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Preface

The Fortieth Annual conference of the Association for Consumer Research (ACR) was held at the Westin Hotel in Pittsburgh, PA
over four terrific days, October 22 to October 25, 2009. This volume is comprised of research presented during the meetings. The volume
is organized by type of research submission and includes: Full Competitive Papers; Extended Abstracts; Special Session Summaries;
Working Paper Abstracts; Roundtable Summaries; and Film Festival Abstracts.

The conference theme, A World of Knowledge at the Point of Confluence, represented both the vibrant, diverse research presented
at the conference, and the geographic beauty of the three rivers that join together in Pittsburgh. ACR2009 had the highest number of
submissions and attendees to date. ACR2009 provided a point of confluence for researchers from 32 different countries. Out of over 900
submissions, there were 417 pieces of research accepted for presentation at the conference. The large amount of research necessitated—
for the first ACR ever—13 concurrent sessions. It was well worth it to have the exposure to so much strong research representing a broad
variety of paradigms and an amazing array of topics on consumers and consumer behavior.

Another first for ACR2009 was the inaugural ACRun. Actually, we had two runs, one for early birds, guided by Joann Peck, and one
for those ready to run after a day of sessions, guided by Susan Jung Grant. These three-mile runs along the rivers “at the point of confluence”
were well-attended and quite enjoyable. The runs offered time for participants to interact with each other outside of the hotel environment.

We are grateful to many people. The ACR community is hard-working and generous with time and effort. Fifteen Associate Editors
guided the acceptance of competitive papers; 67 ACR members served on the Program Committee, providing valuable input on special
session proposals; and over 750 members helped review. The names of all these people appear in the ACR2009 Program. We are also very
grateful to the past conference chairs, Ann McGill and Sharon Shavitt, and the executive director, Rajiv Vaidyanathan, for their willingness
to share their experience and to answer many questions. While we were not feeling particularly thankful last October—just depleted of
all executive and other resources—we do sincerely thank ACR President Chris Janiszewski for trusting us with the conference and for
supporting us throughout the process.

Lastly, we thank all of you who helped to make ACR2009 areality by contributing your work, reviewing papers and session proposals,
and chairing key components like working papers, roundtables, the film festival and the doctoral symposium. With all of your help, the
conference was a success. Now, based on the conference, this volume summarizes the confluence of the very best consumer research to
serve as a stepping stone for additional knowledge to come. Happy reading!

Margaret C. Campbell, University of Colorado, Boulder
Jeff Inman, University of Pittsburgh

Rik Pieters, Tilburg University

2009 ACR Conference Co-Chairs and Proceedings Editors
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The Behavioral Dimensions of Trading: Proximal and Distal Influences on Performance
Stephen Gould, Baruch College, CUNY, USA
Ana Valenzuela, Baruch College, CUNY, USA
Luke Kachersky, Fordham University, USA
Richard Holowczak, Baruch College, CUNY, USA

XXXi



Personalities of Financial Products
Priya Raghubir, New York University, USA
Meir Statman, Santa Clara University, USA
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Tradeoffs in the Dark: The Effect of Experience on Extrapolated Consumer Preferences
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PRESIDENTIAL ADDRESS

The Consumer Experience
Chris Janiszewski, University of Florida, USA

Over the years, I have participated in a number of consortia,
symposia, and meetings with graduate students. One of the most
common questions has been, “What is hot?”” My stock answer has
always been, “Whatever is ‘hot’ today will be cold by the time you
complete a research project in the area, so don’t chase current
trends.” I then follow up with, “Find something interesting and
make it ‘hot’.” This advice often results in a glazed look that I used
to interpret as appreciation. Now that I am older, and less vain, I
understand my advice contained little information. The graduate
students could have gained as much information from a conversa-
tion with Sarah Palin.

My uninformative answer to the question, “What is hot?” was
aconsequence of my failure to understand the intent of the question.
The real question was, “Can you explain the market place of
academic ideas?” The graduate students knew they were entering a
business where their job was to market ideas, but their current
marketing plan lacked a customer and a competitive analysis. The
students knew that if they could understand the needs of the target
market, and the strengths and weaknesses of their competition, they
could identify marketable projects. They could then make personal
tradeoffs between pursuing these marketable projects versus projects
that might be less marketable, but more intrinsically interesting.

