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Abstract

The study discusses the presence and the strength of Asymmetric Dominance Effect on Georgian
consumers. Per our information, similar research in Georgia has not been conducted yet. The
required data were collected through two questionnaires that included situational questions on
different products. Non-probability sampling technique was used for sample selection. Rating
scales were used in the study to better understand the motivation behind the responses. In the
case of a number of products the results reflected to some extent the outcomes of previously
conducted studies in other countries. Research has shown that the effect of Asymmetric
Dominance is partly influenced by the recognition of the product itself and the existing interest
in it. Consumers' attitudes towards the attributes of a product also play a significant role. Taking
into consideration the given information Georgian companies may use asymmetric dominance

effect to raise share of desired product in total sales.

Keywords: Asymmetric dominance effect, Decoy effect, Attraction effect, Behavioral economics,

Choice architecture, Consumer Choice, Georgian Consumers.
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