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FINANCIAL CONSTRAINTS LEAD TO…

Avoidance of 
Finances

Optimization of 
Purchases
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MARKETING TO FINANCIALLY CONSTRAINED 
CONSUMERS
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How do you encourage word-of-
mouth?

Should you offer financial 
assistance? 

What types of products or services 
are more likely to be successful?



MARKETING TO FINANCIALLY CONSTRAINED 
CONSUMERS
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How do you encourage word-of-
mouth?



WORD OF MOUTH 
DURING THE GREAT RECESSION
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ENCOURAGING WORD-OF-MOUTH AMONG 
FINANCIALLY CONSTRAINED CONSUMERS

8Paley, Tully, Sharma 2019



MARKETING TO FINANCIALLY CONSTRAINED 
CONSUMERS
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Should you offer financial 
assistance? 
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Control: We believe you may be eligible for a $XXX tax credit. It’s easy 
to file. If you haven’t filed your taxes yet, you can do it online for free. 
Visit [website]

Psych Ownership: We believe you have a $XXX tax credit that belongs 
to you. It's easy to file to get your money. If you haven’t filed your 
taxes yet, you can do it online for free. Visit [website]
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De La Rosa, Sharma, Tully, Giannella, Rino (2021)



CLICK THROUGH RATES

13N = 10,000, p < .001.
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ENCOURAGING 
FINANCIALLY 
CONSTRAINED 
CONSUMERS TO 
USE 
“ASSISTANCE”
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“Aid”/ “Help” → “Money”

“Apply” → “Claim”

“Loan” → “Line of Credit”





MARKETING TO FINANCIALLY CONSTRAINED 
CONSUMERS
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What types of products or services 
are more likely to be successful?
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FINANCIAL CONSTRAINTS REDUCE 
SPENDING OVERALL



Spend your money 
on EXPERIENCES not 
THINGS



FINANCIALLY CONSTRAINED CONSUMERS 
ARE PARTICULARLY LIKELY TO CUT BACK ON 
EXPERIENCES

20Tully, Hershfield, & Meyvis 2015
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ENCOURAGING INTEREST AMONG THE 
FINANCIALLY CONSTRAINED



Sharma, Tully, & Wang, Fed working paper



NEEDS THREATENED BY INSUFFICIENCY 
DIFFER IN SYSTEMATIC WAYS
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Need NOW Need LATER



IMPLICATIONS OF FINANCIAL 
CONSTRAINTS ON INTERTEMPORAL 

PREFERENCES



IN SUM…

Avoidance of 
Finances

Optimization of 
Purchases
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MARKETING TO FINANCIALLY CONSTRAINED 
CONSUMERS
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Separate requests for word-of-mouth 
from the expenditure

Mask the “assistance” component of 
assistance through high psychological 
ownership language

Budget allocation towards and market 
the long-term utility of purchases (when 
possible)



Thank You!

Please send collaboration inquiries, 
questions, or comments to:
tullyste@marshall.usc.edu
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