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ABSTRACT

Most choices are made despite incomplete information. When the missing information relates to product attributes, it can give rise to uncertainty about future outcomes. While prior research has often considered the influence of such pre-choice uncertainty on pre-choice behaviors such as search and employment of decision strategies and heuristics, less emphasis has been placed on the influence that such uncertainty may exert in the post-choice space. However, it is during this period that customers evaluate prior decisions and outcomes and decide whether or not to repeat a particular choice, a behavior that is key to the success of marketing entities. 

The current research considers how uncertainty due to missing information influences important post-choice consumer phenomena, namely the likelihood of repurchase, the nature of switching behavior, and satisfaction with obtained outcomes. As such, this research responds to contrasting arguments from existing literature regarding the post-choice influence of outcome uncertainty and extends our understanding of post-choice influences of pre-choice uncertainty. Findings from three experimental studies are reported that evaluate differences in the likelihood of repurchase as a function of the level of outcome uncertainty that is experienced, the realized outcome, and changes in the decision context. Further, patterns of sequential choice are examined with the objective of determining whether outcome uncertainty facilitates learning from choice.
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This research considers possible effects of pre-choice uncertainty on post-choice behaviors. Specifically, we focus situations in which uncertainty is generated by conditions of missing information about product attributes such that future outcomes of the choice are unclear. Further, we consider whether the level of experienced uncertainty will affect (a) the likelihood that decision-makers repeat the same purchase vs. switch to a different product on a subsequent choice occasion and (b) the nature of any switching behavior.

The fact that customers make choices even when they are uncertain about which choice to make is well recognized in the field of consumer behavior. Consumer decision making is often steeped in uncertainty (Tversky and Shafir 1992) which may be due to incomplete or imprecise information about focal products or services (Dick, Chakravarti, and Biehal 1990; Johnson and Levin 1985; Kivetz and Simonson 2000; Ross and Creyer 1992; Simmons and Lynch 1991). Such issues inhibit the formation of outcome expectancies (Mishra, Shiv, and Nayakankuppam 2008) leaving the consumer largely in the dark regarding what to expect as a result of actions taken. Many authors have considered how consumers enable themselves to act in these circumstances. For example, prior research has provided evidence of variable levels of search (Urbany, Dickson, and Wilkie 1989), increased reliance on choice heuristics (Kahneman, Slovic, and Tversky 1982), inference-making about missing values (Dick et al. 1990; Huber and McCann 1982; Ross and Creyer 1992), and differential employment of decision strategies (Dhar 1996b) in response to such uncertainty. This research has largely focused on the relationship between pre-choice uncertainty and pre-choice phenomena or the relationship between pre-choice uncertainty and the choice itself. There has been less focus on the relationship between pre-choice uncertainty and post-choice phenomena such as switching behavior. 

The relationship between pre-choice uncertainty and post-choice phenomena is of substantial interest, not only in light of growing academic interest in sequential decisions, but also because of practical marketing considerations. Repeat purchasing vs. switching is a central factor driving customer profitability. Given what we know from prior literature, the specific implications of pre-choice uncertainty for subsequent choice behaviors are not at all clear. One might speculate that there will be no relationship, either because (a) choice is a watershed moment, such that prior uncertainty becomes irrelevant once a choice is made, or (b) the proof of the pudding is in the eating, such that post-choice product performance outcomes overwhelm pre-choice uncertainty as a determinant of subsequent choices. In other words, the question of whether pre-choice uncertainty even survives the act of choosing and/or the realization of an outcome is an open issue.

Alternatively, an argument can be made for the potentially beneficial influence of the “Blissful Ignorance Effect” proposed by (Mishra et al. 2008) in which vague information leads to more optimistic expectations and affords decision-makers the flexibility to interpret outcomes more favorably. Additionally, missing information has been shown to alter consumer preference in favor of an initially-selected alternative (Kivetz and Simonson 2000). These findings might argue for higher likelihood of repurchase. On the other hand, enhanced expectations may be more likely to be negatively disconfirmed (Spreng, MacKenzie, and Olshavsky 1996) and missing information often yields lower product evaluations (Huber and McCann 1982; Levin, Chapman, and Johnson 1988; Simmons and Lynch 1992), findings that might forecast a lower likelihood of repurchase.
Given this lack of resolution, the current research seeks to enhance our understanding of the post-choice influence of uncertainty due to missing information about product attributes. We consider the fundamental question of whether the influence of pre-choice uncertainty extends into the post-choice period. In particular, we evaluate the influence of such uncertainty on the likelihood that repurchase will take place. Further, we examine the nature of that influence in terms of the specific selection patterns that emerge.
This paper proceeds as follows. In the next section, we provide a brief description of a focal construct of this research, outcome uncertainty, and distinguish it from related constructs. A series of hypotheses is developed regarding the posited influences of such uncertainty on the likelihood of repurchase. Findings from three experimental studies are then presented. Limitations of the research are indicated and the paper concludes with a discussion of theoretical and managerial implications of the findings.
CONCEPTUALIZATION OF OUTCOME UNCERTAINTY
In this research, we define outcome uncertainty as a psychological state in which the decision-maker possesses incomplete knowledge of the relationship between actions and outcomes (Downey and Slocum 1975). This definition implies the inherently subjective nature of outcome uncertainty (Keynes 1921), stressing that it is an individually-determined and experienced state that can be influenced by the decision context. In conceptualizing outcome uncertainty in this fashion, we distinguish it from several related constructs as discussed below. 

Ambiguity has been conceived as a vagueness, lack of clarity, or imprecision in information or held knowledge (Ellsberg 1961; Heath and Tversky 1991; Kleindorfer 2008). It has also been considered as synonymous with missing information (Frisch and Baron 1988; Mishra et al. 2008; van Dijk and Zeelenberg 2003). As such, ambiguity is conceived of as a characteristic of knowledge or information rather than a psychological state experienced by an individual and is thus distinguishable from outcome uncertainty. However, it is likely that ambiguity will give rise to uncertainty. 
Outcome uncertainty is also distinct from preference uncertainty which relates to unclear or unknown personal valuation of attributes or alternatives (March 1978; Savage 1954; Simonson 1989) rather than a lack of knowledge about the connections between potential actions and eventual outcomes.
Outcome uncertainty can also be distinguished from Knightian risk in which the exact outcome to be obtained from any given action is not known in advance but there is a known probability distribution of observable outcomes (Knight 1921). In contrast, outcome uncertainty does not imply that all outcomes are known or observable. However, outcome uncertainty is less distinguishable from Knightian uncertainty, which asserts that probability distributions of outcomes either are not or cannot be known (Knight 1921). Also, while outcome uncertainty may be distinguishable from risk, it is likely that increased risk (increased variance of outcomes) will give rise to higher uncertainty.
Finally, despite the non-unified definition and broad scope of cognitive dissonance (Aronson 1992; Kruglanski 1992; Kunda 1992; Lord 1992), outcome uncertainty can be distinguished from this construct in the following fashion. Whereas cognitive dissonance asserts conflict between held beliefs and actions (Festinger 1957), outcome uncertainty does not assert any such incongruence. Rather outcome uncertainty is concerned only with the inability to accurately predict future outcomes of present actions. 
In the next section we make a series of propositions regarding the direct and indirect influence of outcome uncertainty on the likelihood of repurchase and also on the nature of that influence.

THE INLFUENCE OF MISSING INFORMATION

The Influence of Missing Information on Outcome Uncertainty.   Prior research has shown that choice-relevant product information influences people’s expectations regarding the outcomes that a focal item will generate (Boulding et al. 1993). This implies that the absence of relevant information may hinder formation of such expectations, resulting in uncertainty regarding future outcomes. Because attribute-level product information is highly relevant to the choice, it follows that consumers should be less able to form firm expectations about future outcomes when such information is missing than when it is present. This then suggests that the unobservable state of uncertainty regarding an inability to predict outcomes should be more likely to manifest in choice situations characterized by missing information than in those characterized by full information. This leads to proposition 1.

P1: Missing attribute information will be associated with higher levels of reported outcome uncertainty.
Direct Influence on Repurchase.   Uncertainty threatens two core motives that drive human affect, cognition, and behavior, the motives to understand and control one’s environment (Fiske, Shah, and Gardner 2008). As such, people find uncertainty aversive (Camerer and Weber 1992) and tend to avoid situations characterized by it (Ellsberg 1961). Uncertainty about future outcomes of past actions, specifically, has been posited to lower the decision-maker’s sense of ownership in a given choice (Van Dijk and Zeelenberg 2006) which supports the idea that people will avoid or distance themselves from choices associated with higher (vs. lower) levels of outcome uncertainty. 

Because personal investment in an action is necessary for commitment to that action to ensue (Festinger 1957; Schoorman and Holahan 1996), we posit that the likelihood that a given action will be repeated will be negatively correlated with the level of outcome uncertainty experienced by the decision-maker. This leads to our first hypothesis.
H1:  There will be a significant main effect of outcome uncertainty on the likelihood of repurchase such that repurchase will be less likely when the level of experienced uncertainty is higher.
Indirect Influence on Repurchase.  Prior research asserts that people learn their preferences by taking actions and observing the resulting outcomes (Eisenstein and Hutchinson 2006). Amir and Levav (2008) found evidence of heightened learning in the absence of choice-facilitating cues that tell the decision-maker what to select. An example of such a cue is a dominant alternative in a given choice set. While the absence of a choice-facilitating cue is likely to result in higher levels of experienced uncertainty, we also anticipate that it will lead to increased learning. Further, the focus of this increased learning is expected to be on the relationship between the choice action that is taken and the resultant outcome. This increased focus on the choice outcome is expected to amplify the influence that outcome exerts on the likelihood of repurchase. This is formally stated in hypothesis 2, below.
H2:
There will be a significant interaction of uncertainty level and outcome such that the effect of outcome on the likelihood of repurchase will be greater under higher (vs. lower) levels of uncertainty.

Prior research has shown that similarity (vs. dissimilarity) of sequential decisions facilitates transference of knowledge and information between them (Novemsky et al. 2007; van Putten, Zeelenberg, and van Dijk 2007). This suggests that the effect posited in hypothesis 2 will be more pronounced when the contexts of sequential decisions are similar than when they are dissimilar.
H2a:
The increased influence of outcome under conditions of higher uncertainty, posited in hypothesis 2, will be more pronounced when similarity between usage contexts is higher (vs. lower).
RESEARCH OBJECTIVES AND EMPIRICAL STRATEGY

Our empirical strategy was as follows. All of our research was conducted in the general context of choosing a digital camera. Dhar (1997) and Novemsky et al. (2007) have used this product category to study the relationship between consumer uncertainty and the likelihood of choice deferral, and measures captured in Study 3, showed that all of the participants who participated in that study owned such a product. 
We conducted research to develop manipulations to use in our hypothesis testing. First, we conducted a pretest modeled on Dhar (1997) to confirm that we could instantiate uncertainty in an experimental setting. Second, we conducted another pretest to develop an effective manipulation of better vs. worse outcomes. Third, we measured the relative importance of different camera attributes in different usage contexts to confirm that our manipulation of usage context was effective. 

Given the manipulations that we developed, we conducted three studies to test our hypotheses. Study 1 evaluates hypotheses 1, 2, and 2a. Study 2 largely replicates Study 1 with an added test to evaluate the influence of uncertainty under different levels of choice consequentiality. Study 3 evaluates the hypotheses but employs a counterbalanced design to confirm that the results are not attributable to order effects. The results of these studies are reported in the next sections. 
DEVELOPING A MANIPULATION OF UNCERTAINTY                               (Pretest 1)
The objective of Pretest 1 was to evaluate the effectiveness of the uncertainty manipulation we plan to use in this research. We do so by adapting a research paradigm employed by Dhar (1997) to instantiate uncertainty. 
Design, Method, and Procedure
One hundred ninety-four undergraduate business students participated in an online study in exchange for partial course credit. Participants were randomly assigned to conditions in a 3 (information availability: complete information, aligned missing information, misaligned missing information) X 2 (forced choice vs. option to defer), 6-cell, between subjects design. The “complete information” (CI) condition was similar to that used by Dhar (1997) and displayed attribute-level product ratings for two digital cameras presented in a table format. In the aligned missing information condition (AMI), some of the attribute information was missing for both alternatives. In the missing misaligned information (MMI) condition, different alternatives were missing different information. See Appendix 1. Based on prior literature, missing information should cause higher uncertainty (vs. complete information) if misaligned, but not necessarily if aligned, because aligned missing information allows decision makers pay less attention to common features (e.g. missing information) and focus on what is available (Dhar and Sherman 1996). Likewise, based on findings from prior research (Dhar 1997), we speculated that being forced to make a choice might heighten the experience of uncertainty. In order to evaluate the influence of forced vs. non-forced choice, one half of the participants were afforded an option to defer choice while the other was not. 

We employed a scenario that was similar in structure to that used by Dhar (1996a). The scenario was about the purchase of a digital camera. Participants were told, “Imagine that you’ve recently decided to purchase a new digital camera. With it you’ll be able to capture beautiful images and wonderful memories.” Within each uncertainty level condition, participants viewed a choice set featuring two cameras that were available (one by Nikon and one by Pentax) (see Appendix 1). Each was available at a sale price that would expire that day. Alternatives were described by a list of features that had been rated on a 100-point scale with higher numbers reflecting better ratings. 
Following stimulus presentation, participants in the option to defer condition responded to a choice prompt of, “What would you do?” which was followed by three options: “Buy the Nikon”, “Buy the Pentax”, and “Select neither camera at this time”. In the forced choice condition, the deferral option was omitted. 

Following selection (or deferral), participants indicated how certain they felt about their choice via two reverse-coded closed-end measures adapted from (Zakay and Tsal 1993): “I felt absolutely certain I knew which camera to select.” and “I felt completely confident in making a selection.” Both items were measured using 7-point scales anchored by “Strongly disagree (1)” and “Strongly agree (7)”. Lower numbers represent lower certainty (higher uncertainty). These measures capture the extent to which the decision-maker experienced uncertainty.
In addition, the nature of the experienced uncertainty was captured via three 7-point Likert scale items anchored by “Strongly disagree (1)” and “Strongly agree (7)”. The items were:  “I did not have enough information about the cameras”, “I had information about the cameras, but I was not sure how that information translated into camera performance”, “I could translate the information into camera performance, but I was not sure of my own preferences for the different performance of each camera.” Higher scores on the first item (insufficient information) in the “high uncertainty” condition would indicate that the manipulation was working as intended. Higher scores on the second item (unsure of how to translate information into camera performance) would serve as evidence of outcome uncertainty.

Results
To assess the presence of uncertainty following choice, we averaged the two certainty / confidence items (correlation = 0.84, p<.01) and performed an ANOVA on the resulting measure of average choice confidence. There was a significant main effect of availability of attribute-level information (F(2,174) = 41.11, p<.05) such that participants in the MMI condition reported higher levels of experienced uncertainty (M=2.7) than those in either the AMI condition (M=1.9, p<.05) or the CI condition (M=1.4, p<.05). Forced choice did not exert a significant influence on level of experienced uncertainty in this study. These results indicate that uncertainty can be instantiated in an experimental setting such as we employ in the current research.
ANOVA revealed a significant main effect of information availability on the likelihood of experiencing uncertainty related to insufficient information (F(2,189) = 8.04, p<.01). Participants in the MMI (M=5.3) and AMI (M=5.3) conditions were more likely to experience uncertainty due to a lack of information than those in the CI condition (M=4.2) (p<.01). 
Our analysis did not reveal the significant main effect of information availability on inability to predict eventual outcomes that is proposed in proposition 1. However, analysis of the simple effects showed that participants in the MMI condition were significantly more likely to experience this form of uncertainty (M=3.8) than those in the CI condition (M=3.5) (p<.05). This suggested that the MMI condition generated more outcome-related uncertainty than the CI condition. The difference between the MMI and the AMI conditions was not significant. No other relationships were significant. From these findings, we elected to employ the MMI and the CI conditions in future studies to manipulate higher and lower levels of outcome-related uncertainty.
Notably, action volition (i.e. forced vs. non-forced contexts) did not exert a significant influence on the experience of uncertainty (F(1,189) = 0.06, p<.81). This suggested that forced choice contexts would be appropriate to evaluate our hypotheses regarding the influence of outcome uncertainty on repurchase. Given these encouraging results, we proceed to describe a pretest of an outcome manipulation.
DEVELOPING A MANIPULATION OF OUTCOME (Pretest 2)

In order to evaluate the influence of outcome uncertainty under varying outcomes, it is desirable to allow natural reactions (or the lack thereof) to manifest. To that end, in the second pretest we tested the effectiveness of an outcome manipulation that would allow for individual interpretation. 
Design, Method, and Procedure
Fifty-six undergraduate business students participated in an online study in exchange for partial course credit. We first developed a set of six color pictures of Parisian scenes taken from various Internet sites. To create bad (vs. good) pictures, individual images were manipulated using Picasa software to blur, darken, and/or skew the images. See Appendix 2. Participants were randomly assigned to one of 7 conditions which corresponded to the number of “poor quality” pictures in a set of six. For example, in condition 1, there were 0 bad pictures out of 6. In condition 2, there was 1 bad picture out of 6, and so on, up to a maximum of 6 bad pictures out of 6. 
Upon signing into the study, participants viewed one set of pictures and rated them in terms of how satisfied they would be with the set. Three 7-point semantic differential scales (Crosby and Stephens 1987) were used to record satisfaction with the pictures. Each item was anchored at the low end by “(1)” and at the high end by “(7)”. The items were: Dissatisfied / Satisfied; Unfavorable / Favorable; Unpleasant / Pleasant. 

Results
The three satisfaction items were combined for analysis (( = .98). See Figure 1 for a graph of the results. ANOVA indicated that the most significant decline in satisfaction occurred for sets containing 2 (M=4.08) vs. 3 (M=2.86) bad pictures (p<.05). Further, satisfaction ratings for sets containing 0 vs. 1 vs. 2 and 3 vs. 4 vs. 5 vs. 6 bad pictures did not vary significantly from each other. Given these results, and because our intention was to allow the participants own interpretations of the outcome to arise, we selected the set containing one bad picture to represent a “better”, but not perfectly good, outcome and the set containing three bad pictures to represent a “worse”, but not perfectly bad, outcome. 

Figure 1. Satisfaction with Outcome 
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DEMONSTRATION OF RELATIVE ATTRIBUTE IMPORTANCE IN DIFFERENT USAGE CONTEXTS
We believed that different camera attributes may be deemed more (or less) important in vacation vs. graduation contexts. In order to confirm our beliefs, we measured the relative importance of camera attributes for these two usage contexts at the end of Study 3. We report them here in order to facilitate interpretation of the results that will be presented in the next section. 
Design, Method, and Procedure

Five hundred twenty-four undergraduate business students participated in an online study in exchange for partial course credit. Participants responded to sixteen 7-point Likert scale items that captured their evaluation of the importance of eight different digital camera attributes under each of two usage contexts (vacation and graduation). Each scale item was anchored at the low end by “(1) Not important at all” and at the high end by “(7) Extremely important”. Eight measures pertained to the importance of each attribute for “taking good vacation pictures” and an additional eight asked about the importance of each attribute for “taking good pictures at graduation”. 

