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Effects of Attribute Reduction and Attribute Value Reduction Consumer Preference
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The purpose of this research is to illuminate the effects of “attribute reduction” and
“attribute value reduction” on consumer preferences for products or services newly
introduced to mature markets. Hypotheses related to factors including “importance of
attributes reduced,” “complexity of existing products or services,” and “number of
alternatives” were examined in some experiments.
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Bettman, J. R. (1979), An Information Processing Theory of Consumer Choice, Addison-Wesley, p.17, Fig.2.1.
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