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The IKEA effect refers to a cognitive bias whereby people tend to overvalue prod-
ucts or outcomes they have contributed effort to. This study examines how this bias 
manifests itself in academic settings, specifically in the evaluation of student assign-
ments. The research consists of three studies: the first one analyzed 115 final proj-
ects and found that academic advisors consistently graded their own students’ work 
higher than did external evaluators — on average, by about 5%. The second and third 
studies showed that students also tended to rate their own assignments more gen-
erously than their peers or instructors did. These findings point to a systematic bias 
in academic assessment that has implications not only for fairness but also for the 
long-term integrity of academic evaluation systems. By highlighting the role of sub-
jective involvement in shaping evaluation outcomes, the study contributes to broad-
er discussions about sustainability in education — particularly in the context of main-
taining fair, transparent, and trust-based assessment practices. 
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Evaluation is at the heart of academic activity. The evaluation of aca-
demic assignments is a crucial psycho-pedagogical process that as-
sesses the value and relevance of benefits, performances, behaviours, 
and processes by comparing them to the pre-established perfor-
mance indicators and standards [Jucan, Orian, 2013]. This process is 
a fundamental aspect of academic writing, with academics constantly 
making judgments and assessments in their work. In fact, academics 
mainly do evaluation among all of their activities [Hyland, Diani, 2009]. 
In terms of evaluation of academic projects, there are numerous meth-
odologies for assessing the aims and outcomes of research and de-
velopment projects, e.g., surveys, statistical and economic calcula-
tions, patent analysis, network analysis, bibliometrics, scientometrics, 
case studies, and historical tracing [Feller, 2013]. 
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The evaluation of academic assignments is influenced by a range 
of factors, reflecting the complexity of the grading process. As not-
ed by Crossman [2004], elements such as personal histories, stu-
dent-teacher relationships, personalization, and deep learning op-
portunities can all shape academic outcomes. Factors such as task 
orientation, cooperation, teacher feedback, and time management 
further impact assignment completion in higher education [Suamuang, 
Suksakulchai, Murphy, 2020] and academic grading. Research sug-
gests that students value the effort they invest in assignments and 
expect it to be considered alongside the actual performance when 
grades are given [Tippin, Lafreniere, Page, 2012]. Teachers, on the 
other hand, take into account both academic and non-academic fac-
tors, which complicates the grading process [Yesbeck, 2011]. Psycho-
logical parameters, including study habits and social anxiety, have 
been shown to affect students’ grade point averages [Khanna, Singh, 
Alam, 2018]. Moreover, teachers’ emotions can introduce biases into 
grading decisions, with emotional states influencing grades in ways 
that may not always align with objective performance [Brackett et al., 
2013]. The perception of grading fairness is critical to students since 
they may view their professors as less competent or feel their efforts 
are undervalued [Tippin, Lafreniere, Page, 2012]. 

Academic evaluation, particularly the assessment of final projects, 
is often portrцayed as a structured process guided by clearly defined 
criteria, aiming to enhance objectivity ]Sasipraba et al., 2020[. In re-
ality, however, both faculty members and students frequently invest 
substantial intellectual and emotional effort in the work they assess. 
Although the IKEA effect has been extensively studied in the context 
of consumer behavior and decision-making, its relevance to academ-
ic evaluation has received little empirical attention. This gap is striking 
given the central role of effort, supervision, and personal involvement 
in many academic assignments. Motivated by this omission, the pres-
ent study examines whether evaluators systematically assign higher 
value to work in which they were personally involved, thereby extend-
ing the IKEA effect to the context of academic assessment.

How do people make decisions? How do people consider their cost 
and benefit of each option available? These are questions that have 
received varied answers throughout decades.

For years, decision-making was explained by the standard eco-
nomic model. The model claims that when people make decisions, 
they often choose the option that provides self-interest and bound-
ed rationality [Zizzo, 2005]. However, this assumption has been chal-
lenged in the context of economic development decision-making, 
where seemingly irrational outcomes can occur despite the assump-
tion of maximizing agents [Wolkoff, 1992]. Therefore, a person’s de-

1. Background
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cision-making can also be based on the potential value of losses and 
gains instead of focusing on the result [Barković et al. 2019].