We conducted paired t-tests to evaluate the relative importance of each attribute in each context. The results of the analysis are presented in Table 1. Significantly different means (p<.05) are indicated by asterisk. Seven of the eight attributes showed significant differences in importance between the two usage contexts. Among the attributes that were rated more important for vacation vs. graduation, the largest differences were observed for warranty (5.6 for vacation vs. 5.2 for graduation), weight (5.4 for vacation vs. 5.0 for graduation) and battery life (6.5 for vacation vs. 6.2 for graduation), and of these, battery life had the highest mean importance for vacation (6.5). Among the attributes that were rated more important for graduation vs. vacation, the largest differences were observed for flash range (5.7 for vacation vs. 6.1 for graduation) and automatic zoom (5.6 for vacation vs. 5.9 for graduation), and of these, flash range had the higher mean importance for graduation (6.1). The findings suggest that, if decision-makers are paying attention to contextual cues when they make their choice, a shift in usage context from vacation to graduation should trigger a commensurate shift in preference from battery life to flash range. These results supported using vacation vs. graduation to manipulate usage context and using battery life and flash range as focal camera attributes in these contexts. 

[image: image2.emf]Attribute Vacation Graduation

Warranty 5.6 5.2**

Weight 5.4 5.0**

Battery life 6.5 6.2**

Instruction manual 4.4 4.3**

Easy to use 5.5 5.6

Number of megapixels 6.4 6.5**

Automatic zoom 5.6 5.9**

Flash range 5.7 6.1**

Mean Importance Ratings by Usage Context

Table 1. Importance of Camera Attribute By Usage Context


STUDY 1

The purpose of the Study 1 was to evaluate the effects of pre-choice uncertainty on the likelihood of repurchase.

Method, Design and Procedure
One hundred eighty-seven undergraduate business students participated in an online study in exchange for partial course credit. The study employed a 2 (level of uncertainty: high vs. low) X 2 (outcome valence: better vs. worse) X 2 (similarity of usage context: similar vs. different), 8-cell, between subjects design. Upon signing to the study, participants were randomly assigned to one of the eight conditions. The first stimulus asked participants to select from a set of three digital cameras for use on vacation. As before, an adaptation of an experimental paradigm employed by Dhar (1996a, 1997) was used to manipulate level of uncertainty. In Study 1 only the MMI and CI conditions were utilized to manipulate high and low uncertainty, respectively. 
The three brands presented in the stimulus boasted different ratings on various attributes. Ratings were presented in a matrix format (See Appendix 3). In the low uncertainty (complete information) condition, ratings were provided for each attribute of each available camera brand. Brand A was rated “90” on battery life. Brand C was rated “90”on ease of use. Brand B was rated “90”on flash range, ease of use, and accessory kit. Also, the weight of Brand B was indicated as 5 ounces, vs. 6 ounces for Brands A and C. As such, in the low uncertainty condition, Brand B was equal or better than Brands A and C on four out of six listed attributes including flash range, but Brand A was best on battery life. 

In the high uncertainty condition, different ratings were omitted from the matrix of attribute-level ratings to produce a misaligned missing information condition (see Appendix 3). For example, while Brand A was rated highest (“90”) of the three available brands on battery life, its ratings for flash range and the accessory kit were not provided. While Brand B was rated highest on ease of use, its ratings on battery life and the length of its warranty were not provided. While Brand C was rated highest on flash range, its rating on ease of use and the accessory kit were not provided. The only attribute on which information was available for all three brands was weight, however this information was non-diagnostic in that the weight of each of the cameras was listed as 6 ounces. Following from the results of Pretest 1, we expected this misaligned missing information condition to generate higher levels of uncertainty than the complete information condition used in the low uncertainty condition. 
Following presentation of the stimuli, participants responded to a selection prompt (“Which camera will you choose?”) by selecting one of the three available cameras. Following selection, closed-end measures of degree of experienced uncertainty and type of experienced uncertainty. 

Next, participants were shown a set of six pictures that were purportedly taken with the camera they selected. In the better outcome condition, only one of the pictures was bad (blurry, poor coloration, and poor lighting) and five were good (as described in the discussion of Pretest 2). In the worse outcome condition, three pictures were bad and three were good. No other information was provided regarding the outcome in order to allow participants’ own evaluations to manifest. 
Participants indicated their satisfaction with the set of pictures by responding to a set of seven 7-point semantic differential scales (Crosby and Stephens 1987; Eroglu and Machleit 1990; Spreng et al. 1996). Each item was anchored at the low end by “(1) and at the high end by “(7).” The specific measures used were: Dissatisfied (1) / Satisfied (7); Unfavorable (1) / Favorable (7); Unpleasant (1) / Pleasant (7); I don’t like them at all (1) / I like them very much (7); Frustrated (1) / Content (7); Terrible (1) / Delighted (7). 

Following a short filler task on an unrelated subject, the second choice stimulus was presented. Contextual similarity was manipulated by changing the usage context for the camera for one group of participants to “graduation” while leaving it as “vacation” for the remainder. 
Results
Manipulation Check.   In this study, the two reverse-coded confidence/certainty items (Zakay and Tsal 1993) served as a manipulation check of the level of experienced uncertainty. We averaged the items (correlation = 0.79) and performed an ANOVA on the resulting measure of average choice certainty / confidence. The analysis revealed that participants in the high uncertainty condition reported being significantly more uncertain (M = 2.6) than those in the low uncertainty condition (M = 1.4) F(2,186) = 23.78, p<.01).
With specific regard to outcome uncertainty, the analysis revealed a significant main effect of information availability on the likelihood of experiencing uncertainty related to insufficient information (F(1,186) = 9.93, p<.05). Participants in the high uncertainty condition (M=4.8) reported issues related to insufficient information to a greater extent than those in the low uncertainty condition (M=3.9). 
ANOVA also revealed a significant main effect of information availability on the likelihood of experiencing uncertainty related to inability to predict outcomes (i.e. outcome uncertainty) (F(1,186) = 3.95, p<.05). Participants in the high uncertainty condition (M=3.7) reported issues related to inability to predict outcomes to a greater extent than did those in the low uncertainty condition (M=3.2). This finding confirmed proposition 1 which stated that missing information would give rise to outcome uncertainty. No other relationships were significant.
Direct Effect of Uncertainty on Repurchase.   We conducted a logistic regression to evaluate the hypotheses. As shown in Table 2, the regression revealed a significant main effect of uncertainty level and of outcome which were qualified by a significant three-way interaction of uncertainty level, outcome, and contextual similarity. Because non-linear data transformations can influence significance testing of interactions, we also evaluated the interactions using OLS regression. All of the same main and interaction effects were significant in the OLS regression. No other effects were significant.

[image: image3.emf]Odds Ratio

Overall Model 26.75***

Uncertainty Level 12.27*** 0.45

Outcome 7.45*** 0.54

Context Similarity 0.14 1.09

Uncertainty Level x Outcome 0.19 0.91

Uncertainty Level x Context 0.18 1.10

Outcome  x Context 2.05 1.39

Uncertainty Level x Outcome X Context 3.89** 1.57

(*** p<.01, **p<.05, *p<.10)

Table 2. Logistic Regression Results
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The significant influence of uncertainty level was such that participants in the high uncertainty condition were less likely to repurchase (37%) than were those in the low uncertainty condition (71%) (see Fig. 2). These results provide support for hypothesis 1 which predicted a significant main effect of uncertainty on the likelihood of repurchase. 
Figure 2. Repurchase Rates by Uncertainty Condition
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Learning Effects of Uncertainty.   As previously discussed, the heightened state of learning brought about by higher levels of uncertainty is also expected to result in greater influence of information that is available in the post-choice period. In Study 1, two such forms of information were available to the participants, that related to choice outcomes and that related to the usage context. We now consider how these two forms of information interact with uncertainty to influence behavior. 
Influence on Repurchase.   As stated in hypothesis 2, we anticipated that the influence of outcome on the likelihood of repurchase would be stronger when uncertainty was higher rather than lower. Further, we expected to observe this outcome effect when sequential decisions were similar more so than when they were dissimilar (H2a) 

Our findings provide support for hypothesis 2a but not for hypothesis 2. Recall that the logistic regression results shown in Table 2 indicated a significant main effect of outcome on the likelihood of repurchase. Worse outcomes led to a repurchase rate of 47% while better outcomes led 67% to repurchase. This main effect was qualified by a significant three-way interaction effect of uncertainty, outcome, and context. 

Figures 3a and 3b show the repurchase patterns by condition of contextual similarity. The data show that, when the usage contexts were similar (i.e. when both the first and second choice scenarios were about purchasing a camera for use on vacation), higher levels of uncertainty prompted a more pronounced reaction to better outcomes than did low uncertainty (Figure 3a). When the outcome was better, 67% and 80% of participants in the high and low uncertainty conditions, respectively, reselected the same camera (p<.55). However, when the outcome was worse, only 9% of those in the high uncertainty condition repurchased, a decline of 58 points versus 64% of those in the low uncertainty condition (p<.01). These data show that, when sequential decisions were similar, a worse outcome exerted a greater effect on repurchase rates in the high uncertainty condition than it did in the low uncertainty condition. This effect was not observed when usage contexts were dissimilar. This provides support for hypothesis 2a.
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Figure 3b shows the influence of the uncertainty x outcome interaction on repurchase rates when the sequential decision contexts are dissimilar, that is, when the first choice referred to a camera for use on vacation and the second referred to a camera for use at graduation. When the first and second usage contexts are different, the influence of outcome on repurchase rate under high uncertainty was eliminated. This also provides support for hypothesis 2a.
Influence on Subsequent Choice.   Study 1 was primarily designed to test the effects of uncertainty on repurchase. However, we also considered how uncertainty might influence which items were selected, and the specific nature of switching behavior. 

Recall that we have shown that battery life is relatively more important to picture-taking during vacation than is flash range and that the opposite is true for picture-taking during graduation. Given this, we expected participants to exhibit a higher rate of switching from a brand that was better on battery life to one that was better on flash range when the usage context shifted from vacation to graduation. Further, we expected this pattern to be more pronounced under high uncertainty because high uncertainty would induce greater attention to the decision context. To this end we reviewed the relative share garnered by each brand in the first and second choices. 

As described earlier, in the high uncertainty condition, attribute-level information for each of the three available brands was presented in a matrix format. Each brand boasted the highest rating on one attribute. Brand A boasted the highest rating on battery life, Brand B was rated highest on ease of use, and Brand C was rated highest on flash range. Additionally, different pieces of information for each brand were omitted creating a “misaligned missing information” format in which no brand was dominant. Since we expected people with higher uncertainty to be more sensitive to post-choice information, we anticipated that people in the high uncertainty condition would pay greater attention to choice-relevant information such as changes in the usage context. To this extent, we expected that a shift in usage context from vacation to graduation would produce a commensurate shift in item selection from Brand A to Brand C among people in the high uncertainty condition. However, such a shift in item selection was not expected when the usage context remained the same. 
In the low uncertainty condition, a complete matrix of data was presented. Brand A was rated “90” on battery life, Brand B was rated “90” on flash range, ease of use, accessory kit, and weight, and Brand C was rated “90” only on ease of use. The number of favorable comparisons between Brand B and the competing options comprise a choice-facilitating cue in the low uncertainty condition that was not available in the high uncertainty condition. Given this, we expected to observe greater share for Brand B in the low uncertainty condition and a relatively high incidence of repurchase across conditions of contextual similarity. However, because the primary purpose of Study 1 was not to assess selection patterns, the design of the experimental manipulation for the low uncertainty condition yielded challenges to interpretation of selection patterns. In particular, Brand B is rated highest on four of the six presented attributes, including flash range. Thus, when Brand B is selected in the second choice opportunity, we are not able to distinguish whether it is being selected because it is better on a number of attributes or because it is rated highest on flash range. This limitation is addressed in Study 3.
As expected, frequency analysis revealed a significant difference in choice patterns exhibited during the first and second choice instances as a function of uncertainty level, contextual similarity and outcome in the high uncertainty condition but not in the low uncertainty condition.  

Frequency analyses of second stage choices in the high uncertainty condition revealed a significant influence of usage contextual similarity on the likelihood that a specific brand would be selected (χ2= 8.70, df = 2, p<.05). When the usage context for the second choice was different, we noted a shift in brand choice between the first and second choices (χ2= 10.06, df = 4, p<.05). However, the selection pattern that emerged when the usage context was the same did not differ significantly from the original selection pattern (χ2= 2.10, df = 4, p<.72).  As shown in Table 3, overall in the high uncertainty condition, 56% of participants selected Brand A in the first choice. This is consistent with the fact that Brand A was rated highest on battery life, which was deemed better for vacations. Brands B and C garnered 26% and 18%, respectively. When the usage context for the second choice changed to graduation instead of a vacation, the majority of participants selected Brand C (52%), with 26% going to Brand A and 23% going to Brand B. Further, the increased selection of Brand C was significantly different than that revealed when the usage context was the same (i.e. vacation) in both choices (χ2=22.09, df = 8, p<.01). Given that Brand C was rated highest on flash range, which was deemed better for graduation, the choice patterns in the high uncertainty condition appear to reflect the change in usage context.

In the low uncertainty condition, we did not observe significant influences of either context (χ2= 0.42, df = 2, p<.81) or outcome (χ2= 8.39, df = 5, p<.14). As anticipated, in this condition, Brand B garnered the greatest amount of share in both the first (86%) and the second (78%) choices (see Table 3). 

Findings from this first study suggest that high (vs. low) uncertainty may increase attention paid to other sources of information (such as changes in usage context). In Study 2, we largely replicate Study 1 with particular emphasis on examining the robustness of the learning effect by employing a different manipulation of contextual difference.
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Rate

A B C

High Uncertainty T1 Choice 56% 26% 18%

T2: High Uncertainty - Similar Context - Better Outcome 67% 33% 50% 17%

T2: High Uncertainty - Similar Context - Worse Outcome 9% 55% 36% 9%

T2: High Uncertainty - Dissimilar Context - Better Outcome 38% 21% 24% 55%

T2: High Uncertainty - Dissimilar Context - Worse Outcome 41% 30% 22% 49%

A B C

Low Uncertainty T1 Choice 14% 86% 0%

T2: Low Uncertainty - Similar Context - Better Outcome 80% 10% 90% 0%

T2: Low Uncertainty - Similar Context - Worse Outcome 64% 14% 71% 14%

T2: Low Uncertainty - Dissimilar Context - Better Outcome 83% 12% 86% 2%

T2: Low Uncertainty - Dissimilar Context - Worse Outcome 58% 24% 66% 11%

Table 3. Relative Brand Share by Condition (Study 1)


Influence on Satisfaction.   Recall that we manipulated better vs. worse outcomes by providing a set of six pictures that were, purportedly, taken using the camera selected by the participant. We analyzed the influence of satisfaction with the pictures using ANOVA in order to determine whether satisfaction might mediate the observed influence of uncertainty on the likelihood of repurchase. 
We did not observe a main effect of uncertainty level on satisfaction with outcome. This suggests that satisfaction with realized outcome is not the mechanism by which uncertainty level influences repurchase. The analysis revealed a significant main effect of outcome (F(186) = 9.93, p<.01) that was qualified by a significant interaction effect of uncertainty level and outcome (F(186) = 8.67, p<.05). As stated earlier, this interaction did not exert significant influence on the likelihood of repurchase. 

A review of the simple effects indicated that, in the high uncertainty condition, participants’ satisfaction with better outcomes was dampened while their satisfaction with worse outcomes was elevated, as compared to satisfaction ratings in the low uncertainty condition (see Figure 4). While the dampening effect is in line with research by van Dijk and Zeelenberg (2003), the enhanced satisfaction with a worse outcome may be more in line with the Blissful Ignorance Effect posited by Mishra et al. (2008). 
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STUDY 2
Study 1 showed that repurchase rates differed by level of uncertainty, with further effects due to differences in realized outcomes and usage context similarity. Additionally, since real life choices have varying levels of consequentiality for the consumer, in Study 2 we add test whether the influences of uncertainty level and outcome observed in Study 1 vary as a function of consequentiality. 
The product category used for Study 2 was disposable digital cameras. To manipulate differing levels of consequentiality, we indicate that the first purchase is part of a promotional offer in which the participant receives a 50% discount off the next purchase of either the same disposable digital camera (penalty for switching) or any disposable digital camera (no penalty for switching). Adding such a switching penalty should provide some evidence as to whether the post-choice effects of uncertainty are influenced by the consequentiality of the choice.
Also, based on suggestions from other scholars, we added need for cognitive closure as a covariate. The need for cognitive closure scale (NFCC) (Webster and Kruglanski 1994) measures five factors reflecting individual differences regarding motivation to obtain an answer to an open issue. It is comprised of five subscales that measure an individual’s need for order and predictability, his/her decisiveness and closed-mindedness, and his/her ability to tolerate ambiguity. Differences along these lines may be reflected in differential reactions to choice situations characterized by uncertainty. For example, because individuals who are high on NFCC prefer not to reopen decisions once they are made (Webster and Kruglanski 1994), they may be less likely to alter their choice as a function of realized outcome than an individual who is low on NFCC. 
Design, Method, and Procedure

Two hundred sixty-two undergraduate business students participated in an online study in exchange for partial course credit. The study utilized stimuli based on Study 1, which presents information on six camera attributes. The study employed a 2 (level of uncertainty: high vs. low) X 2 (outcome valence: better vs. worse) X 2 (consequentiality: penalty for switching vs. no penalty for switching), 8-cell, between subjects design.

Upon signing into the study, participants were asked to imagine that they have been selected as an ambassador for their university that will require domestic and international travel. They further read that they decided not to take their own expensive camera abroad on these trips but rather chose to take part in a special promotion being offered by a local store. Participants in the “no penalty for switching” condition read that with the purchase of a disposable camera, they would receive “50% off” their next purchase of “ANY” disposable digital camera brand. Participants in the “penalty for switching” condition read a similar passage, except that the last line was changed to indicate that they would receive “50% off” their next purchase of “the same” disposable digital camera brand that they selected the first time. In this fashion, participants are exposed to different conditions of choice consequentiality. See Appendix 4.
Attribute level information was presented on the cameras that was identical to that used in Study 1, with the exception that the price was not provided. The remainder of the study was identical to that used in Study 1, with an additional exception that the NFCC scale and measures of two covariates indicating whether the participant a) currently owned a camera and b) was currently in the market for a camera were included. The need for cognitive closure scale consists of 47 6-point Likert scale items anchored at the low end by “(1) Strongly disagree” and at the high end by “(6) Strongly agree.” The key dependent variables were the likelihood of repurchase and the pattern of choice following receipt of initial outcomes.
Results
Sixty-seven observations were dropped from the analysis as per the instructions for the use of the NFCC. These observations were dropped because of excessive scores on the “lie score” generated by the NFCC. This resulted in the retention of 195 observations for analysis. The NFCC scores were summed and the index employed as a covariate in the analysis.

