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This research analyzed the effect of the prior choice on subsequent choice
situation (the effect of sequential choices), and presented a new moderator of this effect.
In addition, one of this research findings is that | used a justification mechanism to explain the
tendency to reinforce hedonic goals.
Finally, while there are few studies on the direct relationship between the effects of sequential
choice and marketing, this research showed that the effects of sequential choice function as a
moderator of the price promotion effect.
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