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Abstract

Purpose — Many retail stores tend to use scarcity-laden message in order to influence consumers, where scarcity refers to
insufficiency of product supply or time of availability. For example, inside stores, the displayed products are often
accompanied by scarcity message such as ‘exclusive offer, limited time only.” According to past research, scarcity has a
positive effect on product evaluation, since scarcity can acts as a signal of consumer demand, and thus product quality.
Prior studies argue that consumers face a scarce product, they logically infer that other consumers buying the product in
large numbers cause the scarcity. We propose that scarcity can be interpreted as a sales tactic artificially created by retail
stores in order to increase sales of product.

Research design, data, and methodology — We use a persuasion knowledge perspective framework to develop our
hypotheses. In the present research, we show that product curation type is a key variable that moderates consumer
response to scarcity, and thus the scarcity effect on product evaluation.

Results — In this research, we showed when scarcity-laden message was used inside the store using consumer-centric
curation message, scarcity had a positive effect on product evaluation. In contrast, when scarcity-laden message was used
inside the store using marketer-centric curation message, the positive of scarcity message on product evaluation was diluted.
Conclusions — Our study makes two important contributions to the literature on consumer response to scarcity. First, we
identify a variable — namely, product curation type — that determines when either ‘scarcity = good’ or ‘scarcity = marketing
tactic’ interpretation is likely to be dominant. Second, we cite persuasion knowledge perspective to explain the moderating
function of product curation type in a retail store-related scarcity context. This research is relevant to practitioners, such as
brand manager, retail environment manager, and advertising agencies, for the effective use for the scarcity-laden message in
retail. The proposed moderator can operate in many real-life situations in retail where consumers are exposed to scarcity.
And curation message related to scarcity has been facilitated by the inner-retail activities. These factors of the marketplace
indicate that the boundary conditions of scarcity can have a significant effect on real-life consumer judgment.
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<Figure 1> Research Model
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subjects) QFOfA] Z=FE|OMCL SHREYS2 A HIto| Cist
BYoz 1% 4O USBE HM=Z NSO,
= o

Ay Zoo| EtdEE E0|7] fleiM, RS2 HIMSe
ol CHetw LHo| ot =3t OjEtof CHst AH[XEQ| 2HES
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- AE AVIRES 48 ZA| #IRHFEE COtE AN o
oA EOiE|oiX|= S22 MILORRICHE Hd¥HE =0
@ Aol EEEE =0|7| RIsiAM, HE EIKIEA 2
oC gl= 85 1071 X3t =, 850 2=
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Cf. &hddt LG &= USB HIHEE AERCH, AMM mUA H|
AE(sample = 30)E Edff, Tt T HMEQ| AH|XIEQ| Mz
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t(24) = .75, p > 46). £ EIME = ofH HHMET} SAaMo|
UK, TS 7o EHEtE = JAEE TE W 71 Y
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= XOIM 23 Ty Z3UES HIECR TifE MES MF
Stl= AlAHICE 2 Folchetn AZSIQICE BE LEAE
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o 20| X0 F7tE[ALE. HFO| 3oy =700 [IHE
Z=H0| MUz O|ROF=A| W= =5 2t 435 21t 9
ad 27 EM /70 OE, T™AS0] AXSH= XEFL| g

AMO| 2 X}O|7} EXfSt= HOZ LIEFICHM = 1.80 vs.
7.34, 1(69) = 19.13, p < .001).

4. ARAD}

= 7= <7td 1>0M MBSl gy 2Tt SEA T
Hol ME FaO0ld HAIXILt g MEE Al HME2 32y
=7/t ME E7to F= 33842 mits AlZHE Ao2tn
MoKt d2|1 <7kd 2>0fM MZF2| gy 277t “AH|A}
SO ME a0l HAXIet B MEE Al MZF2| g
d 2= HEQ B 3852 2uE O/F Aol2tn K|
oriCt. 2 d7te <UtE 1>ah <otd 229 FHE K|X[ol=
ZE HOJHCE <Figure 2>0M = = A= ANY oy O
AIXZF ®MZel o] OjXl= Fe2 HEF R0l HAIX|2|
R0 M2t ZEXlE 4TEE SNE HOIFACH( = 1)
= 6.94, p < .05. HZFC| 3oy 7t 2HA SH| HME
TR0 TAX|QE 2 AFEEIRE I, TEAE2 MZ2| 9
a8 278 7K1 YUs HMEFS UHSe dgs 2/t

THHE2Z, S S ME Aol =7t AR
T =9l 82, 2 37%2| mHXEU0| 8oy ETE 7t
TI USB EAMES MERUCE Cho IFAL, THH2Z 63%
DRSS 3lad E7E 7HIX| §¥2 USB EHMES MR
Ch. olgist b= MBSl 8oy 277 'S8A Y42 HE
Fefold HAIRIE & AFEE Al MBSl 3lad 277t A
= Gt DXl S8He 2ik= AR A0l2te <7HE 1>
b LX[ptCt. HHHO| 2HXF SHC| MEF ROl 7L Ab
BE[0X|= =4 BloM= 5 giofel Zap7t LIEHRT. AH|
A Bdel ME R0 MK =el B muxtEel
69%7t 5|4 EFE 7t7l USB EHEE MEHSHCE O] =
o A2 & HHEXIS| 31%7H0| 3o EFE JHK[X] %2
UBS HZMES MEiCE Ol ME2 3oy =77t “2H[X
Y2 HMEF R0l ARt e MEE Al HMEQ 3
d 7= HZQ Eoo 288 2aE 0jE Aolgtks <7t
2 2>§ X|X|ot= Zuo|ct
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<Figure 2> Research Results
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<Table 2> Mediation Analysis

Moderating Variable Outcome Variable Step 1

Step 2 Step 3 Step 4

Interpretation of Scarcity Choice of Scarce
Appeals as a Sales Tactic Option

Type of Product
Curation Message

Interpretation of
Scarcity Appeals as
a Sales Tactic

Type of Product
Curation Message

Type of Product
Curation Message

1

1 1 1

Choice of scarce

Choice of scarce
option(Covariate:
Interpretation of

Interpretation of

Scarcity Appeals as Choice of scarce

option a sales tactic option Scarcity Appeals as
a Sales Tactic)
B =-1.31 B = -1.81 B = -1.70 B = .39
eB = .27 t(69) = -3.95 eB = .18 eB = 1.48
p=.01 p < .001 p = .027 p = .06

Note: Since the dependent variable(i.e., choice) was dichotomous the mediation analysis was conducted using logistic regression in steps

1, 3, and 4.

2 979 <7k 3> 01 WolM HMEQ 3ad =79
MZ B7to| CHeh 2at7t MES| Feold e {0 mat
HEtXl= O|RE HMEQ 3ad 277t ‘aH|A FHe| HE
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HAIXIZ} HE B0l ojX|l= 2EXQ 2ut7t MetElcte A
2 2ojgict ol2fsh HAHLEE 2=, 3lad HAIXIE Lot
BHE OFE TEFEQ E2 QA= 3%t Dj7jHel 4
S g £ UCk= AS 2lofsict.
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Felold HAIR] =9l B mHHA=2| 69%7t gy 2
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