Manipulation Check.   We averaged the two certainty/confidence items (correlation = 0.83) previously employed by Zakay and Tsal (1993) and performed an ANOVA on the resulting measure of average choice certainty/confidence. The analysis revealed that participants in the high uncertainty condition experienced significantly higher uncertainty (M = 2.3) than did those in the low uncertainty condition (M = 1.4) (F(1,194) = 6.53, p<.05). The effect of NFCC was not significant.
ANOVA provided directional evidence that participants in the high uncertainty condition reported experiencing uncertainty stemming from insufficient information (M=4.5) to a greater extent than did those in the low uncertainty condition (M=3.9) (F(1, 195) = 2.18, p<.14). 
We also observed a significant main effect of information availability on the likelihood that uncertainty would reflect an inability to predict outcomes. Participants in the high uncertainty condition reported experiencing this problem to a greater extent (M=3.6) than did those in the low uncertainty condition (M=3.3) (F(1, 195) = 6.57, p<.05). This provides confirmatory evidence of proposition 1. This main effect was qualified by a significant interaction with NFCC (F(1, 193) = 3.52, p<.05) such that the effect was higher for participants with lower NFCC. 

Direct Effect of Uncertainty on Repurchase.   We conducted a logistic regression to evaluate the hypotheses. As shown in Table 4, the regression again revealed a significant main effect of uncertainty level and a main effect of outcome. The main effect of outcome was qualified by a significant two-way interaction of outcome, and consequentiality. Because data transformations can influence significance testing of interactions, we also evaluated the hypotheses using OLS regression. All of the same main and interaction effects were significant in the OLS regression. No other effects were significant.
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Overall Model 34.02***

Uncertainty Level (high) 11.62*** 0.56

Outcome (worse) 19.00*** 0.48

Consequentiality (No Penalty) 1.90 1.27

Uncertainty Level (high) x Outcome (worse) 0.89 0.85

Uncertainty Level (high) x Context (No Penalty) 0.18 0.93

Outcome (worse)  x Consequentiality (no penalty) 4.26** 1.42

Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty) 1.18 1.20

Need for Cognitive Closure 1.42 0.99

own a digital camera (1) 0.27 0.90

in market for a digital camera (1)  0.36 1.19
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The significant main effect of uncertainty level on the likelihood of repurchase was such that 44% repurchased under high uncertainty while 69% repurchased under low uncertainty. This provides support for hypothesis 1. See Figure 5. 

[image: image10.emf]Figure 5. Repurchase Rates by

Uncertainty Condition

44%

69%

0%

20%

40%

60%

80%

High Uncertainty Low Uncertainty


Learning Effects of Uncertainty.   Our primary focus was on differences in the likelihood of repurchase as a function of the interaction between uncertainty level and two different forms of information available in the choice context; outcome and choice consequentiality. 
Influence on Repurchase.   Recall that hypothesis 2 asserts that decision-makers will pay greater attention to realized outcomes under conditions of high uncertainty. This increased attention to outcomes should amplify the effect of better vs. worse outcomes on the likelihood of repurchase. Additionally, while we did not state a formal hypothesis regarding the switching penalty, we anticipated that the presence of a penalty for switching might dampen the reaction to worse outcomes such that repurchase would be higher following a worse outcome when a switching penalty was present, but not when there was no penalty. Further, due to increased attention paid to choice-relevant information in the high (but not the low) uncertainty condition, we anticipated this pattern might be stronger in the high uncertainty condition. 
As shown in the logistic regression results in Table 4, the analysis did not reveal the significant interaction between uncertainty level and outcome that was hypothesized, nor did we observe a significant three-way interaction of uncertainty level, outcome, and choice consequentiality. Rather, the analysis indicated a significant main effect of outcome that was qualified by a significant interaction between outcome and consequentiality. The interaction effect is depicted in Figure 6. As indicated, the presence of a penalty for switching served to reduce the likelihood of repurchase following a worse outcome, but did not exert differential influence when the outcome was better.  This may suggest that the presence of even a hypothetical increase in consequentiality to the decision-maker may result in amplified reaction to worse outcomes. 
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Influence on Subsequent Selection.   The objective of Study 2 was to further evaluate the influence of outcome uncertainty on the likelihood of repurchase, rather than to consider patterns of subsequent choice as a function of contextual cues. Thus, the manipulation of consequentiality employed in Study 2 (i.e. presence or absence of a penalty for switching) does not lend itself to specific hypotheses regarding subsequent brand choice and we do not analyze these effects.
Influence on Satisfaction.   We evaluated satisfaction with realized outcome as a possible mediator of the observed influence of uncertainty on the likelihood of repurchase. ANOVA did not reveal a main effect of uncertainty level on satisfaction with outcome. This, again, indicates that satisfaction does not mediate the influence of uncertainty level on the likelihood of repurchase. 

The analysis revealed a significant main effect of outcome (F(195) = 30.51, p<.01) that was qualified by a significant interaction effect of uncertainty level and outcome (F(195) = 5.18, p<.05). A review of the simple effects indicated that participants’ satisfaction with realized outcomes was dampened in the high uncertainty condition.
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Overall Study 2 provided further evidence that outcome uncertainty due to missing information reduces the likelihood of repurchase. This effect maintained in the presence or absence of a penalty for switching, thus it does not appear to be moderated by the consequentiality. Further, the dampening effect of uncertainty does not appear to be mediated by satisfaction with realized outcomes. 
Given the evidence of a significant main effect of uncertainty on the likelihood of repurchase, we undertook Study 3 in order to address the possibility that the order in which attribute information is presented may explain these results. This issue is most relevant to findings from Study 1 in which we demonstrated a shift in brand preference based on the alignment between a camera attribute (flash range) and a usage context (graduation). We also altered the stimulus employed in the low uncertainty condition in order to facilitate evaluation of sequential choice patterns in that condition.
STUDY 3

The objectives of Study 3 were to replicate prior findings, to address any possible order effects via a counterbalancing manipulation, and to unconfound selection results in the low uncertainty condition. 
Design, Method, and Procedure

Five hundred twenty-four undergraduate business students participated in an online study in exchange for partial course credit. Presentation of attribute information was counterbalanced to control for possible order effects. In the high uncertainty condition, counterbalancing resulted in four possible presentations of the attribute information. Either battery life or flash range was listed first and either brands A and B, or brands B and C were matched on the highest rated attribute. (See Appendix 5.) In the low uncertainty condition, Brand B was rated “90” on both battery life and flash range. This resulted in a 2 (level of uncertainty: high vs. low) X 2 (outcome valence: better vs. worse) X 2 (context similarity: similar vs. different) X 4 (presentation order: battery first-AB match vs. battery first-BC match vs. flash range first-AB match vs. flash range first-BC match), 32-cell, between subjects design. Presentation order did not influence the results, so it is not discussed further and cells are collapsed across the remaining conditions. This resulted in an 8-cell, between subjects design.
Like Study 1, the stimuli for Study 3 focused on the purchase of digital cameras; however they differed from those of Study 1 in two ways. First, information on only three attributes of the available cameras (rather than the six shown in Study 1) was displayed. Two attributes, battery life and flash range, were used because they varied in importance between the usage contexts of vacation and graduation. The third attribute, ease of use, was included as a neutral attribute in the list because it was deemed equally important for taking good vacation and graduation pictures (see Table 1). Second, the battery life and flash range attributes were alternatively displayed first or last in the list of product attributes. 
Following presentation of the stimuli, participants responded to a selection prompt (“Which camera will you choose?”) by selecting one of the three available cameras. The rest of the study was nearly identical to Study 1 except that need for cognitive closure (NFCC) was added as a possible covariate as were measures indicating whether or not a digital camera was currently owned, whether or not the participant was currently in the market for a digital camera, the participant’s race, and their age.
Results
One hundred forty-four observations were dropped from the analysis as per the instructions for the use of the NFCC. These observations were dropped because of excessive scores on the “lie score” generated by the NFCC. This resulted in the retention of 380 observations for analysis. The NFCC scores were summed to create an NFCC index for each of the 380 observations. This index was included in logistic regression analysis as a possible covariate along with the other possible covariates indicated above. None of the covariates considered in the analysis affected the results, so they are not discussed further. 
Manipulation Check.   We again averaged the two certainty/confidence items (( = 0.92) and performed an ANOVA on the resulting measure of average choice confidence. The analysis revealed that participants in the high uncertainty condition experienced significantly less confidence and certainty (M = 5.0) than did those in the low uncertainty condition (M = 6.0) (F(1,380) = 49.87, p<.01).

ANOVA also revealed a significant main effect of information availability on the likelihood of experiencing uncertainty related to insufficient information (F(1,380) = 31.00, p<.01). Participants in the high uncertainty condition (M=5.4) were more likely to attribute uncertainty to insufficient information than those in the low uncertainty condition (M=4.3). ANOVA also revealed a significant main effect of uncertainty manipulation on the likelihood of experiencing uncertainty related to inability to predict outcomes (F(1,380) = 6.2, p<.05). Participants in the high uncertainty condition (M=3.5) reported issues related to inability to predict outcomes to a greater extent than those in the low uncertainty condition (M=3.0). This provided confirmation of proposition 1.
Direct Effect of Uncertainty on Repurchase.   We conducted a logistic regression to evaluate the hypotheses. As shown in Table 5, the regression again revealed a significant main effect of uncertainty level and a significant main effect of outcome. No other effects were significant.
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Overall Model 43.30***

Uncertainty Level (high) 30.50*** 0.53

Outcome (worse) 14.54*** 0.64

Consequentiality (No Penalty) 0.35 0.93
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Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty) 1.74 0.86
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The significant main effect of uncertainty level was such that 45% of participants in the high uncertainty condition repurchased the same camera brand on their second choice compared to 73% of those in the low uncertainty condition (see Fig. 8). This result provides further support for hypothesis 1. 
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The analysis also revealed a significant effect of outcome such that participants obtaining a better outcome were more likely to repurchase (68%) than those obtaining a worse outcome (50%). 

Learning Effects of Uncertainty.   As in Study 1, we considered how the interaction of uncertainty level, outcome, and contextual similarity would influence the likelihood of repurchase as well as subsequent selection behavior. 

Influence on Repurchase.   As stated in hypothesis 2, we anticipated that, under conditions of high uncertainty, decision-makers would pay greater attention to realized outcomes as a way of facilitating learning from the choice instance. This increased attention to outcomes should amplify the effect of better vs. worse outcomes on the likelihood of repurchase. Further, because similarity of decision context facilitates transference of knowledge, we expected the outcome effect to be further enhanced when sequential decision contexts were similar, but to be attenuated when sequential decision contexts were different. This was formally stated in hypothesis 2a. 
Our findings did not provide support for hypotheses 2. While we observed a significant main effect of outcome on the likelihood of repurchase, the interaction of uncertainty level and outcome was not significant. The three-way interaction of uncertainty level, outcome, and usage context similarity, posited in hypothesis 2a, was also not significant. (See Table 5.) Figures 9a and 9b depict the observed repurchase patterns by condition of contextual similarity. 
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Influence on Subsequent Choice.   As in Study 1, in Study 3, we considered how uncertainty might influence which items were selected, and the specific nature of switching behavior. 

The analysis reported earlier indicated that battery life is relatively more important to picture-taking during vacation than is flash range and that the opposite is true for picture-taking during graduation. Given this, we expected participants to exhibit a higher rate of switching from a brand that was better on battery life to one that was better on flash range when the usage context shifted from vacation to graduation. Further, we expected this pattern to be more pronounced under high uncertainty because high uncertainty would induce greater attention to the change in decision context. To this end we, again, reviewed the relative share garnered by each brand in the first and second choices. 

As described earlier, in the high uncertainty condition, attribute-level information for each of the three available brands was presented in a matrix format. The counterbalancing manipulation made the brand labels (“A”, “B”, and “C”) irrelevant for this analysis. Instead we focused the analysis on relative preference for different combinations of camera attributes. As shown in Appendix 5, the stimuli for Study 3 contained information on three available cameras. In the high uncertainty condition, one camera was rated “90” on battery life and one was rated “90” on flash range. Information on a third camera was also provided. One-half of the participants viewed a stimulus that rated the third camera “90” on battery life and the other viewed a stimulus that was rated “90” on flash range. Thus, the presented choice sets differed as a function of whether two cameras were rated “90” on battery life or on flash range. Selection patterns were analyzed by group according to which two attributes featured the highest ratings (i.e. “two battery attributes” vs. “two flash attributes”). 
Table 6 indicates the choice sets that were presented. For example, in the “two battery alternatives” set, two cameras were rated “90” on battery life, but featured different secondary attributes. Choice alternatives are listed in terms of their attributes such that the abbreviation for the highest-rated attribute is listed first, followed by that of the secondary attribute (i.e. highest rated attribute / secondary attribute). If attributes were equally rated, it was indicated by a hyphen  (-) rather than a backslash. For example, in the high uncertainty condition, “batt/ease” indicates a rating of “90” on battery life plus a rating of “70” on ease of use, with no rating provided on flash range, while “batt/flash” indicates a rating of “90” on battery life plus a rating of “70” on flash range, with no rating provided on ease of use. In the low uncertainty condition, “batt/flash-ease” indicates a rating of “90” rating on battery life and ratings of “70” for both flash range and ease of use.

[image: image17.emf]High Uncertainty with Two "Battery" Alternatives batt/ease batt/flash flash/ease

Battery Life 90 90 -

Ease of Use 70 - 70

Flash Range - 70 90

High Uncertainty with Two "Flash" Alternatives batt/ease flash/batt flash/ease

Battery Life 90 70 -

Ease of Use 70 - 70

Flash Range - 90 90

Low Uncertainty Condition batt/flash-ease batt-flash/ease flash/batt-ease

Battery Life 90 90 70

Ease of Use 70 70 70

Flash Range 70 90 90

Ratings Provided in Stimuli

Table 6. Attribute Combinations Used in Study 3


Our earlier analysis showed that battery life is relatively more important to picture-taking during vacation than is flash range and that the opposite is true for picture-taking during graduation. Given this, we expected participants to be more likely to switch from an item on which battery life is the highest rated attribute in the combination, to an item that features a high rating on flash range when the usage context shifted from vacation to graduation. Further, we expected this pattern to be more pronounced under high uncertainty because high uncertainty would induce greater attention to the decision context. To this end we reviewed the relative preference for combinations of attributes in the first and second choices. 

In the high uncertainty condition, an item rated 90 on battery life and 70 on ease of use garnered 55% share in the “two battery alternatives” group and 62% share in the “two flash alternatives” group, resulting in 58% share overall. As expected, in the low uncertainty condition, the greatest amount of share (92%) went to the dominant option that was rated as good, or better, than the competing alternatives on both battery life and flash range. See Table 7. 
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T2: High Uncertainty - Different Context - Better Outcome 46% 42% 25% 33%

T2: High Uncertainty - Different Context - Worse Outcome 31% 28% 34% 38%

batt/flash-ease batt-flash/ease flash/batt-ease

Low Uncertainty T1 Choice 6% 92% 3%

T2: Low Uncertainty - Same Context - Better Outcome 86% 12% 84% 4%

T2: Low Uncertainty - Same Context - Worse Outcome 59% 27% 59% 12%

T2: Low Uncertainty - Different Context - Better Outcome 79% 13% 82% 5%

T2: Low Uncertainty - Different Context - Worse Outcome 67% 17% 65% 19%

Table 7. Relative Preference for Attribute Combinations (Study 3)

Attribute Combination

Battery Life

Flash Range


We expected to observe a greater influence of context in the high uncertainty condition than in the low uncertainty condition. Specifically, we expected that participants in the high uncertainty condition would be more likely to switch from an alternative that was dominant on battery life to one that was dominant on flash range when the usage context was different. Frequency analysis did not reveal a significant influence of contextual similarity in the high uncertainty condition when a battery life-dominant set was presented (χ2= 0.18, df = 2, p<.91) or when a flash range-dominant set was presented (χ2= 3.32, df = 2, p<.19). Nor did we observe a significant influence of context on selection in the low uncertainty condition (χ2= 1.58, df = 2, p<.46).

Influence on Satisfaction.   Analysis of the influence on satisfaction revealed only a significant main effect of outcome (F(379) = 96.64, p<.01) such that better outcomes yielded higher satisfaction ratings (M = 5.2) than did worse outcomes (M=3.9). The influence of uncertainty level on satisfaction was not significant, thus mediation of the main effect of uncertainty level on the likelihood of repurchase was not indicated.
GENERAL DISCUSSION

People often make choices without complete and diagnostic information about the available alternatives. The three studies described in this manuscript suggest that such conditions of missing and non-diagnostic information is likely to give rise to uncertainty about outcomes that will arise from the choice action that is ultimately taken. Such uncertainty tends to surround the choices we make. Indeed, some may contend that, without uncertainty, there is no need for a choice or decision-making to ensue. But the presence of uncertainty in choice can challenge the formation of stable preference structures and give rise to confusion and decision difficulty, leading to questions regarding what, exactly, is learned from such an episode. 

This research evaluates the influence of missing information, and the associated outcome uncertainty, on the likelihood of repurchase, a customer behavior that is often integral to the success, profitability, and longevity of marketing entities. Although existing literature has not directly considered this question, it appears to offer contrasting speculations regarding whether uncertainty is a boon or a bust for repurchase. Thus, the present research aids out understanding of whether missing information and the associated uncertainty associated with it helps or hinders the formation of stable preferences. 

We posited and found evidence that missing information leads to a decreased ability to predict outcomes and also to a reduction in the likelihood of repurchase. Findings from Study 1 also suggested that reaction to realized outcomes may vary as a function of both the presence, or absence, of complete and diagnostic information and the similarity of usage context, but this finding was not observed in Study 3. 

The process by which the persistent, negative influence of uncertainty on the likelihood of repurchase comes about is yet unclear. Although missing information did hinder participants’ ability to predict future outcomes, we did not observe significant mediation by satisfaction with performance outcomes. This may mean that a different variable mediates the relationship between missing information and repurchase likelihood. 
Prior research has found evidence of a number of effects of missing attribute information in choice situations. People may infer values of missing attributes (Ross and Creyer 1992); that missing information may lead to less favorable evaluations (Johnson and Levin 1985); that decisions made under conditions of missing information may lead to increased confidence in one’s own judgment (Levin et al. 1988), and to heightened outcome expectations (Mishra et al. 2008). These findings suggest that the effect of missing information on repurchase that observed in the current research may be due to a factor or factors other than satisfaction, namely inferred values, judgmental confidence, and / or flexible outcome expectations. These possibilities will be explored in our ongoing research of this topic. 
As with all research, the current research has some limitations. As aforementioned, the mechanisms of the observed effects are not yet identified. Also, a single manipulation of uncertainty was employed so that the robustness of these effects has not yet been ascertained. 
These limitations notwithstanding, this research takes a step toward remedying the divergent predictions from the existing literature regarding the likelihood and nature of the influence of outcome uncertainty on repurchase behavior. It suggests that conditions of missing information leads to a lower likelihood of repurchase than conditions of complete and diagnostic information. Ongoing research on the topic will seek to clarify the mechanisms and moderators of this effect.
APPENDIX 1
Pretest 1:  Stimulus for Uncertainty (MMI condition)
[image: image19.jpg]You come across two cameras that are both on sale, but the sale

ends today.

