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Purpose of this Document

This document examines gift cards through the lens of the Paradox of Choice, with a focus on their
impact on customer experience and store environment. While positioned as convenient, gift cards
introduce decision friction for both purchasers and recipients. The goal is to evaluate whether their
current prominence in-store aligns with a more thoughtful, customer-centered approach.

What is the Paradox of Choice?
The Paradox of Choice suggests that more options do not increase satisfaction—they often reduce it.
As choices expand:

e Decision-making becomes harder

e Anxiety and second-guessing increase

e Satisfaction with outcomes decreases

Gift Giver Paralysis

What should be a simple decision can turn into a cycle of second-guessing:
Did | pick the right item?

Did I waste the gift?

Should I just walk away with no gift instead?

Gift cards don'’t resolve this pressure—they redirect it. The decision shifts from what to give to avoiding
the act of choosing altogether, resulting in a gift that carries little personal affection. Instead of a simple,
satisfying act of giving, the purchaser faces uncertainty and mental friction.

Recipient Stress and Conflicted Options
Even after receiving the gift, the burden continues:

e Spending less than the card’s value can feel wasteful
Spending more may dilute the gift's perceived worth
Will the giver appreciate how | spent their money?
Do | really need this (good or service)?

Alternative Use of the Space

Gift cards may have a place on a small endcap or standalone rack, but they should not occupy
high-value wall or aisle space. That space is better used for human-driven interaction—on-floor
recommendations, curated bundles, or small, thoughtful items that reduce decision fatigue and increase
connection.

Conclusion

Gift cards are never the most meaningful option. They are, at best, a convenient one. They solve the
problem of choice by avoiding it. This turns what should be a moment of generosity and delight into a
transactional puzzle for both parties. In doing so, they also avoid the meaning that makes a gift worth
giving. In a store that prioritizes customer experience, gift cards should not occupy front-and-center
space.



