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The task of this study is to clarify the effects of time pressure on

consumers” information processing and purchase intentions in a "limited time offer". We conducted a
qguestionnaire experiment in which we manipulated the presence or absence of a limited-time display
and the discount rate (5% discount rate and 20% discount rate). The results showed that consumers
perceive time pressure more strongly in limited-time sales when the time limit is imposed and the
discount rate is moderate. The results also showed that the perception of time pressure changes the
way consumers process information and increases the value of the product as well as their purchase
intention.
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