Features of each camera have been rated on a 100-point scale,

with 100 being the best.

Rated Features Nikon
(maz =100 points)
Battery Life %0
Picture Quality
Ease of Use 0
Weight
Warranty (Yrs) 1
Price $260

Last Day of Sale

Pentax

90
7

6oz

$260
Last Day of Sale




Pretest 1:  Stimulus for Uncertainty (CI condition)

[image: image20.jpg]You come across two cameras that are both on sale, but the sale

ends today.

Features of each camera have been rated on a 100-point scale,

with 100 being the best.

Rated Features Nikon

(max =100 points)
Battery Life %0
Picture Quality 80
Ease of Use 0
Weight oz
Warranty (Yrs) 1
Price $260

Last Day of Sale

Pentax

70
80
90

6oz

$260
Last Day of Sale




APPENDIX 2

Pretest 2:  Stimuli for Outcome Manipulation


Better Outcome


[image: image21.emf]  
Worse Outcome

[image: image22.jpg]



APPENDIX 3
Study 1: High Uncertainty Condition

[image: image23.jpg]Imagine that you are taking a once-in-a-lifetime VACATION and want to

purchase a new digital camera for the trip.

There are three cameras available and you have the following information on
each. Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Accessory Kit 0

Battery Life %0 0
Ease of Use 0 %0

Flash Range 0 %0
Weight oz oz oz
Warranty (Yrs) 1 1

Price




    
Study 1:  Low Uncertainty Condition

 [image: image24.jpg]Imagine that you are taking a once-i lifetime VACATION and want to

purchase a new digital camera for the trip.

There are three cameras available and you have the following information on
each. Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Accessory Kit 0 %0 0
Battery Life %0 80 0
Ease of Use 0 %0 90
Flash Range 0 90 80
Weight oz Soz oz
Warranty (Yrs) 1 1 1

Price





APPENDIX 4
Study 2: Context Effect Stimulus – No Penalty for Switching
[image: image25.jpg]A store you like has a special offer on disposable cameras.

‘With each disposable camera you purchase, you will get

50% off your next purchase of ANY BRAND
of disposal digital camera.





Study 2: Context Effect Stimulus – Penalty for Switching
[image: image26.jpg]A store you like has a special offer on disposable cameras.

‘With each disposable camera you purchase, you will get

50% off your next purchase of THE SAME BRAND

of disposal digital camera.





APPENDIX 5
High Uncertainty Stimuli for Choice 1 in Study 3

Battery Life First – A/B Match

Flash Range First – A/B Match
[image: image27.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Battery Life 90 90
Ease of Use 7 70
Flash Range 70 90

Price $229 $229 $229



   [image: image28.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Flash Range 90 90
Ease of Use 7 70
RBattery Life 7 90

Price $229 $229 $229





Battery Life First – B/C Match   
Flash Range First – B/C Match

[image: image29.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Battery Life 90 70
Ease of Use 70 7
Flash Range 90 90

Price $229 $229 $229



   [image: image30.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Flash Range 90 70
Ease of Use 7 70
Battery Life 90 90

Price $229 $229 $229




Low Uncertainty Stimuli for Study 3
Battery Life Listed First
Flash Range Listed First

[image: image31.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Battery Life 90 90 70
Ease of Use 7 70 70
Flash Range 7 90 90

Price $229 $229 $229



   [image: image32.jpg]Imagine that you are taking a highly anticipated VACATION and want to purchase
a new digital camera for the trip.

There are three cameras available and you have the following information on each.
Higher numbers indicate higher ratings.

Rated Features Brand & Brand B Brand C
(maz =100 points)

Flash Range 90 90 70
Ease of Use 70 70 70
Battery Life 70 90 90

Price $229 $229 $229
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		Choice 2		High-Neg		30%		22%		49%

				High-Pos		21%		24%		55%
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TK2 Switching

		same and different contexts reported together						n=187

		Logistic Regression Results

				X2		p<		Log Odds

		unclevel		12.27		0.01		0.450		H1

		outcome		7.45		0.01		0.537

		context		0.14		0.71		1.090

		unclevel*outcome		0.19		0.66		0.905

		unclevel*context		0.18		0.67		1.100

		outcome*context		2.05		0.15		1.390

		unclevel*outcome*context		3.89		0.05		1.570		H?

		same context only						n=41						Repurchase Rates

		Logistic Regression Results														Better		Worse		Sig.

				X2		p<		Log Odds						High Uncertainty		67%		9%		p<.01		Finding is exact opposite of H1. Outcome effect (as measured by change in repurchase rate) is higher for High Unc than for low unc. This means they are more sensitive to the outcome.

		unclevel		6.63		0.01		0.231		H1				Low Uncertainty		80%		64%		p<.40

		outcome		0.53		0.47		0.693

		unclevel*outcome		4.48		0.03		0.279

		avgsat		5.52		0.02		3.234

		different context only						n=146						Repurchase Rates

		Logistic Regression Results														Better		Worse

				X2		p<		Log Odds						High Uncertainty		38%		41%

		unclevel		14.02		0.01		0.482						Low Uncertainty		83%		58%

		outcome		0.04		0.85		1.042

		unclevel*outcome		2.46		0.12		1.354

		avgsat		13.09		0.01		1.645
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		similar contexts

				better outcome		worse outcome

		high uncertainty		67%		9%

		low uncertainty		80%		64%

				9%																								Similar Contexts

				64%																										Outcome		% Repurchasing

																												High Uncertainty		Better		67%

																														Worse		9%

																												Low Uncertainty		Better		80%

																														Worse		64%

		different contexts

				better outcome		worse outcome

		high uncertainty		38%		41%

		low uncertainty		83%		58%

																												Dissimilar Contexts

																														Outcome		% Repurchasing

																												High Uncertainty		Better		38%

																														Worse		41%

																												Low Uncertainty		Better		83%

																														Worse		58%
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Tk2 Conditional Switching Table

		0		0

		0		0



high uncertainty

low uncertainty



Tk2 Cond Switch wo rpt purchase

		High Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				29%		35%		35%		High Uncertainty - Same Context

		Choice 2		Better Outcome		33%		50%		17%		Pos outcome causes shift away from flash range toward ease of use.

				Worse Outcome		55%		36%		9%		Neg outcome causes shift away from flash range toward battery life.

		High Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				56%		26%		18%		High Uncertainty - Different Context

		Choice 2		Better Outcome		21%		24%		55%		Pos outcome causes shift away from battery life toward flash range.

				Worse Outcome		30%		22%		49%		Neg outcome causes less extreme shift away from battery life toward flash range.

		Low Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				8%		92%		0%		Low Uncertainty - Same Context

		Choice 2		Better Outcome		10%		90%		0%		Pos outcome causes small shift away from dominant option toward battery life.

				Worse Outcome		14%		71%		14%		Neg outcome causes large shift away from dominant option toward either battery life or ease of use.

		Low Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				13%		86%		0%		Low Uncertainty - Different Context

		Choice 2		Better Outcome		12%		86%		2%		Pos outcome causes no change in selection pattern.

				Worse Outcome		24%		66%		11%		Neg outcome causes shift away from dominant option toward either battery life or ease of use.

		These data only represent the behavior of participants who changed their selection from T1 to T2.





Tk2 CORRECTED Cond Switch Table

				switching pattern

				A to A				A to B				A to C				B to A				B to B				B to C				C to A				C to B				C to C						n				A		B		C		Total						A		B		C		Total						A		B		C		calc check

		high-same context-neg		1		9%		1		9%		1		9%		3		27%		0		0%		0		0%		2		18%		3		27%		0		0%				11		stay with		9%		0%		0%		9%				switch to		45%		36%		9%		91%				T2 Brand Pref		55%		36%		9%		1

		high-same context-pos		1		17%		1		17%		0		0%		1		17%		2		33%		0		0%		0		0%		0		0%		1		17%				6		stay with		17%		33%		17%		67%				switch to		17%		17%		0%		33%				T2 Brand Pref		33%		50%		17%		1

		high-different context-neg		10		27%		8		22%		6		16%		1		3%		0		0%		7		19%		0		0%		0		0%		5		14%				37		stay with		27%		0%		14%		41%				switch to		3%		22%		35%		59%				T2 Brand Pref		30%		22%		49%		1

		high-different context-pos		3		10%		3		10%		7		24%		2		7%		3		10%		4		14%		1		3%		1		3%		5		17%				29		stay with		10%		10%		17%		38%				switch to		10%		14%		38%		62%				T2 Brand Pref		21%		24%		55%		1

																																										66

		low-same context-neg		0		0%		1		7%		0		0%		2		14%		9		64%		2		14%		0		0%		0		0%		0		0%				14		stay with		0%		64%		0%		64%				switch to		14%		7%		14%		36%				T2 Brand Pref		14%		71%		14%		1

		low-same context-pos		0		0%		1		10%		0		0%		1		10%		8		80%		0		0%		0		0%		0		0%		0		0%				10		stay with		0%		80%		0%		80%				switch to		10%		10%		0%		20%				T2 Brand Pref		10%		90%		0%		1

		low-different context-neg		1		3%		4		11%		1		3%		8		21%		21		55%		3		8%		0		0%		0		0%		0		0%				38		stay with		3%		55%		0%		58%				switch to		21%		11%		11%		42%				T2 Brand Pref		24%		66%		11%		1

		low-different context-pos		2		5%		3		7%		0		0%		3		7%		33		79%		1		2%		0		0%		0		0%		0		0%				42		stay with		5%		79%		0%		83%				switch to		7%		7%		2%		17%				T2 Brand Pref		12%		86%		2%		1

																																										80

		High Uncertainty

																																												Better		Worse

		More Similar																																										67%		9%

		Less Similar																																										38%		41%

		Low Uncertainty

																																												Better		Worse

		More Similar																																										80%		64%

		Less Similar																																										83%		58%





Tk2 CORRECTED Cond Switch Table

		0		0

		0		0



More Similar

Less Similar

Outcome

Repurchase Rates under High Uncertainty



Tk2 Change in Brand Pref

		0		0

		0		0



More Similar

Less Similar

Outcome

Repurchase Rates under Low  Uncertainty



Tk2 unc x out on avg sat

		Raw Numbers												Percentages										% Switching To

										Rpt Purch												Rpt Purch.		A		B		C

		High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		17

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		0						A		6%		6%		0%														sum		17

		B		1		2		0						B		6%		12%		0%

		C		0		0		1						C		0%		0%		6%

										6												67%		17%		17%		0%				154%

		High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		1						A		6%		6%		6%

		B		3		0		0						B		18%		0%		0%

		C		2		3		0						C		12%		18%		0%

										11												9%		45%		36%		9%

		High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		66

		Choice 1		A		B		C						Choice 1		A		B		C

		A		3		3		7						A		5%		5%		11%														sum		66

		B		2		3		4						B		3%		5%		6%

		C		1		1		5						C		2%		2%		8%

										29												38%		10%		14%		38%

		High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		10		8		6						A		15%		12%		9%

		B		1		0		7						B		2%		0%		11%

		C		0		0		5						C		0%		0%		8%

										37												41%		3%		22%		35%

		Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		24

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%														sum		24

		B		1		8		0						B		4%		33%		0%

		C		0		0		0						C		0%		0%		0%

										10												80%		10%		10%		0%

		Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%

		B		2		9		2						B		8%		38%		8%

		C		0		0		0						C		0%		0%		0%

										14												64%		14%		7%		14%

		Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		80

		Choice 1		A		B		C						Choice 1		A		B		C

		A		2		3		0						A		3%		4%		0%														sum		80

		B		3		33		1						B		4%		41%		1%

		C		0		0		0						C		0%		0%		0%

										42												83%		7%		7%		2%

		Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		4		1						A		1%		5%		1%

		B		8		21		3						B		10%		26%		4%

		C		0		0		0						C		0%		0%		0%

										38												58%		21%		11%		11%

																																								A		B		C

																																						High Uncertainty - Same Context - Positive		17%		17%		0%

																																						High Uncertainty - Same Context - Negative		45%		36%		9%

																																						High Uncertainty - Different Context - Positive		10%		14%		38%

																																						High Uncertainty - Different Context - Negative		3%		22%		35%

																																						Low Uncertainty - Same Context - Positive		10%		10%		0%

																																						Low Uncertainty - Same Context - Negative		14%		7%		14%

																																						Low Uncertainty - Different Context - Positive		7%		7%		2%

																																						Low Uncertainty - Different Context - Negative		21%		11%		11%



&L&"Arial,Bold"&12BS2TK2 Switching Pattern Detail

&L&Z&F, &D, &T, &P



Tk2 unc x out on avg sat

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



High Uncertainty - Same Context - Positive

High Uncertainty - Same Context - Negative

High Uncertainty - Different Context - Positive

High Uncertainty - Different Context - Negative

Low Uncertainty - Same Context - Positive

Low Uncertainty - Same Context - Negative

Low Uncertainty - Different Context - Positive

Low Uncertainty - Different Context - Negative

Selected Brand at T2

Switching Pattern



Repurchase Charts

		Raw Numbers												Percentages										% of Switchers Selecting

										Total Purch														A		B		C				switchers

		High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		17

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		0						A		6%		6%		0%														sum		17

		B		1		2		0						B		6%		12%		0%

		C		0		0		1						C		0%		0%		6%

										6														50%		50%		0%				2

		High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		1						A		6%		6%		6%

		B		3		0		0						B		18%		0%		0%

		C		2		3		0						C		12%		18%		0%

										11														50%		40%		10%				10

		High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		66

		Choice 1		A		B		C						Choice 1		A		B		C

		A		3		3		7						A		5%		5%		11%														sum		66

		B		2		3		4						B		3%		5%		6%

		C		1		1		5						C		2%		2%		8%

										29														17%		22%		61%				18

		High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		10		8		6						A		15%		12%		9%

		B		1		0		7						B		2%		0%		11%

		C		0		0		5						C		0%		0%		8%

										37														5%		36%		59%				22

		Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		24

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%														sum		24

		B		1		8		0						B		4%		33%		0%

		C		0		0		0						C		0%		0%		0%

										10														50%		50%		0%				2

		Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%

		B		2		9		2						B		8%		38%		8%

		C		0		0		0						C		0%		0%		0%

										14														40%		20%		40%				5

		Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		80

		Choice 1		A		B		C						Choice 1		A		B		C

		A		2		3		0						A		3%		4%		0%														sum		80

		B		3		33		1						B		4%		41%		1%

		C		0		0		0						C		0%		0%		0%

										42														43%		43%		14%				7

		Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		4		1						A		1%		5%		1%

		B		8		21		3						B		10%		26%		4%

		C		0		0		0						C		0%		0%		0%

										38														50%		25%		25%				16

																																								A		B		C

																																						High Uncertainty - Same Context - Positive		50%		50%		0%

																																						High Uncertainty - Same Context - Negative		50%		40%		10%

																																						High Uncertainty - Different Context - Positive		17%		22%		61%

																																						High Uncertainty - Different Context - Negative		5%		36%		59%

																																						Low Uncertainty - Same Context - Positive		50%		50%		0%

																																						Low Uncertainty - Same Context - Negative		40%		20%		40%

																																						Low Uncertainty - Different Context - Positive		43%		43%		14%

																																						Low Uncertainty - Different Context - Negative		50%		25%		25%



&L&"Arial,Bold"&12BS2TK2 Switching Pattern Detail

&L&Z&F, &D, &T, &P



Repurchase Charts

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



High Uncertainty - Same Context - Positive

High Uncertainty - Same Context - Negative

High Uncertainty - Different Context - Positive

High Uncertainty - Different Context - Negative

Low Uncertainty - Same Context - Positive

Low Uncertainty - Same Context - Negative

Low Uncertainty - Different Context - Positive

Low Uncertainty - Different Context - Negative

Selected Brand at T2

Switching Pattern



		T2 Raw Numbers												T2 Percentages										% of Switchers Selecting

										Cond. N												% Rpurch		A		B		C				switchers

		High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		17

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		0						A		17%		17%		0%														sum		23

		B		1		2		0						B		17%		33%		0%

		C		0		0		1						C		0%		0%		17%

		Total		2		3		1		6												67%		17%		17%		0%				2

		High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		1						A		9%		9%		9%

		B		3		0		0						B		27%		0%		0%

		C		2		3		0						C		18%		27%		0%

		Total		6		4		1		11												9%		45%		36%		9%				10

		High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		66

		Choice 1		A		B		C						Choice 1		A		B		C

		A		3		3		7						A		10%		10%		24%														sum		95

		B		2		3		4						B		7%		10%		14%

		C		1		1		5						C		3%		3%		17%

		Total		6		7		16		29												38%		10%		14%		38%				18

		High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		10		8		6						A		27%		22%		16%

		B		1		0		7						B		3%		0%		19%

		C		0		0		5						C		0%		0%		14%

		Total		11		8		18		37												41%		3%		22%		35%				22

		Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		24

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		10%		0%														sum		34

		B		1		8		0						B		10%		80%		0%

		C		0		0		0						C		0%		0%		0%

		Total		1		9		0		10												80%		10%		10%		0%				2

		Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		7%		0%

		B		2		9		2						B		14%		64%		14%

		C		0		0		0						C		0%		0%		0%

		Total		2		10		2		14												64%		14%		7%		14%				5

		Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		80

		Choice 1		A		B		C						Choice 1		A		B		C

		A		2		3		0						A		5%		7%		0%														sum		122

		B		3		33		1						B		7%		79%		2%

		C		0		0		0						C		0%		0%		0%

		Total		5		36		1		42												83%		7%		7%		2%				7

		Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		4		1						A		3%		11%		3%

		B		8		21		3						B		21%		55%		8%

		C		0		0		0						C		0%		0%		0%

		Total		9		25		4		38												58%		21%		11%		11%				16

																																								A		B		C

																																						High Uncertainty - Same Context - Positive		17%		17%		0%

																																						High Uncertainty - Same Context - Negative		45%		36%		9%

																																						High Uncertainty - Different Context - Positive		10%		14%		38%

																																						High Uncertainty - Different Context - Negative		3%		22%		35%

																																						Low Uncertainty - Same Context - Positive		10%		10%		0%

																																						Low Uncertainty - Same Context - Negative		14%		7%		14%

																																						Low Uncertainty - Different Context - Positive		7%		7%		2%

																																						Low Uncertainty - Different Context - Negative		21%		11%		11%



&L&"Arial,Bold"&12BS2TK2 Switching Pattern Detail

&L&Z&F, &D, &T, &P



		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0

		0		0		0		0		0		0		0		0



High Uncertainty - Same Context - Positive

High Uncertainty - Same Context - Negative

High Uncertainty - Different Context - Positive

High Uncertainty - Different Context - Negative

Low Uncertainty - Same Context - Positive

Low Uncertainty - Same Context - Negative

Low Uncertainty - Different Context - Positive

Low Uncertainty - Different Context - Negative

Selected Brand at T2

Switching Pattern



		T1 Percentages												T2 Raw Numbers												T2 Percentages										% of Ps Selecting

