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Abstract: 
The Zero Price Effect (Shampanier, Mazar, and Ariely 2007) describes the irrationally 
high demand for free offerings when consumers are asked to choose between a free 
and a cost option. Still, despite the increased attractiveness of the free option, studies 
on the Zero Price Effect typically report high numbers of individuals who pass up this 
choice opportunity (and thus forego a free offer). The present research looks into the 
latter and finds support for the ambivalent character of free offerings: While offering 
something for free definitely triggers demand, it also turns the offer less 
trustworthy—making consumers shy away from (possibly attractive) choice 
opportunities. 
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