Over the next twenty minutes, I hope to provide some insight
into this issue. I will organize my comments around the broader
issue of how academics typically identify interesting ideas, the
competition you will face as you attempt to market ideas, and the
types of research that are likely to allow you, and by extension the
discipline of consumer behavior, to experience success. [ will
provide examples of promising areas of research, with the under-
standing that I intend to illustrate as opposed to advocate.

MAKING A CONTRIBUTION

There are two common approaches to identifying potentially
interesting consumer research ideas. The first is to be an active
participant in a basic social science discipline. Whether one is a
disciple of anthropology, economics, psychology, or sociology, the
prescription is the same. Try to reach a level of excellence and
insight that allows you to understand and apply state-of-the-art
theory. Use this knowledge to (1) extend theory and make a
contribution to the core discipline, (2) gain insight into how and
why consumers behave the way they do, or (3) both. This is an
effective strategy that has been executed by consumer behavior
researchers over the past 40 years. Yet, I perceive two problems
with the core discipline approach. First, many of us do not have the
resources to compete. For example, a successful psychology pro-
fessor has post-docs, many Ph.D. students, and a cadre of under-
graduate research assistants in his or her lab.

Academic progress is quicker in this environment. Second,
consumer behavior research is by definition, an interdisciplinary
endeavor. We make progress though shared interdisciplinary in-
sights. Thus, as a consumer researcher becomes more expert in a
core area, the person’s ideas are likely to become less interesting to
the consumer research community as a whole. To put it plainly,
enhancing discipline-specific expertise leads to an increased appre-
ciation for one’s ideas in the core area, but less appreciation for
one’s ideas among the consumer research audience.

The second approach to identifying potentially interesting
research ideas is to focus on a substantive domain. There is a long

history of this type of research in consumer behavior. For example,
advertising response, branding, collecting, gift giving, health be-
havior, impulsive buying, new product adoption, and nutritional
labeling are some of the substantive areas that have received
research attention over the past four decades. Again, a subset of
consumer behavior researchers have executed this strategy suc-
cessfully. Yet, a substantive focus does not guarantee that research
is marketable. A substantive focus often involves an application of
an existing theory that has been “borrowed” from a base social
science discipline. When insight into a substantive domain is based
on “borrowed” theory, there is always the danger that the insight
will be perceived as redundant. This makes the publication of the
idea more difficult.

So, we are faced with two approaches to making a contribu-
tion: (1) make a theoretical advance in a core discipline, using a
consumer behavior context as a setting for the research, or (2)
provide insight into a substantive domain. And, as I have argued,
each of these approaches has potential disadvantages. The question
is how to mitigate these disadvantages. The answer is not simple.
My solution? I propose that you select substantive domains where
existing social science theory is not easily applied or where social
scientists from the core disciplines are reluctant to go. To put it
another way, we need to work in areas where there is limited
competition from the core social sciences, but where our insights
are likely to capture market share somewhere down the road.

CAN AN APPLIED DISCIPLINE LEAD?

My advice that our discipline should focus on research topics
that are somewhat removed from the mainstream of social science
research implies isolationism and the potential of irrelevance. To
allay these criticisms, I would like you to consider three areas in
which consumer researchers were the driving force behind theory
development.

1. 1970’s: Consumer satisfaction /dissatisfaction. Consumer
satisfaction and dissatisfaction are consequences of con-
sumption or service experiences. Consumer satisfaction
and dissatisfaction research began during the 1970°s as a
response to the concerns of government regulators and
consumer advocates. The initial research focused on the
measurement of consumer satisfaction (Pfaff 1972) and
the role of expectation disconfirmation in dissatisfaction
(Anderson 1973; Olshavsky and Miller 1972). Subse-
quently, research indentified the antecedents and conse-
quences of consumer satisfaction and dissatisfaction. An-
tecedents include performance expectations and the pleas-
antness of prior consumption experiences. Consequences
include changes in price sensitivity, brand loyalty, and
changes in the frequency of purchase. These findings led
to expectation-confirmation theory of customer satisfac-
tion (Oliver 1980) and to a discussion of the role satisfac-
tion plays in a consumer’s life (Fournier and Mick 1999).
To date, there have been over 3000 publications on con-
sumer satisfaction, many of them motivated by the original
research conducted in the consumer behavior domain.

