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These Practices Open Up For Debate…













Different Views…

YES, HIDE PRICES

• “sticker shock”, prices are painful, scare customers away 

NO, DON’T HIDE PRICES

• own the price conversation

• transparency, annoyance, hassle costs
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1. Related Work

• our question has not been directly studied

• ambiguous effects

2. Field Experiments

• exploratory

3. Discussion and Lab Experiment
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Price Negotiation or Huggling
• No opportunity to price discriminate 

Busse et al. (2017), Atefi et al. (2020), Jindal and Aribarg (2020), Allender et al. (2021)

Another form of price obfuscation

Drip Pricing
• Not “hiding” an extra charge: shipping 

costs, taxes, add-ons
• Consumers can neglect the entire price? 

• Consumers won’t buy without 
knowing the price!

• Miscalculations
• There is nothing to calculate!
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(1) Experiment: Delaying Prices in the Online Store

‣ Prices delayed until the next logical step (?)

‣ 2 conditions in the category page:

• Products with prices

• Products without prices


• a consumer has to click on the product

• goes to the product page and the price is revealed

‣ Web-splitting A/B experiment 

• 50% of traffic randomly directed to each condition

• track purchases
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Takeaways

• delayed price disclosure (vs. immediate price disclosure) 

increases e-commerce sales
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‣ Again…how to operationalize a price delay?
‣ Possibilities:
• Rotate the price tags
• Unfold to reveal the price
• Check prices at register
• Ask a salesperson, “Please wait here…”

‣ Print new tags without prices
• Same tags (product title, product description) but no price
• Caution! This intervention is costly! Implementation costs, labor 

costs, salesforce face more inquiries…
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‣ Cross-over design
• Literature: Fisher et al. (2018); Hainmueller et al. (2015); Jones and Kenward (2003)

• stores allocated to the same treatment
• stores rotating treatments
• stores not treated
• (stores pre-selected to be similar and distant from each other)

‣ 4 treatment conditions:
• ALL prices delayed vs. CONTROL
• LOW prices delayed, HIGH prices delayed



(2) Experiment: Delaying Prices in Physical Stores

‣ Estimate a fixed-effects model (Fisher et al., 2018)

‣ Outcome:

• purchase rate, unit sales, dollar revenues

• unit of analysis: sales at the store x category x date level
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(2) Experiment: Delaying Prices in Physical Stores

Takeaways

• delaying HIGH prices 

increases sales of 
expensive products


• “sticker shock” effect



(2) Experiment: Delaying Prices in Physical Stores

Takeaways

• delaying LOW prices 

decreases sales of 
cheap products
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‣ Company sends emails to the client base

‣ 1/day during 7 days

• Track user purchases during 7 days

• Different products in the email

‣ How to operationalize a delay?

• Control: email shows products with prices

• Treatment: email shows products without prices


• Prices revealed if you click and visit the product page

‣Email communicates PROMOTIONS (products at discounted prices)



(3) Experiment: Promotions — Guiding Example 

immediate price disclosure

“deals” with prices and discounts

delayed price disclosure

“deals” without prices and discounts



(3) Experiment: Reaching Out to +700K Customers via Email

‣ Randomized controlled experiment…

‣ Outcome:

• purchase rate, unit sales, dollar revenues

• unit of analysis: user level



(3) Experiment: Reaching Out to +700K Customers via Email

Takeaways

• delayed price disclosure decreases purchases for promotions



2 Takeaways and 1 Question



2 Takeaways and 1 Question

1. Timing the price is an important research question 
(managerial/theory)



2 Takeaways and 1 Question

1. Timing the price is an important research question 
(managerial/theory)

2. Timing the price is economically impactful



2 Takeaways and 1 Question

1. Timing the price is an important research question 
(managerial/theory)

2. Timing the price is economically impactful
3. What might explain these findings?
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Theory — Price Expectations

1. A price delay amplifies price expectations
2. Expectations tend to be pessimistic…But depend on the context

‣ Predictions:
1. delay leads to upward expectation:

• positive discrepancy: Expected $$ > Actual $$
2. delay leads to downward expectation:

• negative discrepancy: Expected $$ < Actual $$

product is MORE 
attractive to buy 
when the price is 

revealed!

product is LESS 
attractive to buy 
when the price is 

revealed!



Overview of Experiments

Experiment E-commerce Physical stores Email promotions

Which prices 
are delayed? all prices all prices high prices low prices all prices

Results? increases 

sales

increases 
sales

increases 
sales

decreases 
sales

decreases 

sales

How does it 
shift price 

expectations?
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expect prices to be below, equal, or 
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“Imagine you were shopping for a [product] and … can't see the price yet … If 

you had to guess, what would you expect it to be?  

Participants answered on a 7-point scale relative to the average price (AP) 
they provided initially. The scale ranged from 1 = “The price on the tag is 
much lower than [AP],” to 7 = “The price on the tag is much higher than [AP].”

Theory Evidence 1/2: Expectations tend to be Pessimistic



1. MTURK participants are shown an 
image and asked to estimate the 
average price


2. They answer for 10 items (categories)

3. If prices are not shown…Do you 

expect prices to be below, equal, or 
above your [XX] average? 


4. 15% believe it will be cheaper vs. 
40% believe it will be more expensive

Theory Evidence 1/2: Expectations tend to be Pessimistic
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• 3 contextual conditions (baseline, high, low) x 2 price conditions (immediate, delay)

• Step 1: participants are asked reference price for an espresso machine

• Step 2: contextual information of the retailer (Baseline vs. Premium vs. Cheap)

• Step 3: select preferred option from 12 alternatives

• Predictions:

✴ Baseline or Premium -> Expect Higher Prices -> BUY!

✴ Cheap -> Expect Lower Prices -> DON’T BUY!

• Step 4: [Prices are revealed]

• Dependent Variable (willingness to purchase) and Mediator (expectations discrepancy)



Dependent Variable, we asked: “If you were to purchase an espresso machine, 
how likely would you be to purchase the one you selected?” (1 = “not likely at 
all,” and 7 = “extremely likely”). 

Mediator Variable, we asked: “Is the price of the option you selected cheaper, 
about the same, or more expensive than what you would expect it to cost?” (1 = 
“the price is much lower than what I would expect it to cost,” 4 = “the price is 
about the same as what I would expect it to cost,” 7 = “the price is much higher 
than what I would expect it to cost”).
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**

✓ Lab experiment 
replicated the main 
effect on purchase 
behavior 

✓ Effect is mediated 
by discrepancy in 
price expectations 

✓ Moderators…

price delay 
increases sales

price delay 
decreases sales

expected a 
LOWER price 

expected a 
HIGHER price
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Managerial Implications

‣ For businesses:

• understand customers’ price expectations

• context can attenuate or amplify expectations 

• implement price delays when you can bring “positive surprises”

• branding implications

‣ Extensions:

• short term vs. long term effects

• frequency of purchase, loyalty
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Final Thoughts

‣ Personalization:

• customize the delay 

‣ Policy:

• which customers are under-buying or over-buying?

• a price delay can be a beneficial friction?
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