


• the decoy effect (or attraction 

effect or asymmetric dominance effect) is the 

phenomenon whereby consumers will tend to 

have a specific change in preference between 

two options when also presented with a third 

option that is asymmetrically dominated.

• One clear example of the decoy effect is popcorn at the cinema. When 

there are only two options, a large or a small bag, the customer will 

conclude that the large one is very expensive and that they do not want that 

much popcorn. They will be buying based on their needs.

Small popcorn → $3.00    Large popcorn → $7.00

However, when a third price appears between the two, the decision changes. 

Why?

Small popcorn → $3.00   Medium popcorn → $6.5.00   Large popcorn → 

$7.00

The new price, the decoy, will cause most customers to opt for the highest-

priced product, even if they don’t need it. It makes them believe that they 

are winning, that they are making a better buy. This is a psychological 

pricing strategy because its success is based on consumers' interpretation 

of prices, rather than on the real value of products.

Decoy Effect

https://www.minderest.com/blog/psychological-pricing-what-is-success-based-on
https://www.minderest.com/blog/psychological-pricing-what-is-success-based-on


Boomerang Effect



Feel, Felt, Found



• Fear of missing out (FOMO) is the 

feeling of apprehension that one is 

either not in the know or missing out on 

information, events, experiences, ...

• Helps create urgency

• One Time Only Offers-one of the 

most effective ways to increase sales 

by triggering FOMO is by offering a 

unique promotion that only occurs 

once.

FOMO



• Customers love challenges

• Limited period offer

• Now or Never approach

• Helps create urgency

• Make them believe that the product 

is exclusive and only A-class people 

can own it forever.

Hard To Get Approach