Most economists have been deeply sceptical — even antagonis-
tic — toward the idea of importing insights from psychology into their 
field [Camerer, Loewenstein, Rabin, 2004], until two psychologists, 
Daniel Kahneman and Amos Tversky, developed a theory called the 
“Prospect Theory,” which clarifies how people make choices between 
probabilistic options where (1) risk is involved, and (2) the probability 
of different outcomes is unclear [Kahneman, Tversky, 1979]. This the-
ory has been considered the inception of Behavioural Economics, the 
field that integrates insights from psychology and economics, which 
has emerged as a prominent branch of economics since its birth in 
the late 1970s. It offers a more comprehensive account of how peo-
ple make economic decisions [Mallard, 2017; Hansen, Presskorn-Thy-
gesen, 2022]. This approach recognizes the limitations of the standard 
economic model, such as bounded rationality, willpower, and self-in-
terest, and explores the impact of these factors on market outcomes 
[Mullainathan, Thaler, 2000].

A widely known application of Behavioural Economics is heuristics. 
Fast-and-frugal heuristics are an alternative vision of behavioural eco-
nomics that leads to testable process models with superior predictive 
power [Mousavi, Gigerenzer, Kheirandish, 2017]. Heuristics can cause 
cognitive biases. A cognitive bias is a systematic bias in the results of 
decisions made because of using one or more heuristics [Lockton, 
2012]. In other words, it takes place when the brain attempts to ap-
ply shortcuts and simplify information from the rational perspective.

Cognitive biases can have an impact on our decision-making abil-
ity, which may lead to poor decisions, low problem-solving abilities, 
and limited accuracy of forecasts [Hoerger et al., 2010]. Poor de-
cisions such as overvaluing, (for example, paying more money for 
goods that are worth less just because the buyer participated in the 
process of building the product) is a result of a cognitive bias that af-
fects the buyer. This bias is called the IKEA effect. Tovmasyan [2023] 
explains the IKEA effect as consumers placing a higher value on items 
they participated in creating. Mochon, Norton, and Ariely [2012] clar-
ify that the subjective sense of ownership is a key theory explaining 
the IKEA effect. That sense of ownership is called psychological own-
ership. Supporting that, Sarstedt, Neubert, and Barth [2017] indicat-
ed that psychological ownership acts as a psychological mechanism 
that underlies the IKEA effect. According to Pierce, Kostova, and Dirks 
[2003], psychological ownership occurs when a person develops a link 
with an object. Even if the item is not truly possessed, it develops an 
emotional bond [Shu, Peck, 2011; Morewedge, 2021]. A study exploring 
the neural substrates of the IKEA effect using functional near-infrared 
spectroscopy (fNIRS) identified brain regions, including the left-infe-
rior frontal gyrus (L-IFG) and left-middle frontal gyrus (L-MFG), which 
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were probably involved in cognitive processing related to the IKEA ef-
fect. These areas are considered to be connected with memory and 
attachment, which would serve as reasonable cognitive constituents 
for the IKEA effect [Oishi et al., 2023]. 

The IKEA effect was first identified and the termed by Michael 
I. Norton, Daniel Mochon, and Dan Ariely [2012]. The authors char-
acterized this phenomenon as a customer’s readiness to pay more 
for goods they have manufactured themselves as opposed to similar 
goods produced by others. The term “IKEA effect” refers to the Swed-
ish manufacturer and furniture retailer IKEA, which sells many items of 
furniture that require assembly. Before it received its name, this phe-
nomenon had been observed by other researchers and marketers, 
such as Festinger [1957], who demonstrated in his research “effort 
justification” that the more work people put into a pursuit, the more 
they appreciate it. Safi [2022] suggests that simplicity of assembly is a 
strong predictor of product satisfaction and recommendation in stud-
ies into varied effects of selling self-assembled products on buyers. In 
contrast, the research demonstrates a positive association between 
the volume (but not the complexity) of consumer assembly activity and 
the impression of value for money from the purchase. Accepting this 
approach, Chih-Ning Chu, Wenkai Zhou, and Ting-Yuan Huang [2019] 
add that the strength of the association between a consumer’s will-
ingness to pay extra for relevant additional parts and the effort nec-
essary to assemble the original object of interest may be mitigated by 
the expertise required in the assembling effort. However, according to 
research that includes three studies, Marsh, Kanngiesser, and Hood 
[2018] argue that IKEA effect is not influenced by the amount of effort 
invested in the task and is believed to emerge at the age of five, cor-
responding to the key developmental milestones in self-concept for-
mation. The results concluded that ownership alone cannot explain 
why children appreciate their creations higher. 