																						Cond. N												% Rpurch		A		B		C				switchers

														High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

		Choice		Uncertainty		A		B		C						Choice 2												Choice 2																		N		17

		Choice 1		High		56%		26%		18%				Choice 1		A		B		C						Choice 1		A		B		C

		Choice 1		Low		14%		86%		0%				A		1		1		0						A		17%		17%		0%														sum		23

		Choice 2		Low		18%		76%		6%				B		1		2		0						B		17%		33%		0%

		Choice 2		High		26%		23%		52%				C		0		0		1						C		0%		0%		17%

														Total		2		3		1		6												67%		33%		50%		17%				2

														High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

																Choice 2												Choice 2

														Choice 1		A		B		C						Choice 1		A		B		C

														A		1		1		1						A		9%		9%		9%

														B		3		0		0						B		27%		0%		0%

														C		2		3		0						C		18%		27%		0%

														Total		6		4		1		11												9%		55%		36%		9%				10

														High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

																Choice 2												Choice 2																		N		66

														Choice 1		A		B		C						Choice 1		A		B		C

														A		3		3		7						A		10%		10%		24%														sum		95

														B		2		3		4						B		7%		10%		14%

														C		1		1		5						C		3%		3%		17%

														Total		6		7		16		29												38%		21%		24%		55%				18

														High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

																Choice 2												Choice 2

														Choice 1		A		B		C						Choice 1		A		B		C

														A		10		8		6						A		27%		22%		16%

														B		1		0		7						B		3%		0%		19%

														C		0		0		5						C		0%		0%		14%

														Total		11		8		18		37												41%		30%		22%		49%				22

														Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

																Choice 2												Choice 2																		N		24

														Choice 1		A		B		C						Choice 1		A		B		C

														A		0		1		0						A		0%		10%		0%														sum		34

														B		1		8		0						B		10%		80%		0%

														C		0		0		0						C		0%		0%		0%

														Total		1		9		0		10												80%		10%		90%		0%				2

														Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

																Choice 2												Choice 2

														Choice 1		A		B		C						Choice 1		A		B		C

														A		0		1		0						A		0%		7%		0%

														B		2		9		2						B		14%		64%		14%

														C		0		0		0						C		0%		0%		0%

														Total		2		10		2		14												64%		14%		71%		14%				5

														Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

																Choice 2												Choice 2																		N		80

														Choice 1		A		B		C						Choice 1		A		B		C

														A		2		3		0						A		5%		7%		0%														sum		122

														B		3		33		1						B		7%		79%		2%

														C		0		0		0						C		0%		0%		0%

														Total		5		36		1		42												83%		12%		86%		2%				7

														Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

																Choice 2												Choice 2

														Choice 1		A		B		C						Choice 1		A		B		C

														A		1		4		1						A		3%		11%		3%

														B		8		21		3						B		21%		55%		8%

														C		0		0		0						C		0%		0%		0%

														Total		9		25		4		38												58%		24%		66%		11%				16

																																																						A		B		C

																																																		High Uncertainty - Same Context - Positive				33%		50%		17%

																																																		High Uncertainty - Same Context - Negative				55%		36%		9%

																																																		High Uncertainty - Different Context - Positive				21%		24%		55%

																																																		High Uncertainty - Different Context - Negative				30%		22%		49%

																																																		Low Uncertainty - Same Context - Positive				10%		90%		0%

																																																		Low Uncertainty - Same Context - Negative				14%		71%		14%

																																																		Low Uncertainty - Different Context - Positive				12%		86%		2%

																																																		Low Uncertainty - Different Context - Negative				24%		66%		11%

																																																		High Uncertainty T1				56%		26%		18%

																																																		Low Uncertainty T1				14%		86%		0%

																																																						A		B		C

																																																		High Uncertainty - Same Context - Positive				33%		50%		17%

																																																		High Uncertainty - Same Context - Negative				55%		36%		9%

																																																		High Uncertainty - Different Context - Positive				21%		24%		55%

																																																		High Uncertainty - Different Context - Negative				30%		22%		49%

																																																		Table 3. Relative Brand Share by Condition (Study 1)

																																																				Repurchase Rate		A		B		C

																																																		High Uncertainty T1 Choice				56%		26%		18%

																																																		T2: High Uncertainty - Similar Context - Better Outcome		67%		33%		50%		17%				High Uncertainty - Same Context - Positive		Negative (uncertainty) + Positive (outcome) + Transferable info (same context) = Increase in confidence? Option attachment? Variety seeking? More critical evaluation?

																																																		T2: High Uncertainty - Similar Context - Worse Outcome		9%		55%		36%		9%				High Uncertainty - Same Context - Negative		Negative (uncertainty) + Negative (outcome) + Transferable info (same context)= Fear of worse outcome? Bolstering initial choice? Withdrawal from process (lack of thought)?

																																																		T2: High Uncertainty - Dissimilar Context - Better Outcome		38%		21%		24%		55%				High Uncertainty - Different Context - Positive		Negative (uncertainty) + Positive (outcome) + Less transferable info (different context) = Focus on new information

																																																		T2: High Uncertainty - Dissimilar Context - Worse Outcome		41%		30%		22%		49%				High Uncertainty - Different Context - Negative		Negative (uncertainty) + Negative (outcome) + Less transferable info (different context) = Focus on new information

																																																						A		B		C

																																																		Low Uncertainty T1 Choice				14%		86%		0%				Low Uncertainty T1 Choice

																																																		T2: Low Uncertainty - Similar Context - Better Outcome		80%		10%		90%		0%				Low Uncertainty - Same Context - Positive		Neither outcome valence nor transferability of information matter. The dominant option is always more preferred.

																																																		T2: Low Uncertainty - Similar Context - Worse Outcome		64%		14%		71%		14%				Low Uncertainty - Same Context - Negative

																																																		T2: Low Uncertainty - Dissimilar Context - Better Outcome		83%		12%		86%		2%				Low Uncertainty - Different Context - Positive

																																																		T2: Low Uncertainty - Dissimilar Context - Worse Outcome		58%		24%		66%		11%				Low Uncertainty - Different Context - Negative
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High Uncertainty - Same Context - Positive

High Uncertainty - Same Context - Negative

High Uncertainty - Different Context - Positive

High Uncertainty - Different Context - Negative

Low Uncertainty - Same Context - Positive

Low Uncertainty - Same Context - Negative

Low Uncertainty - Different Context - Positive

Low Uncertainty - Different Context - Negative

High Uncertainty T1

Low Uncertainty T1

Selected Brand at T2

Switching Pattern



		Includes all 187 data points

				Better		Worse

		High Uncertainty		4.9		4.2

		Low Uncertainty		5.4		3.5

		includes only 41 obs for "same" context

				Better		Worse

		High Uncertainty		5		4.6

		Low Uncertainty		5.4		3.4





		Better		Better

		Worse		Worse



High Uncertainty

Low Uncertainty

Average Satisfaction

Uncertainty * Outcome Influence on Satisfaction

4.9

5.4

4.2

3.5



		0		0

		0		0



High Uncertainty

Low Uncertainty

Average Satisfaction

Uncertainty * Outcome Influence on Satisfaction

5.0



				Repurchase Rate

		High Uncertainty		37%

		Low Uncertainty		71%

				Repurchase Rate

		Better Outcome		67%

		Worse Outcome		47%

				More Similar		Less Similar

		Better Outcome		75%		65%

		Worse Outcome		40%		49%





		High Uncertainty

		Low Uncertainty



Repurchase Rate

0.37

0.71



		0

		0



Repurchase Rate



		Better Outcome		Better Outcome

		Worse Outcome		Worse Outcome



More Similar

Less Similar

Repurchase Rate

Outcome * Task Influence on Repurchase Rates

0.75

0.65

0.4

0.49
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Sheet1

		Study 1

		Table 2. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						26.75***

		Uncertainty Level						12.27***		0.45

		Outcome						7.45***		0.54

		Context Similarity						0.14		1.09

		Uncertainty Level x Outcome						0.19		0.91

		Uncertainty Level x Context						0.18		1.10

		Outcome  x Context						2.05		1.39

		Uncertainty Level x Outcome X Context						3.89**		1.57

		(*** p<.01, **p<.05, *p<.10)

		Study 2

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						34.02***

		Uncertainty Level (high)						11.62***		0.56

		Outcome (worse)						19.00***		0.48

		Consequentiality (No Penalty)						1.90		1.27

		Uncertainty Level (high) x Outcome (worse)						0.89		0.85

		Uncertainty Level (high) x Context (No Penalty)						0.18		0.93

		Outcome (worse)  x Consequentiality (no penalty)						4.26**		1.42

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.18		1.20

		Need for Cognitive Closure						1.42		0.99

		own a digital camera (1)						0.27		0.90

		in market for a digital camera (1)						0.36		1.19

		(*** p<.01, **p<.05, *p<.10)

		Study 3

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						43.30***

		Uncertainty Level (high)						30.50***		0.53

		Outcome (worse)						14.54***		0.64

		Consequentiality (No Penalty)						0.35		0.93

		Uncertainty Level (high) x Outcome (worse)						0.89		1.12

		Uncertainty Level (high) x Context (No Penalty)						0.07		0.97

		Outcome (worse)  x Consequentiality (no penalty)						0.60		1.09

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.74		0.86

		Presentation Order (battery first - AB match)						0.04		1.04

		Presentation Order (battery first - BC match)						0.01		1.01

		Presentation Order (flash first - AB match)						1.18		0.81

		Need for Cognitive Closure						0.05		1.00

		own a digital (1)						0.35		0.91

		in market for a digital camera (1)						0.19		1.08

		race						0.12		1.03

		age						1.11		0.79

		(*** p<.01, **p<.05, *p<.10)
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		Better Outcome		Better Outcome

		Worse Outcome		Worse Outcome



No Penalty

Penalty

Figure 6. Repurchase Rates:
Outcome*Consequentiality

0.73

0.77

0.52

0.31



switching for reverse study

		

		No Penalty

				better outcome		worse outcome

		High Uncertainty		58%		39%

		Low Uncertainty		83%		68%

		Penalty

				better outcome		worse outcome

		High Uncertainty		74%		14%

		Low Uncertainty		79%		47%





switching for reverse study
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Low Uncertainty

Figure XX. Repurchase Rates: No Penalty for Switching



Unc effect on repurc study 2
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High Uncertainty
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Figure XX. Repurchase Rages: Penalty for Switching



Repurchase charts study 3

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%

				No Penalty		Penalty

		Better Outcome		73%		77%

		Worse Outcome		52%		31%





Repurchase charts study 3
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Figure XX. Repurchase Rates by Uncertainty Condition



repurchase for study 3
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Figure XX. Repurchase Rates by Outcome Condition



combos of attribs study 3
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No Penalty
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Figure XX. Repurchase Rates: Outcome*Switching Cost



brand share table study 2

		

		Diff

				better outcome		worse outcome

		High Uncertainty		51%		33%

		Low Uncertainty		79%		67%

		Same

				better outcome		worse outcome

		High Uncertainty		54%		41%

		Low Uncertainty		86%		59%

		for dissertation study 3 = cox study

		High Uncertainty		45%

		Low Uncertainty		73%

		Better Outcome		68%

		Worse Outcome		50%





brand share table study 2
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Figure 6c. Repurchase Rates  under Low Similarity: Uncertainty*Outcome



Repurchase patterns NO NFCC (2)
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Figure 6b. Repurchase Rates under High Similarity: Uncertainty*Outcome



Repurchase rates by NFCC
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Figure XX. Repurchase Rates by             Uncertainty Condition



Repurchase patterns by NFCC
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Figure XX. Repurchase Rates by                Outcome Condition



Repurchase patterns

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



REPURCHAS with nfcc interaction

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		batt/flash		flash-batt/ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





NFCC only pref by category

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





NFCC only preference

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





full data low levl pref (2)

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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full data low levl pref (2)
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Figure 6a. Repurchase Rates: Uncertainty*Outcome



switch 5 repurchase rates
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Figure 6b. Repurchase Rates: Same Context



switch 3 repurchase rates
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Figure 6c. Repurchase Rates: Different Contexts



NFCC low levl pref
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Figure 6d. Repurchase Rates: Low NFCC, Same Context



Brand Preference
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Figure 6e. Repurchase Rates: Low NFCC, Different Contexts
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Repurchase Rate: NFCC = 1, Same Context
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High Uncertainty
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Repurchase Rates: NFCC = 1, Different Contexts
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Repurchase Rates: NFCC = 2, Same Context



		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts
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Figure 6g. Repurchase Rates: High NFCC, Different Contexts
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Figure 6f. Repurchase Rates: High NFCC, Same Context
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Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59





		0		0

		0		0



High Uncertainty

Low Uncertainty

4b. Repurchase Rates: 
Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63





		0		0

		0		0



High Uncertainty

Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts



		0

		0



Repurchase

Figure 6a. Influence of Uncertainty on Repurchase Rates



		0

		0



Repurchase

Figure 6b. Influence of Outcome on Repurchase



		0		0

		0		0



High Uncertainty

Low Uncertainty

Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Better Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Worse Outcome
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		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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		High Uncertainty		4.88		3.93
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Figure 8. Repurchase Rates by
Uncertainty Condition
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Unc effect on repurc study 2
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Unc effect on repurc study 2
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3
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Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

		Diff

				better outcome		worse outcome

		High Uncertainty		51%		33%

		Low Uncertainty		79%		67%

		Same

				better outcome		worse outcome

		High Uncertainty		54%		41%

		Low Uncertainty		86%		59%

		High Uncertainty		45%

		Low Uncertainty		73%





repurchase for study 3
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Figure 6c. Repurchase Rates  under Low Similarity: Uncertainty*Outcome



combos of attribs study 3
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Figure 6b. Repurchase Rates under High Similarity: Uncertainty*Outcome



brand share table study 2

		0

		0



Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase patterns NO NFCC (2)

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



Repurchase rates by NFCC

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		batt/flash		flash-batt/ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





Repurchase patterns by NFCC

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





Repurchase patterns

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





REPURCHAS with nfcc interaction

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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REPURCHAS with nfcc interaction
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High Uncertainty
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Figure 6a. Repurchase Rates: Uncertainty*Outcome



NFCC only pref by category
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Figure 6b. Repurchase Rates: Same Context



NFCC only preference
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Figure 6c. Repurchase Rates: Different Contexts



full data low levl pref (2)
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Figure 6d. Repurchase Rates: Low NFCC, Same Context



switch 5 repurchase rates
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Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



switch 3 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



NFCC low levl pref

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



Brand Preference

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



uncXoutcome effect

		



High Uncertainty
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Repurchase Rates: NFCC = 2, Different Contexts



satisfaction
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Figure 6g. Repurchase Rates: High NFCC, Different Contexts
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Figure 6f. Repurchase Rates: High NFCC, Same Context
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Same

Different

Repurchase Rates: High Uncertainty, Low NFCC
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Same

Different

Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0
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		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome
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		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome
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		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome
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		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0
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		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59
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		0		0
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Low Uncertainty

4b. Repurchase Rates: 
Different Contexts
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		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63
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Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase



		0		0

		0		0



High Uncertainty

Low Uncertainty

Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%
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		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%
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		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%





Unc effect on repurc study 2
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3
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Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58





combos of attribs study 3

		

		Table 7. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Doubled Attributes				Repurchase Rate		batt/ease		batt/flash		flash/ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt/ease		flash/batt		flash/ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt/flash-ease		batt-flash/ease		flash/batt-ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



brand share table study 2

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		flash-batt/ease		batt/flash

				Battery Life		90		70		90

				Ease of Use		70		70		70

				Flash Range		70		70		90





Repurchase patterns NO NFCC (2)

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





Repurchase rates by NFCC

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





Repurchase patterns by NFCC

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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Repurchase patterns by NFCC
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High Uncertainty

Low Uncertainty

Figure 6a. Repurchase Rates: Uncertainty*Outcome



Repurchase patterns
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High Uncertainty

Low Uncertainty

Figure 6b. Repurchase Rates: Same Context



REPURCHAS with nfcc interaction
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High Uncertainty

Low Uncertainty

Figure 6c. Repurchase Rates: Different Contexts



NFCC only pref by category
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High Uncertainty

Low Uncertainty

Figure 6d. Repurchase Rates: Low NFCC, Same Context



NFCC only preference
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High Uncertainty
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Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



full data low levl pref (2)

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



switch 5 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



switch 3 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



NFCC low levl pref

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts



Brand Preference
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High Uncertainty
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Figure 6g. Repurchase Rates: High NFCC, Different Contexts



uncXoutcome effect
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High Uncertainty
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Figure 6f. Repurchase Rates: High NFCC, Same Context



satisfaction
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Same

Different

Repurchase Rates: High Uncertainty, Low NFCC
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Same

Different

Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome
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		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8
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		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59
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4b. Repurchase Rates: 
Different Contexts
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4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63
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		0		0



High Uncertainty

Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Figure 6a. Influence of Uncertainty on Repurchase Rates



		0

		0



Repurchase

Figure 6b. Influence of Outcome on Repurchase
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Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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Attribute Preference: High Uncertainty - 
Different Context - Better Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition
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		better outcome		68%		82%

		worse outcome		67%		63%
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		better outcome		60%		87%
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		worse outcome		60%		60%





		0		0

		0		0



High

Low

Repurchase Rates



		0		0

		0		0



High

Low

Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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Sheet1

		Study 1

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						26.75***

		Uncertainty Level						12.27***		0.45

		Outcome						7.45***		0.54

		Context Similarity						0.14		1.09

		Uncertainty Level x Outcome						0.19		0.91

		Uncertainty Level x Context						0.18		1.10

		Outcome  x Context						2.05		1.39

		Uncertainty Level x Outcome X Context						3.89**		1.57

		(*** p<.01, **p<.05, *p<.10)

		Study 2

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						34.02***

		Uncertainty Level (high)						11.62***		0.56

		Outcome (worse)						19.00***		0.48

		Consequentiality (No Penalty)						1.90		1.27

		Uncertainty Level (high) x Outcome (worse)						0.89		0.85

		Uncertainty Level (high) x Context (No Penalty)						0.18		0.93

		Outcome (worse)  x Consequentiality (no penalty)						4.26**		1.42

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.18		1.20

		Need for Cognitive Closure						1.42		0.99

		own a digital camera (1)						0.27		0.90

		in market for a digital camera (1)						0.36		1.19

		(*** p<.01, **p<.05, *p<.10)