2. 1980’s: Attitude toward the Advertisement. Attitude to-
ward the advertisement refers to the “pleasant or unpleas-
ant feelings evoked by advertising” (MacKenzie, Lutz,

Advances in Consumer Research
Volume 37, © 2010



2 | PRESIDENTIAL ADDRESS: The Consumer Experience

and Belch 1986, p. 131). Although the Aad concept has a
long history (see Lutz 1985; Silk and Vavra 1974), re-
search began in earnest in the 1980’s. The initial research
focused on documenting that the feelings evoked by an
advertisement could influence feelings toward the adver-
tised product (Mitchell and Olson 1981), brand consider-
ation (Moore and Hutchinson 1983), brand choice (Shimp
1981; Shimp and Yokum 1982), and the rate at which an
advertisement lost its effectiveness owing to repeated use
(Calder and Sternthal 1980). Subsequently, Aad research
focused on the factors that influenced the attitude toward
the ad and the likelihood that these feelings would impact
relevant downstream behaviors including choice and pur-
chase execution (MacKenzie and Lutz 1989). The Aad
construct is interesting because it encouraged consumer
behavior researchers to focus on how the feelings evoked
by an advertisement interacted with the more cognitively-
based beliefs the ad was designed to communicate (e.g.,
Brown and Stayman 1992; Madden, Allen, and Twible
1988).

3. 1990’s: Brand relationships. In her 1998 JCR article,
Susan Fournier proposed that consumers form relation-
ships with their brands. Her analysis was based on rela-
tionship theory. Her insights were threefold. First, brand
relationships come in many forms, including buddies,
friendships, committed partnerships, and marriages of
convenience. Second, these relationships evolve overtime.
Third, marketing actions can influence the quality and
stability of these consumer-brand relationships. The key
insight was that product usage not only provides a benefit
experience, but also an experience related to the brand and
the meanings it has come to represent. To my knowledge,
this is the most cited piece of research in consumer
behavior over the past ten years.

What is common across these three examples? These are
examples of substantive domains that were initially of special
interest to consumer researchers and of lesser interest to social
scientists that seek to generate knowledge in their core areas. As a
consequence, our discipline took a leadership position among
social scientists in developing these areas of thought. In fact, I
would argue that there was a collective recognition, by the intellec-
tual producers and the gatekeepers of consumer behavior research,
that these topics were interesting consumer behavior experiences
that were worthy of investigation.

OUR OPPORTUNITY: CONSUMER EXPERIENCE

So, what is our opportunity? In what substantive areas do we,
as a discipline have a special interest and a competitive advantage?
The answer is “consumer experience.” CCT researchers have along
history of calling for, and focusing on, consumer experiences
(Arnould and Thompson 2005; Holbrook and Hirschman 1982;
Hirschman and Holbrook 1982; cf. Holt 1995). There has also been
growing interest in consumer experience among information pro-
cessing and decision science researchers. In the past few years, [
have seen papers on aesthetic experience (Joy and Sherry 2003;
Veryzer and Hutchinson 1998), authenticity (e.g., Rose and Wood
2005), consumer socialization (John 1999), emotional responses
(e.g., Andrade and Cohen 1997; Ramanathan and Williams 2007),
excitement (Ding et al. 2005), extraordinary experiences (Arnould
and Price 1993), hedonic experience (e.g., Nelson and Meyvis
2008; Ratner, Kahn, and Kahneman 1999), prestige and status (e.g.,
Ivanic and Nunes 2009; Ordabayeva and Chandon 2009), process-

ing fluency (e.g., Allen 2002), retail experience (Verhoef et al.
2009), self-identity (e.g., Wood, Chaplin, and Solomon 2009),
tactile experience (e.g., Peck and Wiggins 2006), taste experience
(e.g., Elder and Krishna 2009; Hoegg and Alba 2007), and visceral
experience (e.g., Celsi, Rose, and Leigh 1993; Chang and Pham
2009).

Although consumer researchers may not have been the initiators
of many of these research streams, our discipline certainly has the
potential to develop innovative insights into these consumption
experiences. Yet, in order to do this, we will have to focus on the
richness of the consumer experience and the consumer’s role in the
management of this experience (e.g., Fournier and Mick 1999). In
doing this, we must focus on the mental and physiological states that
accompany information acquisition, product choice, consumption,
and post-consumption activities. In the next part of my talk, I would
like to illustrate what a discipline wide program on consumer
experience might entail. I will focus on consumption utility because
it is a concept that is relevant to researchers that represent the
breadth of approaches to consumer research.