Norton, Mochon, and Ariely [2012] highlight studies in which con-
sumers assembled IKEA boxes, folded origami, and built sets of 
Legos. The results were similar. Consumers overrated their products 
and believed that their self-made products were more valuable than 
those of experts. Similar outcomes were obtained in a study that ex-
amines whether self-prepared food increases liking and consump-
tion. Participants tasted a high-calorie milkshake, either self-prepared 
or prepared by an experimenter. Self-prepared milkshakes received 
higher ratings, and participants who prepared themselves consumed a 
larger quantity of the shake [Dohle, Rall, Siegrist, 2014]. Another study 
has analysed the IKEA effect in self-expressive mass customization 
(MC) by examining the impact of choice in MC toolkits on perceived 
product value. Two experiments were conducted with 393 consum-
ers. The results demonstrate that providing more options in MC tool-
kits improves self-expression, which leads to increased product valu-
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ation. Consumers with a strong aesthetic preference and self-esteem 
are more likely to experience this effect [Ling et al., 2020].

The IKEA effect has been studied not only in adults but also in 
children. A study of 128 children in the UK and India found that they 
demonstrated the IKEA effect, valuing their own creation over an iden-
tical item. This effect was present regardless of whether children col-
laborated or worked independently, suggesting that the IKEA effect is 
a strong bias across diverse societies and does not depend on wheth-
er others contribute in a collaborative setting [Marsh, Gil, Kanngiess-
er, 2022]. Another study confirmed the IKEA effect in children, showing 
that when they cook with their parents, their preference for and con-
sumption of vegetables increase [Radtke et al., 2019].

As well as in tangible physical objects that can be touched or held, 
the IKEA effect has also been found in experiments that include intan-
gible nonphysical objects. For example, research has sought to deter-
mine if assembling a persuasive text enhances its perceived valuation, 
and if this heightened valuation leads to increased support for its per-
suasive content. The research is based on four studies, including a me-
ta-analysis of the IKEA effect and three other experiments. The prelimi-
nary experiments show that participants assembling the text value their 
labour more than those solely reading it, but also tend to evaluate the text 
less positively and express less agreement with its content. The data from 
Study 3 support the hypothesized relationship, as both the direct path 
from the effort to post attitudes and the indirect path via text evaluation 
are significant and align with the researchers’ expectations [Pelled, 2023]. 
The influence of the IKEA effect on the perceived value of Generative AI 
has also been studied. While the goal of Generative Artificial Intelligence 
(GenAI) is to automate human work, psychological research demon-
strates how important human effort is for appreciating the end results. 
This study investigated the presence of the IKEA effect in GenAI, with a 
special focus on picture production. In an online experiment with 174 par-
ticipants in Germany, researchers discovered that participants appreci-
ate images more when more human effort is invested during co-creation 
using GenAI.. Findings show that the IKEA effect is glaring, even though 
prior GenAI research focuses mostly on process automation. This study 
underscores the necessity of understanding user psychology, showing 
the impact of human psychological biases such as IKEA effect on AI sys-
tems [Mehler, Ellenrieder, Buxmann, 2024]. Another example is creating 
one’s own financial portfolio. The study reveals that self-building a finan-
cial portfolio increases attachment but does not affect valuation or trad-
ing decisions. This suggests that there is no economically relevant IKEA 
effect in financial investment decisions, indicating that common portfolio 
self-building opportunities do not directly distort financial markets [Brun-
ner, Gamm, Mill, 2023]. 

The IKEA effect was also studied in Collective Problem Solving. Re-
search introduced the IKEA effect, postulating that agents prioritize in-
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dividual learning over social learning when solving problems. Simula-
tions show that biased IKEA agents outperform rational competitors in 
both efficient and inefficient problem-solving networks, where people 
tend to copy other’s solutions, demonstrating collective problem-solv-
ing optimization [Vuculescu, Bergenholtz, Beretta, 2018]. 