		Study 3

		Table 5. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						43.30***

		Uncertainty Level (high)						30.50***		0.53

		Outcome (worse)						14.54***		0.64

		Consequentiality (No Penalty)						0.35		0.93

		Uncertainty Level (high) x Outcome (worse)						0.89		1.12

		Uncertainty Level (high) x Context (No Penalty)						0.07		0.97

		Outcome (worse)  x Consequentiality (no penalty)						0.60		1.09

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.74		0.86

		Presentation Order (battery first - AB match)						0.04		1.04

		Presentation Order (battery first - BC match)						0.01		1.01

		Presentation Order (flash first - AB match)						1.18		0.81

		Need for Cognitive Closure						0.05		1.00

		own a digital (1)						0.35		0.91

		in market for a digital camera (1)						0.19		1.08

		race						0.12		1.03

		age						1.11		0.79

		(*** p<.01, **p<.05, *p<.10)
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Unc effect on repurc study 2

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%





Unc effect on repurc study 2
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3

		0

		0



Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58





combos of attribs study 3

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%
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Flash Range



brand share table study 2

		Table 6. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Two "Battery" Alternatives				batt/ease		batt/flash		flash/ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Two "Flash" Alternatives				batt/ease		flash/batt		flash/ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt/flash-ease		batt-flash/ease		flash/batt-ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





Repurchase patterns NO NFCC (2)

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





Repurchase rates by NFCC

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





Repurchase patterns by NFCC

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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Repurchase patterns by NFCC
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High Uncertainty

Low Uncertainty

Figure 6a. Repurchase Rates: Uncertainty*Outcome



Repurchase patterns
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High Uncertainty

Low Uncertainty

Figure 6b. Repurchase Rates: Same Context



REPURCHAS with nfcc interaction
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High Uncertainty

Low Uncertainty

Figure 6c. Repurchase Rates: Different Contexts



NFCC only pref by category
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High Uncertainty

Low Uncertainty

Figure 6d. Repurchase Rates: Low NFCC, Same Context



NFCC only preference
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High Uncertainty

Low Uncertainty

Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



full data low levl pref (2)

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



switch 5 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



switch 3 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



NFCC low levl pref

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts



Brand Preference
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High Uncertainty
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Figure 6g. Repurchase Rates: High NFCC, Different Contexts



uncXoutcome effect
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High Uncertainty

Low Uncertainty

Figure 6f. Repurchase Rates: High NFCC, Same Context



satisfaction
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Same

Different

Repurchase Rates: High Uncertainty, Low NFCC
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Same

Different

Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome
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Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0
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		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8
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		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59
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4b. Repurchase Rates: 
Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63
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Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase
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Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%

		worse outcome		63%		65%

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		62%		79%

		worse outcome		63%		67%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		75%		86%

		worse outcome		71%		59%

		BATT FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		61%		88%

		worse outcome		62%		64%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		50%		86%

		worse outcome		81%		51%

		FLASH FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%

		worse outcome		65%		70%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Figure 7c. Repurchase Rates: Flash First - Same Context
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		Study 1

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						26.75***

		Uncertainty Level						12.27***		0.45

		Outcome						7.45***		0.54

		Context Similarity						0.14		1.09

		Uncertainty Level x Outcome						0.19		0.91

		Uncertainty Level x Context						0.18		1.10

		Outcome  x Context						2.05		1.39

		Uncertainty Level x Outcome X Context						3.89**		1.57

		(*** p<.01, **p<.05, *p<.10)

		Study 2

		Table 4. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						34.02***

		Uncertainty Level (high)						11.62***		0.56

		Outcome (worse)						19.00***		0.48

		Consequentiality (No Penalty)						1.90		1.27

		Uncertainty Level (high) x Outcome (worse)						0.89		0.85

		Uncertainty Level (high) x Context (No Penalty)						0.18		0.93

		Outcome (worse)  x Consequentiality (no penalty)						4.26**		1.42

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.18		1.20

		Need for Cognitive Closure						1.42		0.99

		own a digital camera (1)						0.27		0.90

		in market for a digital camera (1)						0.36		1.19

		(*** p<.01, **p<.05, *p<.10)

		Study 3

		Table XX. Logistic Regression Results

						Wald				Odds Ratio

		Overall Model						43.30***

		Uncertainty Level (high)						30.50***		0.53

		Outcome (worse)						14.54***		0.64

		Consequentiality (No Penalty)						0.35		0.93

		Uncertainty Level (high) x Outcome (worse)						0.89		1.12

		Uncertainty Level (high) x Context (No Penalty)						0.07		0.97

		Outcome (worse)  x Consequentiality (no penalty)						0.60		1.09

		Uncertainty  (high) x Outcome (worse)  X Conseq. (no penalty)						1.74		0.86

		Presentation Order (battery first - AB match)						0.04		1.04

		Presentation Order (battery first - BC match)						0.01		1.01

		Presentation Order (flash first - AB match)						1.18		0.81

		Need for Cognitive Closure						0.05		1.00

		own a digital (1)						0.35		0.91

		in market for a digital camera (1)						0.19		1.08

		race						0.12		1.03

		age						1.11		0.79

		(*** p<.01, **p<.05, *p<.10)
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Figure 3a. Repurchase Rates under High Similarity: Uncertainty*Outcome
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level of unc and switching

		

				Level of Uncertainty

		High Uncertainty		4.4

		Low Uncertainty		5.5

				1.4

		Switching Patterns

		Choice		Uncertainty		A		B		C

		Choice 1		High		56%		26%		18%

		Choice 2		High		26%		23%		52%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low		18%		76%		6%

												C

												49%

												55%

												11%

												2%

				Condition		A		B		C

		Choice 2		High-Neg		30%		22%		49%

				High-Pos		21%		24%		55%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%

		Choice		Uncertainty		A		B		C

		Choice 1		Choice1		56%		26%		18%

		Choice 2		Choice 2 Neg		30%		22%		49%

				Choice 2 Pos		21%		24%		55%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%

		Choice		Uncertainty		A		B		C

		Choice 1		High		56%		26%		18%

		Choice 2		High-Neg		30%		22%		49%

				High-Pos		21%		24%		55%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%
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Observed Switching under High Uncertainty



Switching

		Logistic Regression Results

				X2		p<		Log Odds

		unclevel		12.27		0.01		0.450		H1

		outcome		7.45		0.01		0.537

		context		0.14		0.71		1.090

		unclevel*outcome		0.19		0.66		0.905

		unclevel*context		0.18		0.67		1.100

		outcome*context		2.05		0.15		1.390

		unclevel*outcome*context		3.89		0.05		1.570		H?





Conditional Switching Table

		similar contexts

				better outcome		worse outcome

		high uncertainty		67%		9%

		low uncertainty		80%		64%

				9%																								Similar Contexts

				64%																										Outcome		% Repurchasing

																												High Uncertainty		Better		67%

																														Worse		9%

																												Low Uncertainty		Better		80%

																														Worse		64%

		different contexts

				better outcome		worse outcome

		high uncertainty		38%		41%

		low uncertainty		83%		58%

																												Dissimilar Contexts

																														Outcome		% Repurchasing

																												High Uncertainty		Better		38%

																														Worse		41%

																												Low Uncertainty		Better		83%

																														Worse		58%
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Repurchase Rates under High Similarity: Uncertainty*Outcome
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Repurchase Rates under Low Similarity: Uncertainty*Outcome



		High Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				29%		35%		35%		High Uncertainty - Same Context

		Choice 2		Better Outcome		33%		50%		17%		Pos outcome causes shift away from flash range toward ease of use.

				Worse Outcome		55%		36%		9%		Neg outcome causes shift away from flash range toward battery life.

		High Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				56%		26%		18%		High Uncertainty - Different Context

		Choice 2		Better Outcome		21%		24%		55%		Pos outcome causes shift away from battery life toward flash range.

				Worse Outcome		30%		22%		49%		Neg outcome causes less extreme shift away from battery life toward flash range.

		Low Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				8%		92%		0%		Low Uncertainty - Same Context

		Choice 2		Better Outcome		10%		90%		0%		Pos outcome causes small shift away from dominant option toward battery life.

				Worse Outcome		14%		71%		14%		Neg outcome causes large shift away from dominant option toward either battery life or ease of use.

		Low Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				13%		86%		0%		Low Uncertainty - Different Context

		Choice 2		Better Outcome		12%		86%		2%		Pos outcome causes no change in selection pattern.

				Worse Outcome		24%		66%		11%		Neg outcome causes shift away from dominant option toward either battery life or ease of use.

		These data only represent the behavior of participants who changed their selection from T1 to T2.





		Raw Numbers												Percentages										% Switching To

										Rpt Purch												Rpt Purch.		A		B		C

		High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		17

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		0						A		6%		6%		0%														sum		17

		B		1		2		0						B		6%		12%		0%

		C		0		0		1						C		0%		0%		6%

										6												67%		17%		17%		0%				154%

		High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		1						A		6%		6%		6%

		B		3		0		0						B		18%		0%		0%

		C		2		3		0						C		12%		18%		0%

										11												9%		45%		36%		9%

		High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		66

		Choice 1		A		B		C						Choice 1		A		B		C

		A		3		3		7						A		5%		5%		11%														sum		66

		B		2		3		4						B		3%		5%		6%

		C		1		1		5						C		2%		2%		8%

										29												38%		10%		14%		38%

		High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		10		8		6						A		15%		12%		9%

		B		1		0		7						B		2%		0%		11%

		C		0		0		5						C		0%		0%		8%

										37												41%		3%		22%		35%

		Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		24

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%														sum		24

		B		1		8		0						B		4%		33%		0%

		C		0		0		0						C		0%		0%		0%

										10												80%		10%		10%		0%

		Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%

		B		2		9		2						B		8%		38%		8%

		C		0		0		0						C		0%		0%		0%

										14												64%		14%		7%		14%

		Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		80

		Choice 1		A		B		C						Choice 1		A		B		C

		A		2		3		0						A		3%		4%		0%														sum		80

		B		3		33		1						B		4%		41%		1%

		C		0		0		0						C		0%		0%		0%

										42												83%		7%		7%		2%

		Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		4		1						A		1%		5%		1%

		B		8		21		3						B		10%		26%		4%

		C		0		0		0						C		0%		0%		0%

										38												58%		21%		11%		11%
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Figure 5. Repurchase Rates by
Uncertainty Condition
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Unc effect on repurc study 2

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3
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Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58





combos of attribs study 3

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		flash-batt/ease		batt/flash

				Low Uncertainty T1 Choice				6%		3%		92%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		4%		84%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		12%		59%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		5%		82%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		19%		65%



Battery Life

Flash Range



brand share table study 2

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		flash-batt/ease		batt/flash

				Battery Life		90		70		90

				Ease of Use		70		70		70

				Flash Range		70		70		90





Repurchase patterns NO NFCC (2)

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





Repurchase rates by NFCC

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





Repurchase patterns by NFCC

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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Repurchase patterns by NFCC
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High Uncertainty

Low Uncertainty

Figure 6a. Repurchase Rates: Uncertainty*Outcome



Repurchase patterns
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High Uncertainty

Low Uncertainty

Figure 6b. Repurchase Rates: Same Context



REPURCHAS with nfcc interaction
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High Uncertainty

Low Uncertainty

Figure 6c. Repurchase Rates: Different Contexts



NFCC only pref by category
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High Uncertainty

Low Uncertainty

Figure 6d. Repurchase Rates: Low NFCC, Same Context



NFCC only preference
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High Uncertainty

Low Uncertainty

Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



full data low levl pref (2)

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



switch 5 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



switch 3 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



NFCC low levl pref

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts



Brand Preference
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High Uncertainty

Low Uncertainty

Figure 6g. Repurchase Rates: High NFCC, Different Contexts



uncXoutcome effect
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High Uncertainty

Low Uncertainty

Figure 6f. Repurchase Rates: High NFCC, Same Context



satisfaction

		0		0

		0		0



Same

Different

Repurchase Rates: High Uncertainty, Low NFCC



		0		0

		0		0



Same

Different

Repurchase Rates: High NFCC, High Uncertainty



		0		0

		0		0



Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context



		0		0
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59





		0		0

		0		0



High Uncertainty

Low Uncertainty

4b. Repurchase Rates: 
Different Contexts
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4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63
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Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase
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Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome
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Attribute Preference: High Uncertainty - 
Different Context - Better Outcome
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C2 b90e70
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C2 f90b70
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Attribute Preference: High Uncertainty-
Same Context-Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%

		worse outcome		63%		65%

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		62%		79%

		worse outcome		63%		67%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		75%		86%

		worse outcome		71%		59%

		BATT FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		61%		88%

		worse outcome		62%		64%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		50%		86%

		worse outcome		81%		51%

		FLASH FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%

		worse outcome		65%		70%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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						High		Low

				Better		5.3		5.5

				Worse		3.7		3.5
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Figure 9b. Repurchase Rates under Low Similarity: Uncertainty*Outcome
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Unc effect on repurc study 2

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%





Unc effect on repurc study 2
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3
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Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

		Diff

				better outcome		worse outcome

		High Uncertainty		51%		33%

		Low Uncertainty		79%		67%

		Same

				better outcome		worse outcome

		High Uncertainty		54%		41%

		Low Uncertainty		86%		59%

		High Uncertainty		45%

		Low Uncertainty		73%

		Better Outcome		68%

		Worse Outcome		50%





repurchase for study 3
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Figure 6c. Repurchase Rates  under Low Similarity: Uncertainty*Outcome



combos of attribs study 3

		0		0

		0		0



High Uncertainty

Low Uncertainty

Figure 6b. Repurchase Rates under High Similarity: Uncertainty*Outcome



brand share table study 2
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Figure XX. Repurchase Rates by             Uncertainty Condition



Repurchase patterns NO NFCC (2)
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Figure XX. Repurchase Rates by                Outcome Condition



Repurchase rates by NFCC

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



Repurchase patterns by NFCC

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		batt/flash		flash-batt/ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





Repurchase patterns

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





REPURCHAS with nfcc interaction

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





NFCC only pref by category

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57



&Z&F&RPage &P



NFCC only pref by category
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High Uncertainty

Low Uncertainty

Figure 6a. Repurchase Rates: Uncertainty*Outcome



NFCC only preference
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High Uncertainty
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Figure 6b. Repurchase Rates: Same Context



full data low levl pref (2)
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High Uncertainty

Low Uncertainty

Figure 6c. Repurchase Rates: Different Contexts



switch 5 repurchase rates
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High Uncertainty
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Figure 6d. Repurchase Rates: Low NFCC, Same Context



switch 3 repurchase rates
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High Uncertainty
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Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



NFCC low levl pref

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



Brand Preference

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



uncXoutcome effect

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



satisfaction

		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts
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High Uncertainty

Low Uncertainty

Figure 6g. Repurchase Rates: High NFCC, Different Contexts
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High Uncertainty
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Figure 6f. Repurchase Rates: High NFCC, Same Context
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Same

Different

Repurchase Rates: High Uncertainty, Low NFCC
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Same

Different

Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context



		0		0
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8
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		0		0		0		0
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59





		0		0

		0		0



High Uncertainty

Low Uncertainty

4b. Repurchase Rates: 
Different Contexts
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4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63





		0		0

		0		0



High Uncertainty

Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Repurchase

Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase
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Low Uncertainty

Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8





		0		0		0		0

		0		0		0		0
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Better Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Worse Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%

		worse outcome		63%		65%

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		62%		79%

		worse outcome		63%		67%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		75%		86%

		worse outcome		71%		59%

		BATT FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		61%		88%

		worse outcome		62%		64%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		50%		86%

		worse outcome		81%		51%

		FLASH FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%

		worse outcome		65%		70%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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Figure 7. Average Satisfaction: Uncertainty*Outcome
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Repur and sat for reverse study

		

		High Uncertainty		44%

		Low Uncertainty		69%

		avgsat

				better outcome		worse outcome

		High Uncertainty		4.8		4.2

		Low Uncertainty		5.7		3.9

		avgsat

				better outcome		worse outcome

		No Penalty		5.0		4.2

		Penalty		5.5		3.8





Repur and sat for reverse study
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switching for reverse study
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Average Satisfaction: Outcome*Uncertainty



Unc effect on repurc study 2
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Average Satisfaction: Outcome*Context



Repurchase charts study 3

		

		No Penalty

				better outcome		worse outcome

		High Uncertainty		58%		39%

		Low Uncertainty		83%		68%

		Penalty

				better outcome		worse outcome

		High Uncertainty		74%		14%

		Low Uncertainty		79%		47%





Repurchase charts study 3
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Figure XX. Repurchase Rates: No Penalty for Switching



repurchase for study 3
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Figure XX. Repurchase Rages: Penalty for Switching



combos of attribs study 3

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%

				No Penalty		Penalty

		Better Outcome		73%		77%

		Worse Outcome		52%		31%





combos of attribs study 3
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Figure XX. Repurchase Rates by Uncertainty Condition



brand share table study 2
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Figure XX. Repurchase Rates by Outcome Condition



Repurchase patterns NO NFCC (2)
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Figure XX. Repurchase Rates: Outcome*Switching Cost



Repurchase rates by NFCC

		

		Diff

				better outcome		worse outcome

		High Uncertainty		51%		33%

		Low Uncertainty		79%		67%

		Same

				better outcome		worse outcome

		High Uncertainty		54%		41%

		Low Uncertainty		86%		59%

		for dissertation study 3 = cox study

		High Uncertainty		45%

		Low Uncertainty		73%

		Better Outcome		68%

		Worse Outcome		50%





Repurchase rates by NFCC

		0		0

		0		0



High Uncertainty

Low Uncertainty

Figure 6c. Repurchase Rates  under Low Similarity: Uncertainty*Outcome



Repurchase patterns by NFCC
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Figure 6b. Repurchase Rates under High Similarity: Uncertainty*Outcome



Repurchase patterns
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Figure XX. Repurchase Rates by             Uncertainty Condition



REPURCHAS with nfcc interaction
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Figure XX. Repurchase Rates by                Outcome Condition



NFCC only pref by category

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



NFCC only preference

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		batt/flash		flash-batt/ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





full data low levl pref (2)

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





switch 5 repurchase rates

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





switch 3 repurchase rates

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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switch 3 repurchase rates
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High Uncertainty

Low Uncertainty

Figure 6a. Repurchase Rates: Uncertainty*Outcome



NFCC low levl pref
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High Uncertainty
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Figure 6b. Repurchase Rates: Same Context



Brand Preference
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High Uncertainty
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Figure 6c. Repurchase Rates: Different Contexts



uncXoutcome effect
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High Uncertainty
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Figure 6d. Repurchase Rates: Low NFCC, Same Context



satisfaction
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High Uncertainty

Low Uncertainty

Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 1, Different Contexts



		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Same Context



		



High Uncertainty

Low Uncertainty

Repurchase Rates: NFCC = 2, Different Contexts
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High Uncertainty