CONSUMPTION UTILITY
The utility of any object . . . pleases the master by perpetually
suggesting to himthe pleasure or conveniency whichit is fitted
to promote.
Adam Smith

Two foundational social sciences have informed the study of
utility in consumer behavior (cf. Hsee and Tsai 2008). The eco-
nomic approach to utility assumes that consumers have an underly-
ing set of preference functions that allow them to anticipate the
value of any product or experience. These preference functions are
assumed to be relatively stable and enduring. Psychologists and
decision making theorists accept that some portion of utility is
stable, but add that context can alter the relative preferences for
choice options. The literatures on preference reversals, constructed
preferences, and local and global context effects all provide testi-
mony to the malleability of utility. Economists and psychologists
have shown that preferences are not time consistent, frame consis-
tent, or context consistent. More importantly, we are not the
dominant players in these literatures. We certainly have superstars
that contribute to the research on utility, but I would argue that
utility is studied in economics first, psychology second, and con-
sumer behavior third.

So the question becomes, “What utility-based research could
we own?” Where do we have a differential advantage with respect
to our interest, our expertise, and our areas of application? I contend
that it is not in the “utility of choice” (expected utility), but the
“utility of consumption” (experienced utility or subjective value)
(see Holbrook and Hirschman 1982). Although this change in
emphasis sounds subtle, it is not. Our current focus in the “utility of
choice” makes choice the seminal event. The antecedent and
consequences of choice all must be understood through the inves-
tigative frame we have adopted. If our focus were to shift to the
utility of consumption, then we would worry more about how
people experience utility than how they anticipate utility. We would
put less emphasis on the events that are external to the individual,
such as product features and contextual events, and more emphasis
on the consumption experiences and, by extension, events that are
internal to the individual such as a consumer’s mood (e.g., happi-
ness, eagerness, calmness, relief, anger, sadness, embarrassment,
anxiety) or mental state (e.g., pleasure, pain, confidence, uncer-
tainty, desire, contentment). Even more importantly, we would
look at how the external and internal factors interact to determine
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the consumer’s experienced utility (e.g., Chen 2009). This leads to
the following research issues:

and Meyvis 2008). Yet, at some level, this process expla-
nation is much too simplistic. Most adaptation level find-

This leads to the following research issues:

Where does experienced utility come from? A typical
approach to answering this question comes from the infor-
mation processing perspective. Utility is a function of the
features of a product. This viewpoint is predicated on the
assumption that there is a one-to-one mapping between the
level of a product’s features and the benefits of consump-
tion. Yet, we know this is not true. Benefits are not in the
products. Benefits are in the consumer experience. Expe-
rienced benefits not only vary significantly across con-
sumers, but across time for the same consumer, because
internal factors such as emotional states, psychological
states, and physiological states vary over time. Give the
same person the same food or beverage on five different
occasions and the experienced utility will vary by occa-
sion. Infact, it can vary quite dramatically. A similar claim
about the inconsistency of experience has been made with
respect to time perception, pain perception, hedonic expe-
riences, etc. Thus, internal states matter for experienced
utility.

What events are responsible for experienced utility? One
could posit that experienced utility is a consequence of
direct and indirect sources. For example, baseball fans are
prone to say that hot dogs taste better at the ball park. Many
people also believe that beer taste better when it is con-
sumed with friends. These examples are meant to illustrate
that utility is derived from the consumption of the product
itself (a direct source) and the social situations in which it
is consumed (an indirect source). More interesting is what
happens the next time the person consumes a hot dog or
beer. Does the indirect utility from the prior social con-
sumption episode influence the utility derived in the next
consumption episode, even though the social cues are
absent? If this is so, one might wonder about the conditions
that are favorable to this form of utility expansion and/or
contraction?

What are consumers trying to achieve with experienced
utility? Do consumers simply seek to maintain a mood or
are there other objectives? To illustrate, consider the
consumption of ameal that consists of a single course with
multiple food items. We could assess the utility associated
with each individual bite, with a series of bites, with a
series of bites interspersed with beverage consumption, or
with bites, beverages, and conversation. Does the con-
sumer manage this sequence of utility? This is not an issue
of expectations (e.g., von Neumann and Morgenstern) or
retrospective evaluations (e.g., Ratner, Kahn, and
Kahneman 1999), but an issue of managed experiences.
Rather than thinking about utility experiences as tempo-
rally distinct, we can of them as inter-temporally managed.
Thus, if we were to extrapolate from the food example to
aday’s worth of events, we could research how consumers
manage experienced utility throughout the day. We might
even discover that there are different types of experienced
utility that are being managed.