The IKEA effect was further researched specifically for how it im-
pacts such human qualities as belief and empathy. In a study on the 
production of epistemic goods, Tiehen [2022] argued that being an 
active producer of epistemic goods, such as true belief, has a unique 
epistemic value. This value allows for rational sacrifice of truth for oth-
er values, such as an epistemic agent preferring a belief set with few-
er overall truths, but more truths obtained through the agent’s own in-
tellectual labor. This is similar to how someone may choose self-made 
furniture instead of a high-quality item created by someone else. An-
other study looks at the IKEA effect in constructing agents and how it 
affects human empathy. The study uses a robot assembly challenge 
in which groups of participants built the same robot or built their own. 
The results show that the IKEA effect promotes empathy towards the 
agent regardless of the relationship between the participants. How-
ever, there is no significant difference in empathy between the par-
ticipants before and after the task. The study suggests that the cre-
ation of an agent can promote empathy towards the agent, regardless 
of the relationship between the participants in the same space [Tsu-
mura, Yamada, 2023]. Erol [2022] clarifies that people value not only 
their own efforts but also those of others, exposing them to the IKEA 
effect. The study investigated the IKEA effect, specifically examining 
how individuals value their own efforts versus those of others. The par-
ticipants were presented with wooden artifacts and asked to assign 
a value to them. After being provided with a backstory about the ar-
tifact and its creator, they were asked to re-evaluate its worth. Sub-
sequently, they were given materials to create their own artifacts and 
were asked to price them. 

Additionally, the participants answered questions about their ex-
perience, such as the enjoyment, difficulty, and perceived skill involved 
in creating the artifact. The study compared the values assigned to 
the initially provided artifact, the same artifact with a backstory, and 
the self-created artifact. The results show that the participants value 
their creations more, confirming the IKEA effect. In addition, the study 
found a positive correlation between the perceived effort involved in 
creating an object and the value assigned to it. This indicates that as 
perceived effort increases, so does the valuation of the object. Thus, 
when people invest time and effort, they tend to perceive both their 
work and others’ contributions as more valuable.

Previous studies analyse the IKEA effect in intangible objects, thus 
leading us to define the IKEA effect as the phenomenon of uncon-
scious increasing of the valuation of objects as an outcome of phys-
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ical or intellectual effort exerted in the past to create these objects 
[Codogni, 2019], and it is not limited to tangible objects. While recent 
research looks at the use of the IKEA effect to improve different pro-
cesses and business strategies, a well-known trading strategy is the 
“buy high, sell low”, which often leads to investors reducing stock mar-
ket exposure after a crash, which is detrimental to long-term wealth 
accumulation. Ashtiani, Rieger, and Stutz [2021] proposed a simple 
nudge based on the IKEA and Endowment effects that can significant-
ly reduce this problem by actively involving investors in risky invest-
ment selection while restricting selections to preserve diversification. 
This “self-assembled” portfolio is less likely to be sold off. In an exper-
iment with 219 university students, it reduced panic selling significant-
ly. According to Christensen [2018], in business, the IKEA effect can 
be applied to organizational culture and leadership. Employees can be 
either engaged as co-creators of company culture or treated simply 
like its consumers, which affects how much they value it. The compa-
ny leaders could involve employees in work groups, offsites, and hiring 
roles; this way, the leaders could create a culture that their teams love 
and respect, thereby gaining a sustainable competitive advantage. In 
academia, research efforts have been invested in using IKEA effect 
bias to improve academic success. For instance, one study focused 
on improving the effectiveness of material courses taught in mechan-
ical, civil, and aerospace departments through the use of a series of 
individualized projects. These projects were parametrized by certain 
submissions that were personalized based on the serial number of 
the student in the class. Cooperation was encouraged, coupled with 
the requirement to assess the outcomes based on the student’s se-
rial number. The IKEA effect was demonstrated. The results appear to 
be very beneficial, leading to a much more profound understanding 
of the difficulties. Despite the additional effort necessary during the 
course, this strategy could also improve understanding and associ-
ated horizontal engineering abilities by raising motivation and valuing 
each student’s work through the IKEA effect [Elishakoff, Zauder, 2024].

