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What to Say When: 
Influencing Consumer Choice by Delaying 
the Presentation of Favorable Information
Consumers often make purchase decisions based on a two-stage process composed of an initial screening stage and a final choice stage (Beach 1998; Johar et al. 1997; Roberts and Lattin 1991; Van Zee et al. 1992). When decision processes are partitioned in this way, consumers’ acquisition of, or exposure to, information about products may also be partitioned between stages (Chakravarti et al. 2006). Indeed, it is rarely the case that complete information about all alternatives is available to consumers at the screening stage. Instead, new information about one or more of the considered products may become available at the final choice stage. 
The central thesis of this research is that such a delay in the arrival or presentation of information about an alternative can have a systematic influence on consumers’ choices. In particular, we propose that consumer preference for a product or service can increase merely as a result of some favorable information about that alternative becoming available with some delay. 

We present evidence from seven experiments. The first set of results demonstrates the proposed positive effect of the delayed presentation of some favorable information about a product on consumer preference for it. In addition, our evidence shows that this effect can occur even when an objectively superior competing alternative is available to consumers. 

To illustrate the dynamics of the proposed effect across decision stages, we show that the delayed presentation of favorable information tends to cause a disadvantage at the initial screening stage, but that it is possible for this to be reversed at the final choice stage, resulting in an eventual advantage for the product about which some information arrives with a delay. However, when too much favorable information is delayed, the initial disadvantage may be irrecoverable. 
We examine several candidate psychological mechanisms that might underlie the preference-enhancing effect of delayed information presentation. Our evidence suggests that this effect is driven by a combination of an increase in preference for an alternative for which any information is delayed until the final choice stage (“alternative boosting”) and an increase in the relative weight of an attribute dimension, across all alternatives, on which such a delay occurs (“weight shift”).

The findings of this research enhance our understanding of consumers’ multi-stage decision processes by demonstrating that it is possible for sellers to increase consumer preference, and therefore demand, for their products or services by strategically delaying the presentation of some favorable information about these offerings. 
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