Low Uncertainty

Figure 6g. Repurchase Rates: High NFCC, Different Contexts
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High Uncertainty

Low Uncertainty

Figure 6f. Repurchase Rates: High NFCC, Same Context
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Same

Different

Repurchase Rates: High Uncertainty, Low NFCC
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Same

Different

Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75





		0		0

		0		0

		0		0

		0		0



C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice



		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0

		0		0		0



C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75





		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Different Contexts



		0		0

		0		0



High Uncertainty

Low Uncertainty

Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0





		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Different Context-Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty - 
Different Context - Worse Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Negative Outcome



		0		0		0		0

		0		0		0		0

		0		0		0		0

		0		0		0		0



C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0
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Attribute Preference: High Uncertainty-Same Context-Negative Outcome
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Attribute Preference: High Uncertainty-Same Context-Positvie Outcome
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C2 Combo
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Attribute Preference: Low Uncertainty-Different Context-Negative Outcome



		0		0		0

		0		0		0

		0		0		0



C2 b90ef70

C2 Combo

C2 f90be70

Attribute Preference: Low Uncertainty-Different Context-Positive Outcome
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Attribute Preference: Low Uncertainty-Same Context-Negative Outcome
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Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8
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Attribute Preference: High Uncertainty-Same Context-Positvie Outcome



		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59
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4b. Repurchase Rates: 
Different Contexts
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4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63





		0		0

		0		0
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Low Uncertainty

Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Repurchase

Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase
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Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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Attribute Preference: High Uncertainty - 
Different Context - Better Outcome
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%

		worse outcome		63%		65%

		Different Context
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		BATT FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		61%		88%

		worse outcome		62%		64%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		50%		86%

		worse outcome		81%		51%

		FLASH FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%

		worse outcome		65%		70%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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Figure 9a. Repurchase Rates under High Similarity: Uncertainty*Outcome
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Unc effect on repurc study 2

				repurchase

		High Uncertainty		44%

		Low Uncertainty		69%

				repurchase

		Better Outcome		75%

		Worse Outcome		40%





Unc effect on repurc study 2
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Figure XX. Repurchase Rates by Uncertainty Condition



Repurchase charts study 3
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Figure XX. Repurchase Rates by Outcome Condition



repurchase for study 3

		

		Diff

				better outcome		worse outcome

		High Uncertainty		51%		33%

		Low Uncertainty		79%		67%

		Same

				better outcome		worse outcome

		High Uncertainty		54%		41%

		Low Uncertainty		86%		59%





repurchase for study 3
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Figure 6c. Repurchase Rates  under Low Similarity: Uncertainty*Outcome



combos of attribs study 3
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Figure 6b. Repurchase Rates under High Similarity: Uncertainty*Outcome



brand share table study 2

		

		Table XX. Relative Preference for Attribute Combinations (Study 3)

								Attribute Combination

		Set Dominance				Repurchase Rate		batt-ease		batt-flash		flash-ease

				High Uncertainty T1 Choice				55%		35%		10%		90%

				T2: High Uncertainty - Same Context - Better Outcome		46%		35%		31%		35%		66%

				T2: High Uncertainty - Same Context - Worse Outcome		42%		33%		33%		33%		66%

				T2: High Uncertainty - Different Context - Better Outcome		57%		39%		30%		30%		69%

				T2: High Uncertainty - Different Context - Worse Outcome		35%		40%		20%		40%		60%

								batt-ease		flash-batt		flash-ease

				High Uncertainty T1 Choice				62%		29%		9%		38%

				T2: High Uncertainty - Same Context - Better Outcome		64%		41%		45%		14%		59%

				T2: High Uncertainty - Same Context - Worse Outcome		41%		18%		53%		29%		82%

				T2: High Uncertainty - Different Context - Better Outcome		46%		42%		25%		33%		58%

				T2: High Uncertainty - Different Context - Worse Outcome		31%		28%		34%		38%		72%

								batt-flash/ease		batt/flash		flash-batt/ease

				Low Uncertainty T1 Choice				6%		92%		3%

				T2: Low Uncertainty - Same Context - Better Outcome		86%		12%		84%		4%

				T2: Low Uncertainty - Same Context - Worse Outcome		59%		27%		59%		12%

				T2: Low Uncertainty - Different Context - Better Outcome		79%		13%		82%		5%

				T2: Low Uncertainty - Different Context - Worse Outcome		67%		17%		65%		19%



Battery Life

Flash Range



Repurchase patterns NO NFCC (2)

		Table XX. Attribute Combinations Used in Study 3

						Ratings Provided in Stimuli

		High Uncertainty with Battery Life Dominant				batt-ease		batt-flash		flash-ease

				Battery Life		90		90		-

				Ease of Use		70		-		70

				Flash Range		-		70		90

		High Uncertainty with Flash Range Dominant				batt-ease		flash-batt		flash-ease

				Battery Life		90		70		-

				Ease of Use		70		-		70

				Flash Range		-		90		90

		Low Uncertainty Condition				batt-flash/ease		batt/flash		flash-batt/ease

				Battery Life		90		90		70

				Ease of Use		70		70		70

				Flash Range		70		90		90





Repurchase rates by NFCC

		

		Table 2. Relative Brand Share by Condition (Study 2)

												Brands

				uncertainty		reversibility		outcome		Repurch. Rate		A		B		C

		Choice 1		High		no penalty						38%		25%		38%

						penalty						69%		12%		19%

		Choice 2		High		no penalty		better		100%		0%		33%		67%

						penalty		better		78%		56%		22%		22%

						no penalty		worse		60%		40%		30%		30%

						penalty		worse		6%		6%		41%		53%

		Choice 1		Low		no penalty						28%		72%		0%

						penalty						14%		82%		4%

		Choice 2		Low		no penalty		better		78%		11%		83%		6%

						penalty		better		83%		8%		92%		0%

						no penalty		worse		55%		18%		82%		0%

						penalty		worse		63%		25%		75%		0%

		High unc		1=batt, 2=ease 3=flash

		Low unc 1=batt 2=access, ease, flash, 3=flash





Repurchase patterns by NFCC

		

		Study 3. Relative Preference for Attributes by Condition																						Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute																								Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High										76%		24%								Choice 1		High												76%		24%

				Low										6%		3%		92%								Low												6%		3%		92%

		Choice 2		High						68%				49%		51%								Choice 2		High								68%				49%		51%

				Low						73%				17%		10%		76%								Low								73%				17%		10%		76%

				High				Better		52%				55%		45%										High						Better		52%				55%		45%

								Worse		48%				43%		57%																Worse		48%				43%		57%

				Low				Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

								Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High		Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

								Worse		45%				46%		54%																Worse		45%				46%		54%

						Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

								Worse		52%				41%		59%																Worse		52%				41%		59%

				Low		Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

								Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

						Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

								Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

								Worse		44%				44%		56%																Worse		44%				44%		56%

						Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

								Worse		56%				40%		60%																Worse		56%				40%		60%

						Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

								Worse		39%				50%		50%																Worse		39%				50%		50%

						Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

								Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

								Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

						Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

								Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

								Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

						Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

								Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High										76%		24%				a

		Choice 2		High						68%				49%		51%				b

				High				Better		68%				55%		45%				c

								Worse		68%				43%		57%				d

				High		Same		Better		75%				54%		46%				e

								Worse		71%				46%		54%				f

						Different		Better		62%				55%		45%				g

								Worse		63%				41%		59%				h

														Dominant Attribute

				Uncertainty Level		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low										6%		3%		92%		q

		Choice 2		Low						73%				17%		10%		76%		r

				Low				Better		82%				12%		5%		83%		s

								Worse		63%				22%		16%		62%		t

				Low		Same		Better		86%				12%		4%		84%		u

								Worse		59%				29%		12%		58%		v

						Different		Better		79%				13%		5%		82%		w

								Worse		67%				17%		19%		65%		x





Repurchase patterns

		Repurchase Rates by Condition

		What is being shown?		log reg sig		expb

		unclevel*outcome		p<.03		1.3						better outcome		worse outcome

										High Uncertainty		0.68		0.67

										Low Uncertainty		0.82		0.63

												Same Context

		unclevel*outcome*context		0.07		0.16						better outcome		worse outcome

										High Uncertainty		0.75		0.71

										Low Uncertainty		0.86		0.56

												Different Context

												better outcome		worse outcome

										High Uncertainty		0.62		0.63

										Low Uncertainty		0.79		0.67

		Uncertainty*Outcome*Context*NFCC		0.08		1						Same Context NFCC=0

		(where NFCC is shown by quartile with 0=low NFCC)										better outcome		worse outcome

										High Uncertainty		0.82		0.78

										Low Uncertainty		0.91		0.55

										Different Context NFCC=0

												better outcome		worse outcome

										High Uncertainty		0.70		0.60

										Low Uncertainty		0.58		0.83

										Same Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.5		0.5

										Low Uncertainty		0.69		0.31

										Different Context NFCC=1

												better outcome		worse outcome

										High Uncertainty		0.44		0.56

										Low Uncertainty		0.57		0.43

										Same Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.53		0.47

										Low Uncertainty		0.67		0.33

										Different Context NFCC=2

												better outcome		worse outcome

										High Uncertainty		0.58		0.42

										Low Uncertainty		0.72		0.28

										Same Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.73		0.88

										Low Uncertainty		0.80		0.75

										Different Context NFCC=3

												better outcome		worse outcome

										High Uncertainty		0.57		0.57

										Low Uncertainty		0.92		0.50

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.82		0.78

		Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Same		0.73		0.88

		Different		0.57		0.57

		Low NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		Low NFCC, Different		0.70		0.60

		High NFCC, High Uncertainty

				better outcome		worse outcome

		High NFCC, Same		0.73		0.88

		High NFCC, Different		0.57		0.57

				better outcome		worse outcome

		Low NFCC, Same		0.82		0.78

		High NFCC, Same		0.73		0.88

		High NFCC, High Uncertainty

				better outcome		worse outcome

		Low NFCC, Different		0.70		0.60

		High NFCC, Different		0.57		0.57
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Repurchase patterns
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Figure 6a. Repurchase Rates: Uncertainty*Outcome



REPURCHAS with nfcc interaction
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Figure 6b. Repurchase Rates: Same Context



NFCC only pref by category
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Figure 6c. Repurchase Rates: Different Contexts



NFCC only preference
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Figure 6d. Repurchase Rates: Low NFCC, Same Context



full data low levl pref (2)
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Figure 6e. Repurchase Rates: Low NFCC, Different Contexts



switch 5 repurchase rates

		



High Uncertainty

Low Uncertainty

Repurchase Rate: NFCC = 1, Same Context



switch 3 repurchase rates
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Repurchase Rates: NFCC = 1, Different Contexts



NFCC low levl pref
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Repurchase Rates: NFCC = 2, Same Context



Brand Preference

		



High Uncertainty
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Repurchase Rates: NFCC = 2, Different Contexts



uncXoutcome effect
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Figure 6g. Repurchase Rates: High NFCC, Different Contexts



satisfaction
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Figure 6f. Repurchase Rates: High NFCC, Same Context
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Repurchase Rates: High Uncertainty, Low NFCC
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Repurchase Rates: High NFCC, High Uncertainty
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Low NFCC, Same

High NFCC, Same

Repurchase Rates: High Uncertainty, Same Context
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Low NFCC, Different

High NFCC, Different

Repurchase Rates: High Uncertainty, Different Contexts



		

		Study 3. Relative Preference for Attributes by Condition																								Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute																								Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo								Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		High												76%		24%								Choice 1		High												76%		24%

				Low												6%		3%		92%								Low												6%		3%		92%

		Choice 2		High								68%				49%		51%								Choice 2		High								68%				49%		51%

				Low								73%				17%		10%		76%								Low								73%				17%		10%		76%

				High						Better		52%				55%		45%										High						Better		52%				55%		45%

										Worse		48%				43%		57%																Worse		48%				43%		57%

				Low						Better		61%				12%		5%		83%								Low						Better		61%				12%		5%		83%

										Worse		39%				22%		16%		62%														Worse		39%				22%		16%		62%

				High				Same		Better		55%				54%		46%										High				Same		Better		55%				54%		46%

										Worse		45%				46%		54%																Worse		45%				46%		54%

								Different		Better		48%				55%		45%														Different		Better		48%				55%		45%

										Worse		52%				41%		59%																Worse		52%				41%		59%

				Low				Same		Better		64%				12%		4%		84%								Low				Same		Better		64%				12%		4%		84%

										Worse		36%				29%		12%		29%														Worse		36%				29%		12%		29%

								Different		Better		42%				13%		5%		82%												Different		Better		42%				13%		5%		82%

										Worse		58%				17%		19%		65%														Worse		58%				17%		19%		65%

				High		Low		Same		Better		56%				45%		55%										High		Low		Same		Better		56%				45%		55%

										Worse		44%				44%		56%																Worse		44%				44%		56%

								Different		Better		44%				70%		30%														Different		Better		44%				70%		30%

										Worse		56%				40%		60%																Worse		56%				40%		60%

						High		Same		Better		61%				40%		60%												High		Same		Better		61%				40%		60%

										Worse		39%				50%		50%																Worse		39%				50%		50%

								Different		Better		50%				50%		50%														Different		Better		50%				50%		50%

										Worse		50%				36%		64%																Worse		50%				36%		64%

				Low		Low		Same		Better		63%				9%		0%		91%								Low		Low		Same		Better		63%				9%		0%		91%

										Worse		38%				27%		27%		45%														Worse		38%				27%		27%		45%

								Different		Better		41%				17%		8%		75%												Different		Better		41%				17%		8%		75%

										Worse		59%				8%		17%		75%														Worse		59%				8%		17%		75%

						High		Same		Better		57%				20%		0%		80%										High		Same		Better		57%				20%		0%		80%

										Worse		43%				13%		13%		75%														Worse		43%				13%		13%		75%

								Different		Better		61%				17%		0%		83%												Different		Better		61%				17%		0%		83%

										Worse		39%				21%		29%		50%														Worse		39%				21%		29%		50%

		Study 3. Relative Preference for Attributes by Condition

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash				ref.

		Choice 1		High												76%		24%				a

		Choice 2		High								68%				49%		51%				b

				High						Better		68%				55%		45%				c

										Worse		68%				43%		57%				d

				High				Same		Better		75%				54%		46%				e

										Worse		71%				46%		54%				f

								Different		Better		62%				55%		45%				g

										Worse		63%				41%		59%				h

				High		Low		Same		Better		82%				45%		55%				i

										Worse		78%				44%		56%				j

								Different		Better		70%				70%		30%				k

										Worse		60%				40%		60%				l

						High		Same		Better		73%				40%		60%				m

										Worse		88%				50%		50%				n

								Different		Better		57%				50%		50%				o

										Worse		57%				36%		64%				p

																Dominant Attribute

				Uncertainty Level		NFCC		Context		Outcome		Repurch. Rate				Battery		Flash		Combo

		Choice 1		Low												6%		3%		92%		q

		Choice 2		Low								73%				17%		10%		76%		r

				Low						Better		82%				12%		5%		83%		s

										Worse		63%				22%		16%		62%		t

				Low				Same		Better		86%				12%		4%		84%		u

										Worse		59%				29%		12%		58%		v

								Different		Better		79%				13%		5%		82%		w

										Worse		67%				17%		19%		65%		x

				Low		Low		Same		Better		91%				9%		0%		91%		y

										Worse		55%				27%		27%		45%		z

								Different		Better		58%				17%		8%		75%		aa

										Worse		83%				8%		17%		75%		bb

						High		Same		Better		80%				20%		0%		80%		cc

										Worse		75%				13%		13%		75%		dd

								Different		Better		92%				17%		0%		83%		ee

										Worse		50%				21%		29%		50%		ff

										66





		

						C2 battery life		C2 flash range

		C1 battery life		worse outcome		0.57		0.43

				better outcome		0.64		0.36

		C1 flash range		worse outcome		0.11		0.89

				better outcome		0.12		0.88

		hi neg

						C2 battery life		C2 flash range		C2 combination

		C1 battery life		worse outcome		0.4		0.4		0.2

				better outcome		0.67		0		0.33

		C1 flash range		worse outcome		0.22		0.64		0.14

				better outcome		0.08		0.05		0.86

		c1 combination		worse outcome		0		0		1

				better outcome		0.25		0		0.75
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C2 battery life

C2 flash range

Repurchase Patterns by 1st Choice
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C2 battery life

C2 flash range

C2 combination

Repurchase Patterns by 1st Choice



		Low NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.7		0.6

		Low Uncertainty		0.83		0.58

		Low NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.82		0.78

		Low Uncertainty		0.55		0.99

		High NFCC Different

				better outcome		worse outcome

		High Uncertainty		0.57		0.57

		Low Uncertainty		0.92		0.5

		High NFCC Same

				better outcome		worse outcome

		High Uncertainty		0.73		0.88

		Low Uncertainty		0.8		0.75
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High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Different Contexts
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High Uncertainty

Low Uncertainty

Repurchase Rates: Low NFCC-Same Context
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Repurchase Rates: High NFCC-Different Contexts
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High Uncertainty
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Repurchase Rates: High NFCC-Same Context



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0
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Attribute Preference: Low Uncertainty-Same Context-Positive Outcome



		High Diff Negative						p<.33																										Low Diff Negative				p<.2052

				C1		C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.38		0.15		0.19		0.27																						b90ef70		0.33		0.33		0.33

		b90f70				0.5		0		0		0.5																						Combo		0.16		0.68		0.16

		f90b70				0.1		0		0.3		0.6																						f90be70		0		0		1

		f90e70				0.29		0		0.29		0.43

		High Diff Positive						p<.0029																										Low Diff Positive				p<.0462

						C2																														C2

						b90e70		b90f70		f90b70		f90e70																								b90ef70		Combo		f90be70

		b90e70				0.53		0.03		0.16		0.28																						b90ef70		0.67		0.33		0

		b90f70				0.13		0.63		0		0.25																						Combo		0.08		0.86		0.06

		f90b70				0.2		0		0.2		0.6																						f90be70		0.25		0.75		0

		f90e70				0		0.5		0		0.5

		High Same Negative						p<.0255

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.32		0.23		0.23		0.23

		b90f70				0.44		0.33		0		0.22

		f90b70				0		0		0.57		0.43

		f90e70				0		0		0		1

		High Same Positive						p<.0008

						C2

						b90e70		b90f70		f90b70		f90e70

		b90e70				0.54		0.18		0.18		0.11																						Low Same Negative				p<.none

		b90f70				0.3		0.3		0		0.4																								C2

		f90b70				0		0		0.8		0.2																								b90ef70		Combo		f90be70

		f90e70				0		0		0.2		0.8																						b90ef70		0.5		0.5		0

																																		Combo		0.28		0.59		0.13

																																		f90be70		0		0		0

																																		Low Same Positive				p<.none

																																				C2

																																				b90ef70		Combo		f90be70

																																		b90ef70		0.67		0.33		0

																																		Combo		0.09		0.87		0.04

																																		f90be70		0		0		0
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		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.15		0.18		0.35

		b90f70		0.33		0.22		0		0.44

		f90b70		0.08		0		0.46		0.46

		f90e70		0.22		0		0.22		0.56

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.56		0.02		0.17		0.24

		b90f70		0.07		0.71		0		0.21

		f90b70		0.11		0		0.56		0.33

		f90e70		0		0.33		0.33		0.33

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.27		0.23		0.17		0.33

		b90f70		0.36		0.45		0		0.18

		f90b70		0		0		0.7		0.3

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.59		0.15		0.17		0.1

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.63		0.38

		f90e70		0.1		0		0.1		0.8
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		Repurchase Rates Switch 5

