
 

 

 

The more the better?

Citation for published version (APA):

van der Heijden, K. (2022). The more the better? How variations in the amount of environmental stimuli
impact consumer behavior and decision making. [Doctoral Thesis, Maastricht University]. Off Page
Amsterdam. https://doi.org/10.26481/dis.20220628kh

Document status and date:
Published: 01/01/2022

DOI:
10.26481/dis.20220628kh

Document Version:
Publisher's PDF, also known as Version of record

Please check the document version of this publication:

• A submitted manuscript is the version of the article upon submission and before peer-review. There can
be important differences between the submitted version and the official published version of record.
People interested in the research are advised to contact the author for the final version of the publication,
or visit the DOI to the publisher's website.
• The final author version and the galley proof are versions of the publication after peer review.
• The final published version features the final layout of the paper including the volume, issue and page
numbers.
Link to publication

General rights
Copyright and moral rights for the publications made accessible in the public portal are retained by the authors and/or other copyright
owners and it is a condition of accessing publications that users recognise and abide by the legal requirements associated with these
rights.

• Users may download and print one copy of any publication from the public portal for the purpose of private study or research.
• You may not further distribute the material or use it for any profit-making activity or commercial gain
• You may freely distribute the URL identifying the publication in the public portal.

If the publication is distributed under the terms of Article 25fa of the Dutch Copyright Act, indicated by the “Taverne” license above,
please follow below link for the End User Agreement:
www.umlib.nl/taverne-license

Take down policy
If you believe that this document breaches copyright please contact us at:

repository@maastrichtuniversity.nl

providing details and we will investigate your claim.

Download date: 07 May. 2024

https://doi.org/10.26481/dis.20220628kh
https://doi.org/10.26481/dis.20220628kh
https://cris.maastrichtuniversity.nl/en/publications/cfd61245-8ac1-432e-9cb1-c17ea8b0e6c2


Summary 

125 

SUMMARY 

The three manuscripts described in this dissertation help me and my co-authors to 

understand how variations in the amount of stimuli in our environment influence consumers’ 

preferences. Furthermore, the findings of our research help us understand why sometimes 

consumers are not behaving completely rational.  

In chapter 2 we consider aesthetically appealing pictures that have the potential to 

satiate consumers before engaging in an actual experience. Consumers typically search and 

expose themselves to dozens of―oden readily available―experienKal visuals, and marketers 

eagerly try to cater those needs. Contrary to this common intuition, we show that exposure to 

such an extensive (vs. limited) set of visuals decreases the intention to consume the actual 

experience. We explain this finding by showing that browsing through an extensive (vs. limited) 

set of visuals satiates consumers on the experience being shown— thereby decreasing 

behavioral intentions to further engage in it. Furthermore, consistent with this explanation, we 

find that this effect only occurs in the context of hedonic (vs. utilitarian) experiential purchases, 

that it is more pronounced for non-varied (vs. varied) sets of experiential visuals, and that it 

impacts consumers’ choice behavior. 

In chapter 3 we investigate how adding an immediate payout to both choice options in 

an intertemporal choice setting changes financially constrained consumers’ decision making.  

Contrary to a large stream of previous literature, we demonstrate that as long as some 

immediate payout is guaranteed in an intertemporal choice task (i.e. choice between smaller 

immediate reward and larger future reward), financially constrained individuals are as likely as 

non-constrained individuals to accept a delay for a larger payoff and thus make smart and 

future-proof decisions. 

In chapter 4 we explore how the brightness of a restaurants’ ambient lighting 

influences the overall taste intensity perception of the food that is being served there. Our 

findings show that guests exposed to the bright ambient light perceived the overall taste of the 

dish as more intense as opposed to guests exposed to the dim ambient light.




