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“The time vs. money effect” on undergraduate consumers’ responses :

Product type as a moderator
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Abstract

“Time versus money effect” refers to a favorable shift in consumers’ responses activated by time(vs. money). In
general, how people spend their time or money could reflect one’s personal identity. Previous research indicates that
drawing individuals’ attention to time makes more effective in product satisfaction rather than money. Also, whereas
because time is experienced as an experience, time activates more positive product satisfaction for experiential
product rather than materialistic product, money has the reverse effect because money relates with possessions.
Present study examined the effect of time and money on consumers’ attitudes and decisions and the role of product
type including smartphone. In experiment 1, participants evaluated their experiences or their own products(family
restaurant, smartphone, premium jean). They satisfied more with their smartphones when activated by time than by
money. In experiment 2, 3 image ads, a promotion image ad for each product(family restaurant, smartphone,
premium jean), were offered to find the effect of time and money in promotion ads. The interaction effects between
activating condition and product type were revealed on the product attitudes, product satisfaction, purchase intent,
and personal connection reflecting the consistent time effect on smartphone. In addition, the main effect of the
activating condition was significant which meant time activating ads were more effective than money activating ads.
Key words : The effect of time and money, product type, consumers’ attitudes, satisfaction, purchase intention,

personal connection
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Table 1. Means and standard deviations of the variables in experiment 1

Satisfaction Attitudes

R S J R S

Possession-Experience Function-Indulgence

R S J R S J

4.45 5.50 4.86 4.68 4.96

Time |06 (085  (094) | (0.89)  (1.18)

4.65 439 4.69 428 4.47

Money | 115y 137y (139) | (118)  (145)

4.18 422 2.90 4.95 3.68 4.45

091) | (1.73)  (147) (154 | (125  (1.08)  (1.56)

3.86 434 3.08 5.26 391 4.39

0.99) | (1.45) (1.40) (195 | (128) (1.23) (1.33)

( ): SD, R: Restaurant, S: Smartphone, J: Premium jean
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Figure 1. The product satisfaction by product type and
time or money activating
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Figure 2. Promotion image ads(family restaurant, smartphone, premium jean) used in experiment 2.
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Table 2. Means and standard deviations of the dependent variables in experiment 2

Satisfaction Attitudes

R S J R S

Purchase intent Personal connecting

R S J R S J

5.06 420 4.43 5.18 431

Time G0y aas) o2 | aon o

4.84 3.08 4.58 5.00 3.36

Money | 1oy iy (1200 | (1L10)  (0.93)

4.58 4.18 397 4.06 431 4.23

(1.04) | (135 (1.63) (149) | (093) (1.06) (1.12)

441 2.86 4.13 3.90 348 4.16

0.99) | (127) (135 (1.52) | (0.93) (1.32) (121)

( ): SD, R: Restaurant, S: Smartphone, J: Premium jean

3.00 4

450 A

4.00

3.50 4

B Time

Omoney

Restaurant

smartphone

Premium lean

Figure 3. The purchase intent by product type and time or money activating
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