 

Categorie: Toerisme 

 

Will it blend ? 

Wat gaat er allemaal in 

een mixer ? Bekijk het 

fragment... 

Categorie: 

Entertainment 

 

Prehistorische haai  

Bekijk een item over 

een prehistorische haai 

die zeer exclusief is 

Categorie: Dieren 

 

Bloopers 

Bekijk een serie 

sportbloopers ! 

 

Categorie: Humor 

 

Roger Federer 

Zie een fantastische 

slagenwisseling van 

Roger Federer en Andy 

Roddick 

Categorie: Sport 

 

The proverbial roses  

Bekijk een fragment van 

een videoblog van 

iemand uit Amerika. 

Categorie: Mensen 

 

Trailer Harry Potter 

Bekijk de trailer voor de 

nieuwste film van Harry 

Potter 

Categorie: Film & 

animatie 

  

 

Hillary Clinton 

Bekijk een oproep van 

presidentskandidate 

Hillary Clinton aan het 

Amerikaanse volk. 

Categorie: Nieuws / 

politiek 

 

I-phone 

Bekijk een item over 

Apple's nieuwe I-phone 

 

Categorie: Games 

 

Madonna Live 

Bekijk een fragment van 

een live optreden van 

Madonna 

 

Categorie: Muziek 
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Overview of all games used in the experiment. 
 

 

Ice Breaker 

Klik op precies het 

juiste moment op de 

muis en breek alle 

ijsmuren ! 

Categorie: Actie 

 

Stunt Dirt Bike 

Kies je motor en 

overwin zo snel 

mogelijk alle 

obstakels ! 

Categorie: 

Behendigheid 

 

Back alley blackjack  

Versla de deler door 

hogere kaarten te 

hebben (maar niet 

meer dan 21 !) 

Categorie: Kaarten 

 

Lightning Break 

Raak de rode en 

gekleurde ballen, scoor 

uw punten en bereik het 

volgende level ! 

Categorie: Sport 

 

Zelda 

Help Link de 

kwaadaardige 

krachten te 

overmeesteren. 

Categorie: Avontuur 

 

Chess 

Doe je best met die 

online schaakspel 

tegen de computer. 

Categorie: Bordspel 

 

Ice Breakout 

Wip alle blokjes weg 

met dit leuke pinguin 

spel ! 

Categorie: Dieren 

 

Motor racen 

Race met je brommer 

over de obstakels en 

verdien de meeste punten 

! 

Categorie: Race 

 

Zelda 

Help Link de 

kwaadaardige 

krachten te 

overmeesteren. 

 

Categorie: Avontuur 

 

Tetris 

Plaats de vallende 

blokken in een rij 

zonder gaten te 

maken. 

Categorie: Puzzel 

 

Drink Delivery 

Het is aan jou de taak 

alle drankjes op tijd te 

bezorgen aan de 

klanten ! 

Categorie: Simulatie 

 

Double Digits 

Word beter in 

hoofdrekenen, reken de 

sommen uit en klik de 

juiste uitkomst aan. 

Categorie: Educatief 
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Quick Park 

Test je 

parkeerkunsten en 

parkeer zo vaak 

mogelijk in 80 

seconden ! 

Categorie: Race 

 

Moorhuhn Remake  

Schiet zo veel 

mogelijk kippen als je 

kan in 90 seconden ! 

Categorie: Actie 

 

Muizenfeest ! 

Stuur de muizen naar 

de kaas m.b.v. de 

attributen. 

 

Categorie: Dieren 

 

Tennis 

Sla de ballen de juiste 

hoek in en versla je 

tegenstander. 

 

Categorie: Sport 

 

Room Makeover 

Versier de kamer met 

de gegeven bedden, 

stoelen, tafels en 

accesoires. 

Categorie: Simulatie 

 

Solitaire 

Het meest gespeelde 

kaartspel: Patience ! 

 

Categorie: Kaarten 

 

Jumping Bananas  

Bestuur het aapje en 

verzamel alle 

banaantjes in een 

level. 

Categorie: Platform 

 

Sudoku 

Vul het rooster in zodat 

elke rij en kolom en 3x3 

box de cijfers 1 t/m 9 

bevat. 

Categorie: Educatief 

 

Zeeslag 

Stel je schepen 

strategisch op en laat 

om beurten je 

bommen los. 

Categorie: Bord 

 

Submarine 

Vaar met je 

submarine door het 

water en ga op jacht 

naar de verloren 

schat. 

Categorie: Avontuur 

 

Bloons 

Probeer met behulp 

van de darts zoveel 

mogelijk balonnen lek 

te schieten. 

Categorie: 

Behendigheid 

 

Suwffle 

Draai de blokken zo, dat 

je in elke hoek van een 

vierkant dezelfde kleur 

hebt. 

