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COGNITIVE COSTS IN CONSUMER SEARCH 
 
 
Online shopping and home delivery have minimized the physical and financial costs consumers 
experience while shopping. Nevertheless, consumers behave as if searching for products is costly, 
examining fewer products than they should if search were free. Existing models of consumer 
search incorporate ‘search costs', but it is unclear what aspects of search are experienced as 
costly by the consumer and whether cognitive costs (such as the costs of attention and memory) 
are part of the equation. In this talk I will present two papers which address both the theoretical 
question and the practical consequences of the findings. The first paper outlines how the costs 
of cognitive processes lead to reduced search in shopping environments and tests whether these 
behavioral changes map onto the ‘search costs’ in extant models (e.g. Weitzman 1979). The 
second paper addresses the implications of these findings for marketers and managers; in 
particular, how consumers’ intrinsic desire for information trades off against the costs associated 
with processing such information, and whether ‘trivial’ product information should be hidden 
from consumers in the earlier stages of search to alleviate attentional costs.  

 

 


