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THEORY
How The Number Of Choices We 
Have Influences Our Decisions
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The average human makes over 35,000 choices every day.  As the day progresses, the 

choices we make become less thoughtful, and more instinctual.  The way these instinctual 

decisions are made have been widely documented and are now part of many marketers’ 

tool belts.  When it comes to offering someone choices, how many should you give them?  

Turns out that many times the answer is simple, backed by science, and easily trackable.  

The following will break down these phenomenon and identify the “Goldilocks Zone” of 

choice offerings that will help anyone create an amazing offering.

OVERVIEW
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SINGLE OPTION AVERSION

an increased desire to search 
for more options when only 

given a single choice

ANALYSIS PARALYSIS

an inability to make a 
decision due to over-

thinking a problem

AVAILABILITY HEURISTIC

the tendency to estimate the 
likelihood of an event, 

based on the ease at which 
it comes to mind

KEY CONCEPTS
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MORE CHOICES = MORE AUDIENCE
Offering many choices will attract more 
eyes to the product because of a better 

selection of options.

MORE CHOICES ≠ MORE SALES
Too many choices can lead to “analysis 

paralysis” and be distraction from buying 
the product.  

HOWEVER

Source: https://faculty.washington.edu/jdb/345/345%20Articles/Iyengar%20%26%20Lepper%20(2000).pdf
The Paradox of Choice (Barry Schwartz)

THE GOLDILOCKS ZONE: TOO MUCH
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LESS CHOICES = EASIER DECISION MAKING
Offering only a single option in a simple, easy to 
understand way can increase the likelihood of a 

lead turning into a customer.

LESS CHOICES ≠ MORE SALES
This take-it-or-leave-it scenario results in a 

phenomenon called single-option aversion.  This 
phenomenon is known as “an increased desire to 

search for more options” (Mochon, 2013)

HOWEVER

Source: https://cxl.com/blog/does-offering-more-choices-actually-tank-conversions/
http://web.missouri.edu/~segerti/capstone/SingleOptionAversion.pdf

THE GOLDILOCKS ZONE: TOO LITTLE
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Apple offers a few 
options for new 
lineups (defeats 

single-option 
aversion)

Apple does not 
change the product 
drastically between 

lines (defeats 
analysis paralysis)

Apple makes the 
choice easy by offering 
seamless and readily-
available ways to buy 

& learn info (availability 
Heuristic)

THE GOLDILOCKS ZONE: JUST RIGHT
3 REASONS IT IS EXTREMELY EASY TO BUY AN IPHONE

Source: Nielsen
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RULE OF FEW
Sticking to 3-5 options is 

often best when 
creating customer 

offerings

MAKE IT 
SIMPLE

Keeping the options 
simple make the 

product easier to buy

FOLLOW THE 
PATTERNS

Use psychology to be both 
front of mind, and the best 
choice in the brain of the 

consumer

SUMMARY
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