This paper examines the IKEA effect in the evaluation of academic as-
signments and assess its intensity and impact on the grading process 
using three studies. Study 1 focuses on the impact of the IKEA effect 
on evaluations provided by academic staff. The first study includes 
analysing a dataset consisting of data on 115 final projects through-
out four academic years from the Department of Industrial Engineer-
ing and Management at Azrieli College of Engineering using multiple 
statistic tests. Conversely, Studies 2 and 3 investigate how the IKEA 
effect influences evaluations provided by students. Study 2 compares 
the grades that the students give to their own assignments to the av-
erage grade that other students give to the same assignment. Study 3 

2. Research 
Methodology
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performs a comparison between the average grades given to the same 
assignments by the authors and academic staff.

The studies were conducted within the context of the final-year cap-
stone project in the Department of Industrial Engineering and Man-
agement at Azrieli College of Engineering. The final project is a year-
long academic requirement, spanning two consecutive semesters, 
and constitutes a substantial component of the undergraduate pro-
gram. Specifically, the project carries a weight of eight academic cred-
its out of the total of 162 credits required for graduation.

The project evaluation process is structured and involves multiple as-
sessment stages distributed across the two final academic years. During 
the first semester of the final year, students participate in the mid-year 
conference, in which each project is evaluated by a panel of three to four 
department faculty members. At this stage, the academic advisor of the 
student presenting his or her project does not serve as one of the judges; 
instead, advisors evaluate projects presented in parallel sessions. Typi-
cally, the conference is organized into three to four concurrent sessions. 
A similar structure applies to the final conference held at the end of the 
academic year, with one important distinction: at this stage, the academ-
ic advisor of the project is included as one of the judges, alongside two 
to three additional faculty members. In both the mid-year and final con-
ferences, each judge assigns a grade independently, without reaching 
a consensus with the other judges. The presentation grade is calculat-
ed as the average of the judges’ individual scores. The overall grade of 
the final project is based on multiple components, reflecting both pre-
sentation performance and written submissions across different stages 
of the project. These components include participation in the mid-year 
and final conferences, submission of project proposals and interim re-
ports, presentation of posters, and submission of the final written report. 
Some components are graded by the panel of judges, while others are 
graded exclusively by the academic advisor. Importantly, the academic 
advisor provides continuous supervision throughout the two semesters 
of the project. In addition, project failure is determined conservatively: 
if at least one judge assigns a failing grade during a presentation ses-
sion, the project is classified as failed, regardless of the grades given by 
the other judges. Historically, approximately 5% of final projects receive 
a failing grade under this policy.

This institutional evaluation framework was not designed for re-
search purposes, but rather reflects the standard academic practice 
within the department. This process provides a natural setting for ex-
amining potential evaluation biases, including the IKEA effect, partic-
ularly in situations where evaluators have varying degrees of involve-
ment in the creation and supervision of the assessed work. The first 
study involves a statistical analysis of a dataset consisting of data on 

3. Study 1
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115 final projects from the Department of Industrial Engineering and 
Management at College of Engineering using various statistical tests. 
Initially, the dataset included all final projects conducted in the De-
partment of Industrial Engineering and Management between the ac-
ademic years 2020 and 2023, comprising approximately 180 projects. 
Following a data cleaning process, the researchers retained only the 
projects for which complete evaluation data were available. This re-
sulted in a final dataset of 115 projects, which formed the basis for the 
analysis.The statistical analysis was conducted to determine whether 
academic advisors assign higher grades to their student’s projects in 
comparison to other evaluators. This approach supports the definition 
of the IKEA effect bias, where academic advisors are expected to over-
value the projects that they participated in creating and managing.

The data used in the statistical analysis was collected throughout 
four academic years from 2020 to 2023 and consists of the following 
fields: Project code, Advisor code, Advisor’s grade, Average grade 
by other judges excluding the project advisor, Average grade includ-
ing advisor, for each of the four judges: judge identifier and judge’s 
grade, the lowest grade by the other judges excluding the project ad-
visor, the highest grade by the other judges excluding the project ad-
visor, Project team size (1 or 2), Session (first or second; a project has 
to be demonstrated in one of these sessions), Project type (Research, 
Information systems, Operational improving, Data science), Academ-
ic year, Number of judges including advisor, Number of judges ex-
cluding advisor. One more variable was added to the dataset, which 
is called the intensity of the IKEA effect, and it is used to simulate how 
dominant the effect is in the evaluation process based on the differ-
ence between the advisor’s grade and the average grade provided by 
other judges. The variable is calculated using the following formula:

Intensity of the IKEA effect

Advisor s grade
Average g

      

 
  

=
rrade by other judges

Average grade by other judges
   

    
)

( )
.

