
7.10.2021

1

Consumer
Curiosity–
Business
Benefit?
“What is consumer curiosity, what
are its benefits to companies, how
can it be evoked in practice?”

Who am I ?

• Heta Kenttämaa
• 4th year marketing student
• Bachelor’s thesis last summer

w’ Ilona
• Idea of what a marketing

bachelor’s thesis can be
about

• Consumer curiosity as a
phenomenon
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What is consumer curiosity, what are its
benefits to companies and how can it be evoked
in practice?

My research question:

Structure
of the

lecture

• 1 General Phenomenon of
Curiosity

• 2 Benefits of Consumer Curiosity
• 3 Evoking Consumer Curiosity
• 4 Discussion
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1
General
Phenomenon
of Curiosity

What is curiosity?
Write suggestions in chat
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Desire for knowledge

Hsee and Ruan (2016)

Research on
Consumer Curiosity

• State vs Trait Curiosity
• Deprivation vs Interest type

Curiosity
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State vs Trait curiosity

Research on
Consumer
Curiosity

• State vs Trait Curiosity
• Deprivation vs Interest type

Curiosity
• Intrinsic motivation vs

Extrinsic motivation

Emotional state
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Deprivation vs Interest type curiosity

” Where are
your ancestors
from?”

Deprivation type curiosity

• Feeling of deprivation of a specific
set of information

• ”I want to find out…”

• E.g. scienctist wondering a solution
to a problem

• More motivational power

Interest type curiosity

• Feeling of interest towards diverse
set of information and stimuli

• ”I want to be stimulated aka not
bored”

• E.g. a bored student scrolling
through telegram during this
lecture

• More likely to prompt exploratory
behaviour
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Research on
Consumer
Curiosity

• State vs Trait Curiosity
• Deprivation vs Interest type

Curiosity
• Intrinsic motivation vs

Extrinsic motivation

Desire for specific set of
information

”I mean the money is good but i
really just wanted to know the
right numbers”
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Research on
Consumer
Curiosity

• State vs Trait Curiosity
• Deprivation vs Interest type

Curiosity
• Intrinsic motivation vs

Extrinsic motivation

Intrinsically motivated
desire for specific set of
information

Consumer Curiosity

• Intrinsically motivated desire for a specific set of information,
experienced by a consumer in a commercial situation
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Why does
Curiosity occur?

• Loewenstein’s (1994)
Knowledge gap theory:

• Perception of a gap between
what one knows and what one
wants to know

• Curiosity is the desire to close
this gap

George Loewenstein

”Do you know
where your
ancestors are
from?”
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Why do people
seek out
curiosity?
• If curiosity is a state of

deprivation and has
strong motivational power
for people to resolve it,
why do some people seek
it out?

• Loewenstein; Anticipation
of resolution is
pleasurable

Wiggin et al. (2018) (above) and Kang et al. (2009)

Preconditions
for curiosity

1. Perception is key
2. Size of knowledge gap

is important
3. Information has to be

desirable
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”Do you know
where your
ancestors are
from?”

Preconditions
for curiosity

1. Perception is key
2. Size of knowledge

gap is important
3. Information has to be

desirable
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Sevilla and Meyer (2020)

Leaving Something for the Imagination: The Effect of Visual Concealment on
Preferences. Sevilla and Meyer (2020)

Sevilla and Meyer (2020)

Leaving Something for the Imagination: The Effect of Visual Concealment on Preferences.
Sevilla and Meyer (2020)
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Preconditions
for curiosity

1. Perception is key
2. Size of knowledge gap

is important
3. Information has to be

desirable

Sevilla and Meyer (2020)

Sevilla, J., & Meyer, R. J. (2020). Leaving Something for the Imagination: The Effect of Visual
Concealment on Preferences. Journal of Marketing, 84(4), 109-126.

25

26



7.10.2021

14

2
Benefits of
Consumer
Curiosity

COGNITIVE
BENEFITS

IMPROVED LEARNING IMPROVED MEMORY IMPROVED INFORMATION
SEARCH QUALITY

Menon and Soman (2002)
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EMOTIONAL
AND
MOTIVATIONAL
BENEFITS

• Positive emotional state
• Linked to anticipation

of a reward
• Brain regions related

to reward processing
activated (Jepma et al.
2012)

• People enjoyed higher
hedonic experience
with uncertainty  +
resolving than without
->

• Strong motivational force

The Teasing Effect: An Underappreciated Benefit of
Creating and Resolving Uncertainty, Ruan et al. (2018)

The Pandora Effect: The Power and Peril of Curiosity, Hsee and Ruan (2016)
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PRODUCT AND
BRAND RELATED
BENEFITS

• better product / brand
evaluation

• increased willingness to try
new products / experiences

• enhanced innovation
adaption

”Affect as information”
- Hill et al. (2016)

Müller-Stewens et al. (2017)

PRODUCT AND
BRAND RELATED
BENEFITS

• an increase in reward-
seeking behaviour /
impulsivity

• Information = reward
• When not satisfied,

increases search for
general rewards
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COGNITIVE BENEFITS
1. improved learning
2. improved memory
3. increase in information search quality

EMOTIONAL AND MOTIVATIONAL
BENEFITS
4.    strong motivational force
5.    positive emotional state

PRODUCT AND BRAND RELATED
BENEFITS
6.    better product / brand evaluation
7. increased willingness to try new products

/ experiences
8. enhanced innovation adaption
9. an increase in reward-seeking behaviour /

impulsivity.

BUT These benefits are most prominent for businesses
selling products that are

New Innovative

Attractive Indulgent / Non-virtuous
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3
Evoking
Consumer
Curiosity

3 main ways of evoking consumer curiosity

HIGHLIGHT A CLEAR
KNOWLEDGE GAP

INCONGRUENT STIMULI MAKE A CONSUMER PLAY
A GAME
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1) Highlight a clear
knowledge gap

• Asking a question
• Presenting incomplete information / Presenting

“teasers”
• Visual concealment
• Incomplete sequence of events / Cliffhangers
• Incomplete lists
• Incomplete product information

IMPORTANT TO NOTE

• Desirability of the concealed information

• Size of knowledge gap
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Nike teaser ad (2006)
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Lexus 2021 teaser ad

41

42



7.10.2021

22

Menon and Soman (2002)

The hypothesis hypothesis

2) Incongruent
Stimuli

• Incongruent product design
• Incongruent images on

advertisement
• Incongruent wording on

advertisements

IMPORTANT TO NOTE

- Level of incongruity
- Level of Arousal
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Extremely incongruent water bottle

Incongruently worded advertisement

Noseworthy et al. (2014)
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Make Consumers
play a game

• Gamified presentation of a
product innovation

• Gamified app design
• Quizes, Puzzles etc.

• Directly cause curiosity through
highlighting a knowledge gap

• Other games
• Playfullness

Müller-Stewens et al. (2017)

184€ +
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Müller-Stewens et al. (2017)

General notes
• Active state of curiosity
• Prior knowledge effects
• Hide the most interesting information
• Self-relevant information
• Disappointment
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5
Discussion

Dark side of Curiosity

Curiosity can drive people
to act against their own self

interest;

Indulgent choices Curiosity apps decrease
enjoyement of activities
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Thank you!

Sevilla, J., & Meyer, R. J. (2020). Leaving Something for the
Imagination: The Effect of Visual
Concealment on Preferences. Journal of Marketing, 84(4), 109-
126.

Hill et al. (2016) Shopping under the influence of curiosity: How
retailers use mystery to drive purchase motivation

Hsee and Ruan (2016) The Pandora Effect: The Power and Peril
of Curiosity
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