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Abstract

Buyers and sellers often possess information about how enjoyable a product or service
is to produce. The current research demonstrates that this novel marketplace cue,
production enjoyment, asymmetrically influences buyers’ and sellers’ pricing
judgments. Specifically, the perception that a seller enjoys the process of producing a
product or service increases buyers’ willingness to pay and lowers sellers’ willingness
to accept and their charging prices. With six studies that use over 100 different jobs, a
variety of operationalizations of production enjoyment, as well as actual buyers and
sellers, the current research explores a novel and impactful cue to which buyers and
sellers respond differently. These findings carry a variety of implications for both
theory and practice, providing actionable advice for sellers’ pricing and messaging
strategies.
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