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Abstract

This research aimed to identify which
psychological effect most effectively
influences consumer purchasing behavior. Four
effects were examined: the Anchoring effect,
the Windsor effect, the Snob effect, and the
Bandwagon effect. Experiments were

conducted in real stores.

In the summer of 2024, an initial experiment
was affected by the Obon holiday, which
increased foot traffic and made it difficult to
measure the true effects. However, in the
spring of 2025, the experiment was conducted
during a period with stable customer traffic,

yielding more reliable results.

In the 2025 experiment, three effects were
tested:the Snob effect,the Windsor

effect ,and the Bandwagon effect. The Snob
effect proved to be the most effective in
boosting sales. Both the Windsor and
Bandwagon effects also led to noticeable sales
increases. These results suggest that
psychological techniques can significantly

enhance sales performance.

Future research should explore additional
psychological effects to discover the most

effective methods for sales promotion.
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