		Different

				High Uncertainty		Low Uncertainty

		better outcome		0.62		0.78

		worse outcome		0.63		0.67

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.75		0.86

		worse outcome		0.71		0.59
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4b. Repurchase Rates: 
Different Contexts
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4a. Repurchase Rates: 
Same Context



		Repurchase Rates Switch 3

				Repurchase

		High Uncertainty		0.45

		Low Uncertainty		0.73

		Same

				High Uncertainty		Low Uncertainty

		better outcome		0.54		0.86

		worse outcome		0.41		0.59

				Repurchase

		Better Outcome		0.68

		Worse Outcome		0.50

				High Uncertainty		Low Uncertainty

		better outcome		0.53		0.82

		worse outcome		0.37		0.63
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Figure 5a. Repurchase Rates for Attribute Combinations: Same Contexts
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Figure 6a. Influence of Uncertainty on Repurchase Rates
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Figure 6b. Influence of Outcome on Repurchase
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Study 3: Uncertainty*Outcome Influence on Repurchase Rates



		High Diff Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.38		0.15		0.19		0.27

		b90f70		0.5						0.5

		f90b70		0.1				0.3		0.6

		f90e70		0.29				0.29		0.43

		High Diff Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.53		0.03		0.16		0.28

		b90f70		0.13		0.63		0		0.25

		f90b70		0.2		0		0.2		0.6

		f90e70		0		0.5		0		0.5

		High Same Negative

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.32		0.23		0.23		0.23

		b90f70		0.44		0.33		0		0.22

		f90b70		0		0		0.57		0.43

		f90e70		0		0		0		1

		High Same Positive

				C2

				b90e70		b90f70		f90b70		f90e70

		b90e70		0.54		0.18		0.18		0.11

		b90f70		0.3		0.3		0		0.4

		f90b70		0		0		0.8		0.2

		f90e70		0		0		0.2		0.8
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C2 b90e70

C2 b90f70

C2 f90b70

C2 f90e70

Attribute Preference: High Uncertainty-
Same Context-Better Outcome



		bs2tk3																Battery		Combo		Flash

								Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice				57%		32%		10%

																High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive				41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative				22%		44%		35%

																		Battery		Combo		Flash

				High Uncertainty - Different Context - Positive				37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative				26%		32%		42%

																Low Uncertainty - Better Outcome		11%		83%		6%

								Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				13%		82%		6%

				Low Uncertainty - Same Context - Negative				25%		63%		13%

																		Battery		B		Flash

				Low Uncertainty - Different Context - Positive				9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative				16%		59%		24%

																High Uncertainty - Better Outcome		(18)		3		16

																High Uncertainty - Worse Outcome		(33)		6		28

								Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice				57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive				-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive				-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative				-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative				-0.31		0.00		0.32

								Battery		B		Flash

				High Uncertainty T1 Choice				57%		32%		10%

				High Uncertainty - Same Context - Positive				(16)		0		18

				High Uncertainty - Same Context - Negative				(35)		12		25

				High Uncertainty - Different Context - Positive				(20)		5		15

				High Uncertainty - Different Context - Negative				(31)		0		32

								A		B		C

				Low Uncertainty T1 Choice				6%		90%		3%

				Low Uncertainty - Same Context - Positive				0		0		0

				Low Uncertainty - Same Context - Negative				12		(19)		7

				Low Uncertainty - Different Context - Positive				(4)		2		1

				Low Uncertainty - Different Context - Negative				3		(23)		18

								Battery				Flash

				High Uncertainty T1 Choice				76%				24%

				High Uncertainty - Battery First - Better Outcome				51%				49%

				High Uncertainty - Battery First - Worse Outcome				49%				51%

				High Uncertainty - Flash First - Better Outcome				58%				42%

				High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				Low Uncertainty T1 Choice				6%		92%		3%

				Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

								Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Better Outcome				51%				49%

				T2: High Uncertainty - Battery First - Worse Outcome				49%				51%

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Better Outcome				58%				42%

				T2: High Uncertainty - Flash First - Worse Outcome				37%				63%

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Better Outcome				11%		49%		2%

				T2: Low Uncertainty - Battery First - Worse Outcome				24%		59%		17%

				T1 Choice: Low Uncertainty - Flash First				2%		92%		6%

				T2: Low Uncertainty - Flash First - Better Outcome				13%		80%		7%

				T2: Low Uncertainty - Flash First - Worse Outcome				21%		65%		14%

				Study 2. Relative Brand Share

						Rpurchs.		Battery				Flash

				T1 Choice: High Uncertainty - Battery First				80%				20%

				T2: High Uncertainty - Battery First - Diff Context - Better Outcome		61%		57%				43%				batt stronger

				T2: High Uncertainty - Battery First - Diff Context - Worse Outcome		62%		42%				58%				flash

				T2: High Uncertainty - Battery First - Same Context - Better Outcome		50%		45%				55%				flash

				T2: High Uncertainty - Battery First - Same Context - Worse Outcome		81%		57%				43%				batt stronger

				T1 Choice: High Uncertainty - Flash First				72%				18%

				T2: High Uncertainty - Flash First - Diff Context - Better Outcome		63%		54%				46%				batt

				T2: High Uncertainty - Flash First - Diff Context - Worse Outcome		65%		39%				61%				flash

				T2: High Uncertainty - Flash First - Same Context - Better Outcome		86%		62%				38%				batt

				T2: High Uncertainty - Flash First - Same Context - Worse Outcome		60%		35%				65%				flash

								Battery		Combo		Flash

				T1 Choice: Low Uncertainty - Battery First				8%		92%		0%

				T2: Low Uncertainty - Battery First - Diff Context - Better Outcome		88%		13%		84%		3%				batt

				T2: Low Uncertainty - Battery First - Diff Context - Worse Outcome		64%		20%		60%		20%				neither

				T2: Low Uncertainty - Battery First - Same Context - Better Outcome		86%		10%		86%		3%				batt

				T2: Low Uncertainty - Battery First - Same Context - Worse Outcome		51%		29%		57%		14%				batt

				T1 Choice: Low Uncertainty - Flash First		67%		2%		92%		6%				batt

				T2: Low Uncertainty - Flash First - Diff Context - Better Outcome		70%		13%		85%		3%

				T2: Low Uncertainty - Flash First - Diff Context - Worse Outcome				20%		60%		20%				neither

				T2: Low Uncertainty - Flash First - Same Context - Better Outcome		88%		14%		81%		5%				batt

				T2: Low Uncertainty - Flash First - Same Context - Worse Outcome		60%		30%		60%		10%				batt



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



		

				High		Low

		better outcome		68%		82%

		worse outcome		67%		63%

		Battery First

				High		Low

		better outcome		60%		87%

		worse outcome		70%		61%

		Flash First

				High		Low

		better outcome		76%		76%

		worse outcome		63%		65%

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		62%		79%

		worse outcome		63%		67%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		75%		86%

		worse outcome		71%		59%

		BATT FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		61%		88%

		worse outcome		62%		64%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		50%		86%

		worse outcome		81%		51%

		FLASH FIRST

		Different Context

				High Uncertainty		Low Uncertainty

		better outcome		63%		67%

		worse outcome		65%		70%

		Same Context

				High Uncertainty		Low Uncertainty

		better outcome		88%		86%

		worse outcome		60%		60%
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Figure 7b. Repurchase Rates when Battery Life is Listed First
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Figure 7a. Repurchase Rates when Flash Range is Listed First
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Figure 7b. Repurchase Rates: Different Usage Contexts
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Figure 7a. Repurchase Rates: Same Usage Contexts
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Figure 7b. Repurchase Rates: Battery First - Different Context
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Figure 7a. Repurchase Rates: Battery First - Same Context
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Figure 7d. Repurchase Rates: Flash First - Different Context
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Figure 7c. Repurchase Rates: Flash First - Same Context
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Figure 3b. Repurchase Rates under Low Similarity: Uncertainty*Outcome
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level of unc and switching

		

				Level of Uncertainty

		High Uncertainty		4.4

		Low Uncertainty		5.5

				1.4

		Switching Patterns

		Choice		Uncertainty		A		B		C

		Choice 1		High		56%		26%		18%

		Choice 2		High		26%		23%		52%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low		18%		76%		6%

												C

												49%

												55%

												11%

												2%

				Condition		A		B		C

		Choice 2		High-Neg		30%		22%		49%

				High-Pos		21%		24%		55%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%

		Choice		Uncertainty		A		B		C

		Choice 1		Choice1		56%		26%		18%

		Choice 2		Choice 2 Neg		30%		22%		49%

				Choice 2 Pos		21%		24%		55%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%

		Choice		Uncertainty		A		B		C

		Choice 1		High		56%		26%		18%

		Choice 2		High-Neg		30%		22%		49%

				High-Pos		21%		24%		55%

		Choice 1		Low		14%		86%		0%

		Choice 2		Low-Neg		24%		66%		11%

				Low-Pos		12%		87%		2%
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Switching Patterns



BS2TK2 repurchase chart
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Observed Switching under High Uncertainty



Switching

		Logistic Regression Results

				X2		p<		Log Odds

		unclevel		12.27		0.01		0.450		H1

		outcome		7.45		0.01		0.537

		context		0.14		0.71		1.090

		unclevel*outcome		0.19		0.66		0.905

		unclevel*context		0.18		0.67		1.100

		outcome*context		2.05		0.15		1.390

		unclevel*outcome*context		3.89		0.05		1.570		H?





Conditional Switching Table

		similar contexts

				better outcome		worse outcome

		high uncertainty		67%		9%

		low uncertainty		80%		64%

				9%																								Similar Contexts

				64%																										Outcome		% Repurchasing

																												High Uncertainty		Better		67%

																														Worse		9%

																												Low Uncertainty		Better		80%

																														Worse		64%

		different contexts

				better outcome		worse outcome

		high uncertainty		38%		41%

		low uncertainty		83%		58%

																												Dissimilar Contexts

																														Outcome		% Repurchasing

																												High Uncertainty		Better		38%

																														Worse		41%

																												Low Uncertainty		Better		83%

																														Worse		58%





Conditional Switching Table
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high uncertainty

low uncertainty

Repurchase Rates under High Similarity: Uncertainty*Outcome
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high uncertainty

low uncertainty

Repurchase Rates under Low Similarity: Uncertainty*Outcome



		High Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				29%		35%		35%		High Uncertainty - Same Context

		Choice 2		Better Outcome		33%		50%		17%		Pos outcome causes shift away from flash range toward ease of use.

				Worse Outcome		55%		36%		9%		Neg outcome causes shift away from flash range toward battery life.

		High Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		ease of use		flash range

		Choice 1				56%		26%		18%		High Uncertainty - Different Context

		Choice 2		Better Outcome		21%		24%		55%		Pos outcome causes shift away from battery life toward flash range.

				Worse Outcome		30%		22%		49%		Neg outcome causes less extreme shift away from battery life toward flash range.

		Low Uncertainty - Same Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				8%		92%		0%		Low Uncertainty - Same Context

		Choice 2		Better Outcome		10%		90%		0%		Pos outcome causes small shift away from dominant option toward battery life.

				Worse Outcome		14%		71%		14%		Neg outcome causes large shift away from dominant option toward either battery life or ease of use.

		Low Uncertainty - Different Context

						Proportion Selecting Camera

						A		B		C

						battery life		acc., ease, weight		ease of use

		Choice 1				13%		86%		0%		Low Uncertainty - Different Context

		Choice 2		Better Outcome		12%		86%		2%		Pos outcome causes no change in selection pattern.

				Worse Outcome		24%		66%		11%		Neg outcome causes shift away from dominant option toward either battery life or ease of use.

		These data only represent the behavior of participants who changed their selection from T1 to T2.





		Raw Numbers												Percentages										% Switching To

										Rpt Purch												Rpt Purch.		A		B		C

		High Uncertainty - Same Context - Positive												High Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		17

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		0						A		6%		6%		0%														sum		17

		B		1		2		0						B		6%		12%		0%

		C		0		0		1						C		0%		0%		6%

										6												67%		17%		17%		0%				154%

		High Uncertainty - Same Context - Negative												High Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		1		1						A		6%		6%		6%

		B		3		0		0						B		18%		0%		0%

		C		2		3		0						C		12%		18%		0%

										11												9%		45%		36%		9%

		High Uncertainty - Different Context - Positive												High Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		66

		Choice 1		A		B		C						Choice 1		A		B		C

		A		3		3		7						A		5%		5%		11%														sum		66

		B		2		3		4						B		3%		5%		6%

		C		1		1		5						C		2%		2%		8%

										29												38%		10%		14%		38%

		High Uncertainty - Different Context - Negative												High Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		10		8		6						A		15%		12%		9%

		B		1		0		7						B		2%		0%		11%

		C		0		0		5						C		0%		0%		8%

										37												41%		3%		22%		35%

		Low Uncertainty - Same Context - Positive												Low Uncertainty - Same Context - Positive

				Choice 2												Choice 2																		N		24

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%														sum		24

		B		1		8		0						B		4%		33%		0%

		C		0		0		0						C		0%		0%		0%

										10												80%		10%		10%		0%

		Low Uncertainty - Same Context - Negative												Low Uncertainty - Same Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		0		1		0						A		0%		4%		0%

		B		2		9		2						B		8%		38%		8%

		C		0		0		0						C		0%		0%		0%

										14												64%		14%		7%		14%

		Low Uncertainty - Different Context - Positive												Low Uncertainty - Different Context - Positive

				Choice 2												Choice 2																		N		80

		Choice 1		A		B		C						Choice 1		A		B		C

		A		2		3		0						A		3%		4%		0%														sum		80

		B		3		33		1						B		4%		41%		1%

		C		0		0		0						C		0%		0%		0%

										42												83%		7%		7%		2%

		Low Uncertainty - Different Context - Negative												Low Uncertainty - Different Context - Negative

				Choice 2												Choice 2

		Choice 1		A		B		C						Choice 1		A		B		C

		A		1		4		1						A		1%		5%		1%

		B		8		21		3						B		10%		26%		4%

		C		0		0		0						C		0%		0%		0%

										38												58%		21%		11%		11%



&L&"Arial,Bold"&12BS2TK2 Switching Pattern Detail

&L&Z&F, &D, &T, &P




_1301340606.xls
Brand Preference

		bs2tk3														Battery		Combo		Flash

						Battery		Combo		Flash				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty T1 Choice		57%		32%		10%

														High Uncertainty - Better Outcome		39%		35%		26%

				High Uncertainty - Same Context - Positive		41%		32%		28%				High Uncertainty - Worse Outcome		24%		38%		38%

				High Uncertainty - Same Context - Negative		22%		44%		35%

																Battery		Combo		Flash

				High Uncertainty - Different Context - Positive		37%		37%		25%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Different Context - Negative		26%		32%		42%

														Low Uncertainty - Better Outcome		11%		83%		6%

						Battery		Combo		Flash				Low Uncertainty - Worse Outcome		20%		61%		19%

				Low Uncertainty T1 Choice		6%		90%		3%

				Low Uncertainty - Same Context - Positive		13%		82%		6%

				Low Uncertainty - Same Context - Negative		25%		63%		13%

																Battery		B		Flash

				Low Uncertainty - Different Context - Positive		9%		84%		7%				High Uncertainty T1 Choice		57%		32%		10%

				Low Uncertainty - Different Context - Negative		16%		59%		24%

														High Uncertainty - Better Outcome		(18)		3		16

														High Uncertainty - Worse Outcome		(33)		6		28

						Battery		B		Flash						A		B		C

				High Uncertainty T1 Choice		57%		32%		10%				Low Uncertainty T1 Choice		6%		90%		3%

				High Uncertainty - Same Context - Positive		-16		0.00		0.18				Low Uncertainty - Better Outcome		5		(7)		3

				High Uncertainty - Different Context - Positive		-20.00		0.05		0.15				Low Uncertainty - Worse Outcome		14		(29)		16

				High Uncertainty - Same Context - Negative		-0.35		0.12		0.25

				High Uncertainty - Different Context - Negative		-0.31		0.00		0.32

						Battery		B		Flash

				High Uncertainty T1 Choice		57%		32%		10%

				High Uncertainty - Same Context - Positive		(16)		0		18

				High Uncertainty - Same Context - Negative		(35)		12		25

				High Uncertainty - Different Context - Positive		(20)		5		15

				High Uncertainty - Different Context - Negative		(31)		0		32

						A		B		C

				Low Uncertainty T1 Choice		6%		90%		3%

				Low Uncertainty - Same Context - Positive		0		0		0

				Low Uncertainty - Same Context - Negative		12		(19)		7

				Low Uncertainty - Different Context - Positive		(4)		2		1

				Low Uncertainty - Different Context - Negative		3		(23)		18



Demetra Andrews:
High unc start off more focused on a single attribute than low unc. High Unc focused on batt and less on batt+flash

High Unc condition reaction to positive outcome is weaker bc they switch MORE upon receiving a positive outcome w same context than do the low unc people

Demetra Andrews:
This is different! In high unc, positive outcome + different context reduces the likelihood of repurchase over the low unc condition. Suggests possibility of more attention to the context in the high unc condition



compare means of cam attribs

		Table 1. Importance of Camera Attribute By Usage Context

				Mean Importance Ratings by Usage Context

		Attribute		Vacation		Graduation

		Warranty		5.6		5.2**				0

		Weight		5.4		5.0**				0

		Battery life		6.5		6.2**				0

		Instruction manual		4.4		4.3**				0

		Easy to use		5.5		5.6				0.1

		Number of megapixels		6.4		6.5**				0

		Automatic zoom		5.6		5.9**				0

		Flash range		5.7		6.1**				0





uncXoutcome effect

		

				High		Low

		better outcome		72%		82%

		worse outcome		65%		60%

		Different

				High		Low

		better outcome		67%		84%

		worse outcome		62%		59%

		Same

				High		Low

		better outcome		77%		82%

		worse outcome		69%		61%

		BS2Tk3 looking at NEWSWITCH1a data buy newcat1a (=choice 1)





uncXoutcome effect
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Figure 7b. Repurchase Rates under Low Similarity: Uncertainty * Outcome
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Figure 7a. Repurchase Rates under High Similarity: Uncertainty * Outcome



		average satisfaction

						High		Low

				Better		5.3		5.5

				Worse		3.7		3.5
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