If consumers are trying to string together a set of experi-
ences that provide utility, how does this process work? An
obvious starting point for this conversation is the literature
on adaptation. The literature on adaptation shows that an
experience becomes less intense with repetition (Nelson

ings are local, not global. For example, I can quickly adapt
to repeatedly listening to my favorite song, but not to
repeated listening to a favorite collection of songs and
even less to a mix of songs, conversation, and food (e.g.,
a party). The interesting question is why people satiate to
a series of hedonic experiences when they come from the
same source but not when they come from different
sources? After all, utility is utility, right? Similarly, how
do different types of intervening experiences influence
adaptation and experienced utility? In effect, this is a
question of variety seeking on a grand level, but with the
emphasis on experience as opposed to prospective evalu-
ation or retrospection assessment.

5. Has the focus on expectations about product performance
led us ignore experiences that accompany the act of
purchasing? The traditional focus on the “utility of choice”,
as opposed to the “utility of consumption”, leads to the
implicit assumption that expectations are focal and expe-
riences are secondary. It’s all about the choice. Yet, we
could argue the opposite. Purchases do nothing more that
create opportunities for experiences. In fact, it could be
argued that the act of purchasing is sufficient to create the
desired experience. To illustrate, consider food acquisi-
tion and consumption. In the U.S., 13% of income is spent
on food. The average American consumer eats 1750
pounds of food per year and discards about 250 pounds of
it. What is even crazier is that 20 percent of the food U.S.
consumers discard food that hasn’t even been removed
from the package! This fact can lead to two very different
research questions. First, we could adopt a traditional
expected utility choice paradigm and wonder why con-
sumers are being suboptimal. Why can’t consumers learn
to purchase and consume food properly? Alternatively we
could adopt an experience perspective and seek to under-
stand how utility is derived from the purchase, storage, and
failure to consume the food. Maybe wilting one’s lettuce
in the refrigerator creates more utility than consuming it.
This example illustrates the importance of understanding
how consumers derive utility from a wide range of con-
sumption-related experiences.

I have just made a case for investigating utility as an experi-
ence. If we can unlock the door into consideration, acquisition, and
consumption experiences, we can gain insight into what people
buy, when they buy, how much they buy, and why all of this buying
influences, or fails to influence, their happiness. This is an area of
inquiry that is closely aligned with consumer researcher interests,
provides an opportunity for theory development, and can benefit
from interdisciplinary study.

NARRATIVES, BELIEFS, AND UTILITY

Thus far, I have argued that consumers derive utility from
experience. Yet, I have failed to discuss what makes an experience
pleasurable or painful. For the marketing faculty in the audience,
this is akin to asking, “Where do benefit segments come from?”
Why do some people derive utility from a product whereas others
do not? My contention is that utility is a function of an individual’s
beliefs, and by extension, the meanings that support these beliefs.
Beliefs create utility during the acquisition of a product, the
consumption of a product, and the communication about these
experiences. Thus, insight can be gained by understanding the
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events that lead to belief structures that allow a person to extract
utility from an experience.

The idea that belief structures support utility extraction from
experiences should sound like Marketing 101 because, in many
ways, itis. Yet, what is interesting is the variability in the effective-
ness of belief structures. For example, consider the belief structure
that supports the use of dental floss. Everyone knows that flossing
is important. It promotes healthy teeth and gums. In the U.S., we are
taught this from our very first visit to the dentist. Yet, the American
Dental Association reports that only 12% of American floss daily.
Contrast this will another health behavior. Over the past 30 years,
the U.S. market share of world pharmaceutical consumption has
increased from 20% to 50%. A significant portion of this increased
consumption is non-essential drug use. One could use observations
about drug consumption and the use of dental floss to conclude that
pharmaceutical manufacturers are much better marketers than
dental hygiene product manufactures. Alternatively, one could
conclude that marketers are generally effective and that there must
be something about how beliefs are organized or supported that
creates differences in the utility for these two types of behavior.