The choice of non-parametric statistical tests was guided by the 
empirical characteristics of the data. In several cases, the distributions 
deviated from normality, and some subgroup sample sizes were rel-
atively small. Under these conditions, non-parametric methods pro-
vide a more reliable and conservative basis for inference. According-
ly, Wilcoxon signed-rank and Kruskal-Wallis tests were used where 
appropriate. The statistical analysis was aimed at finding answers for 
the following questions: 

(1) Is the advisor’s grade significantly higher than the average 
grade given by the other judges?

(2) Is the advisor’s grade significantly higher than the highest 
grade given by the other judges?

–
–
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(3) Is there a significant difference in the effect intensity in various 
kinds of projects throughout academic years?

(4) Is there a significant difference in the effect intensity in projects 
done by two students rather than one throughout academic years?

(5) Is there a significant difference between academic staff in the 
intensity of the IKEA effect?

The results of the first test clearly demonstrate that the advisor’s grade 
is significantly higher than the average grade given by the other judges 
[t (114) = 10.091, p < 0.0001]. Furthermore, the advisor’s grade mean is 
4.6 grades higher than the mean of average grade given by the other 
judges as shown in Table 1.

Table 1. IKEA effect among academic advisors of projects

Advisor’s 
code

Advisor’s grade Average grade by other judges Intensity of the effect

Mean St.dev Mean St.dev

A 92.75 2.34 90.44 5.06 2.55%

B 94.33 5.51 86.67 2.08 8.85%

C 88.67 4.23 84.83 4.41 4.52%

D 88.25 4.40 81.33 8.71 8.50%

E 91.00 6.35 85.47 4.60 6.47%

F 91.29 6.14 87.59 6.37 4.22%

G 87.23 6.50 81.09 7.67 7.57%

H 92.14 1.57 86.62 2.79 6.38%

I 92.75 4.96 89.82 4.51 3.26%

J 91.44 3.81 86.91 7.26 5.22%

K 90.25 5.12 87.25 5.19 3.44%

To increase accuracy, the test was performed on each academ-
ic year separately, and the same significant result was obtained with 
p < 0.0001. This test gives strong evidence that advisors overvalue their 
students compared to other judges as shown in Table 2.

Table 2. IKEA effect in 2021–2024

Academic 
Year

Number  
of projects 

Advisor’s grade Average grade  
by other judges

Intensity  
of the effect

Mean St.dev Mean St.dev

2020–2021 9 92.33 5.39 87.41 5.88 5.64%

2021–2022 30 90.47 4.41 86.95 4.69 4.04%

2022–2023 32 91.03 5.60 85.43 6.12 6.56%

2023–2024 44 91.00 5.34 86.45 7.73 5.27%

The above assumption is furhter confirmed as the results of the 
second test show that the advisor’s grade is significantly higher than 

3.1. Results 
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the highest grade given by the other judges [t (114) =3.711, p < 0.001]. 
Additionally, the advisor’s grade mean is 1.6 points higher than the 
mean of the highest grade given by the other judges. 

Tests 3–5 aim to verify the fact that the bias is not confined to only 
one subject, team size, or academic staff member. The third test pro-
vides a comparison between four kinds of industrial engineering fi-
nal academic projects: Information systems, Operational improve-
ments, Research projects, and Data science. The third test shows 
Kruskal-Wallis chi-squared value = 3.324 with p-value = 0.344 > 0.05, 
suggesting the adaptation of the null hypothesis H0, indicating there is 
no significant variation in the effect intensity in different types of proj-
ects across academic years (Figure 1). 

Figure 1. IKEA effect as a function of project type

 

The test outcome featuring Wilcoxon signed-rank statistics W = 
= 1097.5 with p-value = 0.151 > 0.05 supports the null hypothesis H0, 
which states that there is no significant difference in the intensity of 
the effect between projects with one or two operating students. The 
fifth test checks the existence of significant differences between aca-
demic staff in the effect intensity. The outcomes of the test in the third 
stage demonstrate Kruskal-Wallis chi-squared value = 8.209, p-va
lue = 0.413 > 0.05, clearly indicating accepting the null hypothesis H0, 
which infers that there is no significant variation in the intensity of the 
effect between different academic advisors.

