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Abstract 

The experiment studies people’s decision making under different labels and numbers of choices 

when they are buying products. The questionnaires simulate the situation of choosing set 

purchase for mobile phone fee and four types of questionnaires (cheaper and standard; standard 

and premium; cheaper, standard and premium; standard, premium and super-premium) and 360 

in total are distributed in three locations targeting three types of people: the middle-age and 

elder, teenagers and official staff. The result majorly corresponds to our hypothesis: differently-

designed labels can influence customers to select different choices.  
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Effects of Numbers and Labels of Choices on People’s Purchasing Decisions 

People encounter a lot of decisions when they are making purchases and usually there 

may be more than one choice for people to choose without assistance. Therefore, it is important 

for sales managers to make full use of the labels and number of choices in order to make the 

customers select the most salient one. There is a prevalent misconception that the lower the price 

of a product, the more people will buy it. In fact, well-designed labels can influence customers to 

select more expensive choice (Solomon, 2014), so in some cases, label, no the price, is privy to 

selection among corresponding products, a subliminal message to drive consumers to approach 

the most satisfactory situations. 

For example, Yulianda and Handayani (2015) generalized 100 samples from population 

with a survey investigating the product quality that are regarded as regulating variables. They 

used different kinds of Samsung mobile phones as simulation to test whether the consumers are 

willing to purchase them. Since the survey possessed within-subject design, it contained multiple 

questions per person that had the labels and numbers of choices varied. Additional information 

of the takers themselves are achieved through the answers toward their current psychological 

status which acts as an expected factor that could impact customers’ choices. Results showed 

that the labels of the products as well as the emotions have a strong influence on consumers’ 

decisions on purchasing products with certain qualities. 

From the research, it seems clear that people who are sanguine and temporarily joyful are 

more likely to decide to buy higher-quality brand of the Samsung mobile phones. But it is less 

clear if these choices are preserved across their daily lives. To make the issue resolved in mind, 

the current research focuses on determining the extent to which the products themselves could 

influence people’s purchasing decisions. 
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Imagine two circumstances. In the first one, there are two kinds of service, one labeled as 

standard and priced 1280 yuan, the other labeled as premium and priced 1580 yuan. In the 

second one, the only difference is that the 1280 yuan labeled as cheaper, the 1580 yuan labeled 

as standard. By fully understanding people’s nature of taking advantage, it is safe to 

approximately conclude that in the first circumstance customers will tend to select the cheaper 

service, while in the second circumstance they will select the premium one. (Luo, 2015) 

However, our group decides to expand on the previous experiment by keeping the 

original independent variable: the way how choices are labeled and adding one more 

independent variable: the number of choices (two choices and three choices). So our hypothesis 

is that differently-designed labels can influence customers to select different choices. 

Method 

Experimental Design 

In order to carefully control our two independent variables, we design four types of 

questionnaires to efficiently compare individual independent variables then randomly distribute 

the questionnaires at three locations.  

Each questionnaire contains one multiple-choice question. We meticulously design a 

situation which is to select different mobile phone set purchases. Compared with other situations, 

such as buying bubble teas and TOEFL courses which clearly have selection bias, choosing 

different mobile phone set purchases is more principally suitable for our intended population— 

“people”, since almost everyone possesses a mobile phone.  

 The questions are the same, but the choices are partly different from each other, either in the 

statement of choices (cheaper, standard, premium and super-premium), or in the number of 

choices (two and three choices).  
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The three locations majorly contain different types of people: the middle-age and elder (The 

Children’s Palace), teenagers (Futian subway station) and official staffs (Shenzhen Convention 

& Exhibition Center).  

Thirty questionnaires of each type are randomly distributed in one location. So the sample 

population size is one hundred and twenty in each location and three hundred and sixty in total.  

Participants  

The majority of participants chosen in The Children’s Palace are parents and the elder aged 

above thirty years old, because of the surrounding Lianhua Mountain Park and the Book City 

where lots of parents and grandparents go there with children who are usually too young to 

answer the questionnaires.  

Futian subway station, however, contains mostly teenager aged between ten and twenty 

years old because there are lots of educational organizations near the subway station and the 

most common transition station students commute is Futian Station.  

Shenzhen Convention & Exhibition Center includes chiefly official staffs aged between 

twenty and thirty years old, since it locates in Shenzhen CBD. 

Materials 

 Each type of questionnaires is originally written in Chinese. It is now translated to 

English and shown below with its corresponding number and percentage of answer. 

Introduction & Question (the same for all four questionnaires) 

Hi, this is AP Psychology study group three from Shenzhen Middle School. The 

questionnaire is to study the psychological influence of labels and numbers of choices on the 

consumers’ decision making. Please complete the question carefully. Thank you for your 

cooperation! 
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 Which annual set purchase for mobile phone fee are you willing to choose? 

Questionnaire one 

A. 1400 RMB, Cheaper Set Purchase: sixty-five (seventy-two percent) 

B. 1600 RMB, Standard Set Purchase: twenty-five (twenty-seven percent) 

Questionnaire two 

A. 1400 RMB, Standard Set Purchase: forty-three (forty-seven percent) 

B. 1600 RMB, Premium Set Purchase: forty-seven (fifty-two percent) 

Questionnaire three 

A. 1400 RMB, Cheaper Set Purchase: fifty (fifty-five percent) 

B. 1600 RMB, Standard Set Purchase: seventeen (eighteen percent) 

C. 1800 RMB, Premium Set Purchase: twenty-three (twenty-five percent) 

Questionnaire four 

A. 1400 RMB, Standard Set Purchase: thirty-nine (forty-three percent) 

B. 1600 RMB, Premium Set Purchase: eleven (twenty percent) 

C. 1800 RMB, Super-premium Set Purchase: forty (forty-four percent) 

Procedure 

1. Go to three different locations. 

2. Distribute one questionnaire at a time to make sure participants understand the question 

and answer it carefully.  

3. Repeat step two until thirty questionnaires of each type in the same location are 

distributed and completed. 

4. Analyze the data and draw conclusions.  

Results 
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As we compare the data from the first and second questionnaire or the third and fourth 

questionnaire, it is clear that the percentage of each choice is different from that of choice with 

identical price in the other questionnaire, so in general the data corresponds to our hypothesis: 

differently-design labels can influence customers to select different choices. However, the data 

from the second questionnaire defied our expectation based on the experiment presented in the 

content. In the second questionnaire, compared with the standard choice, the premium choice 

should be much more favored (Luo, 2015), while in our experiment premium choice percentage 

is only slightly more than that of standard choice by five percent (forty-five percent in the first 

questionnaire), which we will explain in discussion. 

Discussion 

 Deficiency and flaw do exist in our experiment and some can be avoided, while other 

cannot. When we were doing our experiment inside subway stations, participants were randomly 

selected from passengers waiting for proceeding trains. And sometimes we had to interrupt them 

from their activities (listening to music, texting messages, chatting with others), thus they might 

respond without a proper attitude and cause response bias. Latter experiment can avoid response 

bias by enlarging the number of participants and only selecting the answer come from the 

participants with proper attitude. Most importantly, the purpose of our research is to explore how 

consumers’ decisions may be affected. But we are surveying the participants through 

questionnaires instead of making them purchase real products with real money. However, that’s 

the most feasible and realistic way of simulating this kind of decision making situation in regard 

to our resources and knowledge. So it is hard to guarantee that when actually purchasing things 

the participants will select the same choices as they do in our experiment, which possibly causes 
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the problem in the second questionnaire, since the experiment in the content is real purchases 

(students choose to buy different service of TOEFL course). 
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