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      The Infl uence of Spatial Position of Price 
Sequences on Choice and Value Perceptions 

             Marisabel     Romero       and     Dipayan     Biswas    

    Abstract     In this research, we extend fi ndings from the numerical cognition literature 
to explore and test how retail spatial arrangement of prices can infl uence value 
 perceptions and choice. Specifi cally, we demonstrate that presenting options in an 
ordered price sequence increases consumers’ preference for higher priced items 
depending on the spatial direction of the display. The results of two studies provide 
evidence that in horizontal displays, consumers are more likely to select the higher- 
priced items when prices follow a descending (vs. ascending) sequence. In contrast, 
when the products are arranged in a vertical format, consumers are more likely to 
select the higher-priced items when the products are presented in ascending order 
(vs. descending). The fi ndings of this paper have important implications for retail 

product displays and menu designs.  

  Keywords     Spatial Position   •   Price Sequence   •   Choice   •   Value Perception     

    References 

 References Available Upon Request    

        M.   Romero      (*) •    D.   Biswas      
  University of South Florida ,   Tampa ,  FL ,  USA   
 e-mail: romerom@usf.edu; dbiswas@usf.edu  

© Academy of Marketing Science 2016
M.W. Obal et al. (eds.), Let’s Get Engaged! Crossing the Threshold of Marketing’s 
Engagement Era, Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science, DOI 10.1007/978-3-319-11815-4_188

mailto:romerom@usf.edu
mailto:dbiswas@usf.edu

	The Influence of Spatial Position of Price Sequences on Choice and Value Perceptions
	References