In summary, academic advisors award grades that are both significant-
ly higher than the highest and average grades awarded by other judg-
es. This phenomenon was observed in most advisors who managed 
nearly 85% of the projects. It was not specific to any project type or 
team size. Thus, the primary finding of Study 1 is that academic advi-
sors assign higher grades to projects they have advised than do oth-
er judges. These findings confirm the existence of the IKEA effect in 
the evaluation of academic assignments.

3.2. Summary
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The second study concentrates on providing evidence on the exis-
tence of the bias in students. The study involves statistical analysis 
of a dataset featuring the grades of academic assignments including 
project presentations from the Department of Industrial Engineering 
and Management at the Azrieli College of Engineering. The students 
stated their grade expectations for their own assignment and graded 
the work of other students. Each project presentation was evaluated 
by peers during the mid-year conference. On average, approximate-
ly 30 students evaluated each project. All evaluations were conduct-
ed individually, and students were explicitly informed that their as-
sessments would not influence the grades of the presenting teams. 
Each student independently evaluated the presentations he or she at-
tended.Beyond assigning a numerical grade, the students were also 
asked to provide written comments and suggestions aimed at improv-
ing the presentation ahead of the formal evaluation by panel. Essen-
tially, this was peer feedback, in which the presenting teams were in-
terested in receiving as many constructive comments as possible from 
fellow students. As a result, the students had a clear incentive to en-
gage thoughtfully with the evaluation process. Students’ self-evalu-
ations of their own projects were completed immediately after their 
presentation and prior to the formal assessment conducted by fac-
ulty judges.The test was designed to determine whether a student’s 
expressed grade for his or her own project is significantly higher than 
the average grade provided by the other students on the same assign-
ment using the Wilcoxon paired-samples test. This test includes 20 dif-
ferent assignments. Data were collected throughout 2022–2023 aca-
demic year as shown in Figure 2.

Figure 2. IKEA effect in student self-assessment 

The results of the test demonstrate that students assign a sig-
nificantly higher grade than the average grade given by other 
students on the same assignment with p-value = 0.029 <0.05, 
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which means we can conclude that students demonstrated the 
IKEA effect in evaluating their assignments.

The third study aims to reinforce the assumption about the presence 
of the IKEA effect in students. The study involves statistical analysis 
of a dataset containing the grades of academic assignments, includ-
ing project presentations from the Department of Industrial Engineer-
ing and Management at the Azrieli College of Engineering. The study 
was conducted during the mid-year conference, in which students 
presented the interim outcomes of their projects. At this stage, the 
grades assigned by the judging staff do not include the academic ad-
visor’s evaluation as advisors do not serve as judges for the projects 
they supervise during the mid-year presentations. The students ex-
pressed expectations about their grades. The test determines wheth-
er a student’s expressed grade for his or her own project is significant-
ly greater than the actual average grade provided by the academic 
judging staff for the same assignment. The analysis includes 25 differ-
ent assignments, with data collected during the 2023–2024 academic 
year, as shown in Figure 3.

Figure 3. IKEA effect in student self-assessment (Study 3) 

The test results reveal that students give a significantly higher grade 
than the actual grade assigned by the academic staff, with p-value = 
0.0005 < 0.05. In this test as well, we can state that students exhibit-
ed the IKEA effect when evaluating their work.

The findings presented can be situated within a growing body of re-
search suggesting that academic assessment is influenced not only 
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by formal criteria, but also by psychological and contextual factors. 
Previous studies have shown that grading practices may be shaped 
by evaluators’ emotions, perceptions of effort, and interpersonal in-
volvement [Brackett et al., 2013; Tippin et al., 2012; Crossman, 2004]. 
Extending this literature, the current study demonstrates that such in-
fluences can be interpreted through the lens of the IKEA effect, which 
means that individuals systematically overvalue outcomes they have 
personally contributed to [Norton et al., 2012].

A recurring pattern has been observed in the evaluation of final 
projects, whereby advisors tend to assign higher grades to the proj-
ects they supervise. The consistency of this trend over time raises im-
portant questions regarding fairness and objectivity in academic as-
sessment. Such observations emphasize the importance of fair and 
transparent grading as essential components of student trust and 
academic credibility. When inconsistencies or perceived favoritism 
occur in evaluation processes, student motivation may decline, and 
confidence in the institution may be undermined. From a sustainabil-
ity perspective, these challenges are particularly significant, as sus-
tainable education systems rely not only on financial or structural sta-
bility but also on ethical and equitable practices that foster long-term 
trust and inclusion.

