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Online Appendix 

The following online appendix includes a complete outline of the online experiment. The page numbers 

refer to Figure 3 shown in the manuscript. 

 

Page 1: Welcome Page 

 

 

 

Page 2: Scenario Description 
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Page 3: Purchase Page  

Please note that we also varied the position of the scarce product (right/left) on the purchase page which 

will not be shown in detail. Further, we implemented the following pop-up window for each treatment 

to ensure that participants do not accidently click on the purchase buttons. Thus, participants can either 

confirm their purchase decision or go back to the page. 
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Page 3a: Scarcity-Treatment 

 

Note: If participants click on “Read Reviews”, the site expands as follows:  
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Page 3b: Non-Scarcity Treatment 

 

Note: If participants click on “Read Reviews”, the site expands as follows:  
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Bridging Page 

 

Note: If participants choose the other headphones (i.e., Tunemo), “Ampora” is replaced by “Tunemo”. 

 

 

Page 5: Willingness-to-pay 

 

Note: This Figure is shown in the scarcity treatment only. In the non-scarcity treatment, “In Stock” is 

displayed instead of the scarcity cue. 

 



6 

 

Page 6: Attention Check Questions 

 

 

 

Page 7: Processed Textual Review Information 

 

Note: This Figure is shown in the scarcity treatment only. In the non-scarcity treatment, “In Stock” is 

displayed instead of the scarcity cue. 
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Page 8: Emotional Perception 

 

 

 

Page 9: Familiarity 
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Page 10: Persuasion Knowledge 

 

 

 

Page 11: Sociodemographics 1 
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Page 12: Sociodemographics 2 

 

 


