
Analysis Plan (Draft) : Can experimental store predict Real-World Choices? An external validity study on fresh fruit and vegetables purchasing

1. Hypotheses
· H1: Melon tasting leads to a significant increase in melon purchases in a real-world setting, in contrast to the results observed in the laboratory.

· H2: Tasting, by creating a positive sensory experience, induces a halo effect that leads the consumer to evaluate the entire offering more favorably, resulting in increased purchases of products that are close in categorical or perceptual terms.

· H3: The controlled laboratory environment, with its limited fruit assortment, restricts participants’ choices by offering few substitutes to melon. This leads to an overestimation of purchase rates in the control group, placing observed purchases near the upper bound. Consequently, leading to an underestimation of the real effects of tasting on melon purchases as well as on halo and categorical proximity effects.

2. Outcome Variables
Observed behavioral outcomes (melon and other product purchases):
· Purchase incidence (binary: purchase vs. no purchase)
· Quantity purchased (measured in units or weight)
· Expenditure (total amount spent, in euros)
Self-reported outcomes (from post-purchase questionnaire):
· Reasons and barriers to purchasing
· Risk aversion level
· Confidence in product quality and perceived risk associated with the purchase
These self-reported outcomes will be constructed from Likert-scale items. Aggregation will be done either by calculating mean scores or through dimensionality reduction techniques such as Principal Component Analysis (PCA), depending on the internal consistency and inter-item correlations.

3. Comparisons
· Between groups:
· Tasting group vs. control group within each context (laboratory and field)
· Between contexts :
· Comparison of effect sizes across laboratory and field settings to assess external validity
· Within participants:
· Examination of relationships between socio-demographic variables, perception and risk aversion levels, and actual purchasing behavior