Categorie: Puzzel 
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Appendix II  
 

Overview of all 48 different scenarios 
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Appendix III 
 
Screenshots of online experiment 
 
 

Welcome page 

 

 

 

Step 1: general questions 
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Step 2: maximiser scale 
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Step 3: anticipated satisfaction 
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Step 4: choice situation 

 

 

Step 5: choice experience 
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Step 6: choice evaluation 

 

 

Step 7 to step 9 are similar to step 4 to step 6, only with a different assortment
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Appendix IV 

Translation of the maximisation scale into Dutch 

 

1) Steeds als ik een keuze moet maken, probeer ik mij een voorstelling te maken van 

de verschillende mogelijkheden, zelfs mogelijkheden die op dat moment niet 

aanwezig zijn.  

2) Ongeacht of ik tevreden ben met mijn baan houd ik in de gaten of er betere 

mogelijkheden zijn. 

3) Als ik in de auto naar de radio luister, zoek ik vaak de zenders af om te kijken of 

er iets beters is, ook al ben ik relatief tevreden over wat ik op dat moment hoor. 

4) Als ik televisie kijk, zap ik vaak langs verschillende zenders, ook al probeer ik 

een bepaald programma te volgen. 

5) Net als relaties, probeer ik kleding zoveel mogelijk uit, alvorens ik een definitieve 

keuze maak. 

6) Ik vind het vaak lastig een cadeau voor een vriend(in) te kopen. 

7) Het huren van films vind ik lastig; Het is moeilijk de juiste te kiezen. 

8) Bij het aanschaffen van nieuwe kleding is het voor mij lastig kleding te vinden die 

ik heel leuk vind. 

9) Ik houd van lijstjes die bepaalde zaken rangschikken (denk aan: film top 10, 

populairste gadgets, meest verkochte cd's) 

10) Ik vind schrijven lastig, ook al is het een brief naar een vriend, omdat het moelijk 

is precies de juiste woorden te vinden.  

11) Ongeacht wat ik doe, ik stel altijd de strengste norm voor mezelf. 

12) Ik neem nooit genoegen met het op-een-na-beste. 

13) Ik fantaseer vaak over een levenwijze die verschilt van mijn werkelijke manier 

van leven. 



 

92 

Appendix V 

Linear regression coefficients of experienced satisfaction (Y) and different assortment 

sizes and product types. 

 

�
@��������������

%��

�������� ���,�

�� A� 	B������
5��������7� �A���� A---�

INTERACTION VIDEO*SMALL  =A���� A�**�

INTERACTION VIDEO*M EDIUM =A�*�� A����

INTERACTION MUSIC*SMALL  =A���� A�--�

INTERACTION MUSIC*M EDIUM =A���� A����

VIDEO A�-*� A-� �

MUSIC �A-��� A--��

SMALL  A�-�� A����

MEDIUM A� �� A-���
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Appendix VI 

Tables and figures corresponding to the factor analysis of the maximisation scores. 
 
 
  

%��"������ ��������
����������� 
����������������
��-������)��������

�� .�����
D��
�

��������� %����������D � .�����
D��
�

��������� %����������D �
�� �A� �� �*A� �� �*A� �� �A� �� �*A� �� �*A� ��
�� �A*-�� ��A*��� ��A���� �A*-�� ��A*��� ��A����
�� �A��-� ��A�- � ��A���� �A��-� ��A�- � ��A����
�� �A�-�� *A�-�� ��A-��� �A�-�� *A�-�� ��A-���
�� A *�� �A���� � A��*� � � �
�� A -�� �A � � ��A���� � � �
�� A*� � �A� *� ��A*��� � � �
*� A�*�� �A-��� �*A** � � � �
 � A���� �A� �� *�A�*�� � � �
�-� A���� �A*��� * A���� � � �
��� A�-�� �A��*�  �A � � � � �
��� A���� �A ���  �A**�� � � �
��� A���� �A���� �--A---� � � �
Extraction Method: Principal Component Analysis. 
 

Total variance explained 
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Scree plot of factor analysis 
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�� %��"������
�� �� ��  � ��

MAXIMISER QUESTION 1 A���� A-��� =A���� A����

MAXIMISER QUESTION 2 =A���� =A-��� A���� A�� �

MAXIMISER QUESTION 3 =A���� A-��� A��-� A-�*�

MAXIMISER QUESTION 4 A--�� A- �� A�-�� A�-��

MAXIMISER QUESTION 5 A���� A� *� A���� A����

MAXIMISER QUESTION 6 A���� =A�-�� =A���� =A-� �

MAXIMISER QUESTION 7 A� �� A-��� A���� =A-�-�

MAXIMISER QUESTION 8 A���� =A--�� A�� � A-���

MAXIMISER QUESTION 9 A-��� A� �� A-��� A����

MAXIMISER QUESTION 10 A��-� A���� =A��-� A�-��

MAXIMISER QUESTION 11 A--�� A -�� A--�� =A-���

MAXIMISER QUESTION 12 A-��� A*��� A���� =A-�*�

MAXIMISER QUESTION 13 A� �� A-��� A���� =A�� �
Extraction Method: Principal Component Analysis. 