The findings of this study indicate that the IKEA effect influences 
both faculty and students. Advisors consistently rated their own stu-
dents’ projects more favorably than external evaluators did, regardless 
of project type or scope. Similarly, students tended to assign higher 
grades to their own work than those given by peers or academic staff. 
This unconscious bias, rooted in personal investment, can distort eval-
uation processes that are intended to be objective. This pattern mirrors 
findings from behavioral research, which show that perceived owner-
ship and effort systematically inflate subjective valuations.

Addressing this issue is critical for maintaining academic sustain-
ability. Institutions may mitigate the effect by limiting the weight of 
the advisor’s grade, increasing the use of external reviewers, or im-
plementing blind review mechanisms where feasible. Encouraging 
open discussion among faculty regarding grading practices and bias-
es can also enhance awareness and promote more consistent evalua-
tion standards. Furthermore, fostering reflective assessment practic-
es may help ensure more deliberate and impartial grading decisions.

By integrating empirical findings with insights into evaluative be-
havior, the study highlights the psychological mechanisms that influ-
ence academic assessment and offers practical approaches for min-
imizing their impact. Acknowledging the presence of cognitive biases 
such as the IKEA effect is essential for developing fair, transparent, 
and sustainable evaluation systems within higher education.

Several limitations of the present studies should be acknowledged. 
First, all data were collected within a single department at one aca-
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demic institution. While this setting offers a well-defined and consis-
tent evaluation framework, it may limit the generalizability of the find-
ings to other disciplines, institutional structures, or cultural contexts.

In addition, the sample sizes in Studies 2 and 3 were relative-
ly modest. Although the results were statistically significant, smaller 
samples may limit statistical power and reduce the stability of the es-
timated effects, particularly given potential heterogeneity in student 
cohorts. Future studies using larger and more diverse samples may 
help assess the robustness of the observed patterns. The present find-
ings also raise several questions that may be addressed in future re-
search. While the current studies rely on quantitative evaluation data, 
qualitative approaches could complement these results by providing 
deeper understanding of how evaluators perceive their own involve-
ment in the assessment process. For example, interviews or short sur-
veys with students and faculty members might help clarify the role of 
perceived ownership, responsibility, or emotional investment in shap-
ing evaluation judgments.

In addition, it would be valuable to examine whether the strength 
of the IKEA effect varies across individuals and contexts. Factors such 
as prior academic performance, self-perception, or the nature and du-
ration of the student-advisor relationship may influence the extent to 
which personal effort translates into higher evaluations.

Finally, future work could move beyond documenting the effect 
and explore practical ways to reduce its influence. Small procedural 
adjustments or behavioral interventions, for instance, structured re-
flection before grading or changes in the composition of evaluation 
panels, may help limit unintentional bias among both faculty mem-
bers and students.

The first study reveals that academic advisors tend to assign higher 
grades to the projects they advised rather than did other judges. This 
phenomenon is widespread, occurring across the majority of advisors 
and projects, regardless of project type or team size. Additionally, the 
second and third studies demonstrate the IKEA effect, with students 
rating their own assignments more favourably than the rating provid-
ed by other students and academic staff.

Along with the literature on the IKEA effect in intangible objects and 
according to the outcomes of the three studies, we can deduce that 
IKEA effect exists in the evaluation of academic assignments, espe-
cially final projects presented in front of judges, in academic staff and 
also in students. The findings point to several practical issues in aca-
demic assessment. In particular, they suggest that advisors may, of-
ten unintentionally, assign slightly higher grades to projects they have 
supervised. This does not necessarily reflect a lack of professional-
ism, but rather the influence of personal involvement in the work. One 

7. Conclusion
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possible way to address this is to reconsider the weight given to the 
advisor’s grade in final project evaluations or to place greater empha-
sis on assessments provided by additional, independent evaluators. 
Moreover, making both faculty members and students more aware of 
effort-related cognitive biases may encourage more cautious and bal-
anced evaluation decisions.

This work was supported by the Azrieli College of Engineering-Jeru-
salem Research Fund.
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