 
Loadings of variables on different components 
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Appendix VII 

Table corresponding to H1 

 

=18 9&?�
@��������������

%��

�������� ���,�

�� A� 	B������
5��������7� �A���� A---�

LARGE ASSORTMENT =A���� A����

SMALL ASSORTMENT =A���� A-*��

AGE =A-��� A-���

 
 Linear regression coefficients of experienced satisfaction (Y) and assortment size 
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Appendix VIII 

Table corresponding to H3. 
 
 

��/�� *������������� ������������������� ������������� ��

�� �A��� �A�*�� -A����

�� �A�� �A��� -A���

*� �A� � �A� �� -A- *�

��� �A��� �A-��� -A-���

�-� �A �� �A���� -A��*�

�-� �A��� �A� �� -A����

��-� �A��� �A �� -A����
 

Average scores of anticipated satisfaction by assortment size  
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Box plot of anticipated satisfaction by assortment size 
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Appendix IX 
 
Tables corresponding to H4a. 

 
� !��#��������� )�:���������

.�"�� ����� ��,�5��������� ����� ��,�5���������

MAXIMISERS �A ��5/�I���7� �A���-� �A���5/�I��-7� �A--�-�

SATISFICERS �A�*�5/�I���7� �A��-�� �A�-�5/�I���7� �A�����

EXTREME MAXIMISERS �A���5/�I���7� �A*���� �A���5/�I�*7� �A-��-�

EXTREME SATISFICERS �A���5/�I��*7� �A��*-� �A�-�5/I���7� �A�*���

 

 Mean and standard deviation of high and low variety 

 

�
@��������������

%��

�������� ����

�� A� 	B������
5��������7� �A���� A---�

INTERACTION MAX*SMALL  =A-� � A*-��

SMALL ASSORTMENT =A�  � A*-*�
 

Linear regression coefficients of experienced satisfaction (Y), high variety and interaction with 
maximisation score (13) 
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Appendix X 
 
Tables corresponding to H4b. 

 
� ����������������� )����������������

.�"�� ����� ��,�5��������� ����� ��,�5���������

MAXIMISERS �A ��5/�I���7� �A���*� �A ��5/�I��*7� �A��**�

SATISFICERS �A�*�5/�I���7� �A��-�� �A-��5/�I���7� �A�����

EXTREME MAXIMISERS �A���5/�I���7� �A*���� �A���5/�I��*7� �A�--��

EXTREME SATISFICERS �A���5/�I��*7� �A��*-� �A� �5/�I���7� �A�����

 
 Mean and standard deviation of small and large assortments 
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�������� ���,�

�� A� 	B������
5��������7� �A�� � A---�

LARGE ASSORTMENT =A� �� A�*��

SMALL ASSORTMENT =A- �� A -��

INTERACTION MAX*L ARGE A- �� A����

INTERACTION MAX*SMALL  =A-� � A����

AGE =A-��� A-�-�
 

Linear regression coefficients of experienced satisfaction (Y), small/large assortments and interaction with 
maximisation score (13) 
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Appendix XI 
 
Tables corresponding to H4c 
 

� ����������� 5*���	�"�7 � �����
������ 5 ���	�"�7 �

��/�� *������������� ������������������� *������������ � �������������������

�� �A�-� �A�*�� �A�*� �A� ��

�� �A� � �A�*�� �A��� �A����

*� �A��� �A�*�� �A��� �A� ��

��� �A��� -A ��� �A��� �A- ��

�-� �A* � �A���� �A �� �A�-*�

�-� �A� � �A*��� �A��� �A��*�

��-� �A-�� �A ��� �A��� �A ���
 

Mean scores and standard deviations anticipated satisfaction of maximisers / satisficers 
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�� A� 	B������
5��������7� �A���� A---�

SIZE =A���� A--��

SIZE
2 A--�� A-���

LOGSIZE
2 �A� �� A---�

INTERACTION MAX*SIZE A--�� A�-��

INTERACTION MAX*SIZE
2 =�A�*)=--�� A����

INTERACTION MAX*LOGSIZE
2 =A-�*� A����

 
Linear regression coefficients of anticipated satisfaction (Y), size and interaction with maximisation score 

(13) 
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Appendix XII 
 
Tables corresponding to the regression analysis of the influence of the RA 
 
  

�18$��
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�� A� 	B������
5��������7� �A�- � A---�

SMALL ASSORTMENT =A��*� A-*��

AGE A-� � A�-��
 

Linear regression coefficients of experienced satisfaction (Y) and small assortment 
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�� A� 	B������
5��������7� �A-��� A---�

LARGE ASSORTMENT =A�*�� A-���

AGE =A-� � A---�
 

Linear regression coefficients of experienced satisfaction (Y) and large assortment 
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Appendix XIII 
 
A clarification of the division of tasks and responsibilities. 

 

Each of the two authors, Casper Mooyman and Jeroen Visser, has contributed an equal 

amount of effort to this thesis. This is the case for the written document, as well as all 

operational matters. 

 

As far as the written document goes, the first outline of each of the sections of this 

document was written by either of the authors in alternating fashion. This outline was 

then changed, added to and improved, almost organically, by the other author 

individually or in close cooperation. 

 

It can be proudly stated that this entire Master’s thesis is a true team effort.  

 

 

 

 

 