There are two potential solutions to this problem of belief—
behavior inconsistency. First it may be that consumption beliefs
have to be supported by the appropriate foundational beliefs or
values in order for utility to accrue from an experience. For
example, Western cultures believe that man can control nature, that
science can solve problems, and that life is sacred. Given these core
beliefs, the promise of a pill is more believable and valuable than the
promise of a piece of waxed string. Second, the narratives that
accompany or organize beliefs lead to utility (Thompson and
Haytko 1997; Thompson and Troester 2002). Certainly, the magic
potion narrative associated with pill popping is more valuable than
the manual labor narrative associated with plaque removal. This
view of how belief structures contribute to utility lends itself to an
interdisciplinary research effort. Relevant research questions in-
clude:

1. First, is there an optimal procedure for communicating
information to consumers so that beliefs are perceived as
consistent with an existing consumption utility narrative?
Alternatively, why do certain people resist adopting cer-
tain beliefs about consumption experiences? In other words,
to what extent do the characteristics of an existing utility
narrative, the characteristics of proposed beliefs, or a
combination of the two contribute to the formation of a
belief structure that supports the creation of utility in a
consumption experience?

2. Second, if consumption utility narratives are organiza-
tional schemes that structure beliefs and determine their
influence on consumption utility, then there must be a
process by which these narratives are adopted, used, and
updated. I say this because narratives are largely culturally
determined. We need research that identifies how a spe-
cific consumption utility narrative is chosen for a particu-
lar situation and the extent to which the narrative or the
accompanying beliefs are updated as a consequence of the
experience. Insight into this issue will help us understand
the intensity, frequency, and persistence of consuming
specific types of products.

3. Third, how are consumption utility narratives diffused
(e.g., Sirsi, Ward, and Reingen 1995)? One possibility is
that narrative acceptance happens in accordance with
economic market principles (Glaeser 2004; 2005). If this
is so, three conditions should support acceptance of the

consumption utility narrative. First, business or govern-
ment must be able to extract value when consumers accept
a consumption narrative. This encourages a supply of
narratives that can be “marketed” to the public. Second,
the consumer must experience value from adopting the
narrative. Third, there must be limited negative personal
consequences to adopting the narrative. In effect, this third
condition limits the cost of adoption for the individual. If
these conditions are met, businesses can peddle consump-
tion utility narratives, consumers can adopt them, and
social networks can reinforce them (e.g., Moore, Wilkie,
and Lutz 2002).

Thus far, I have treated consumption utility narratives and
their accompanying belief systems as a frame that influences the
utility derived from a product acquisition or consumption experi-
ence. This is an appropriate framework given our field’s focus on
consumerism. Yet, my remarks would not be complete if we did not
consider two other major sources of utility: thought and social
interaction (Ariely and Norton 2009). Thought clearly creates
utility (e.g., Zauberman, Ratner, and Kim 2009). One simply has to
think of one’s parents, spouse, or children to appreciate the power
of thought. Relationships also have utility (Saffer 2008). We would
not interact with others if there was no utility associated with the
experience. Whatintrigues me is how consumers coordinate thought
utility and social interaction utility with utility from consumption.
It thought itself can generate utility, why do we acquire and
consume so many products? And if John Lennon was right, isn’t the
world filled with enough love to put some limits on excessive
consumption?

Insight into how consumers might coordinate alternative
sources of utility over time may be traced to the relative availability
of utility producing narratives. The truth is that consumption utility
narratives are much more available than narratives that allow us to
derive utility from interpersonal interaction or thought (e.g., antici-
pation, recollection, creative ideas, etc.). To appreciate this fact,
consider the consumption maturation of most children (cf. Chaplin
and Roedder John 2007). Babies derive the most utility from
interactions with their family. Toddlers derive utility from play and
the thoughts that accompany it. Yet, as children maturate, con-
sumption utility narratives are learned and practiced. Growing up in
Western culture teaches children many more consumption utility
narratives than interpersonal interaction or thought utility narra-
tives. Moreover, advertising and culture makes the consumption
utility narratives much more salient than the competing narratives.
Thus, altering the way humans consume the earth will never be
accomplished by telling people to conserve, to be less superficial,
or to live within their means. Instead, the mix of narratives must be
changed. Someone has to market interpersonal interaction or thought
narratives that can generate utility. Unfortunately, this is not some-
thing that capitalist cultures have been designed to do.

In the end, maybe insight can be gained by understanding how
to increase the utility associated with any one narrative or how to
create variations of interpersonal or thought utility narratives so that
they can become more prevalent. Alternatively, we need to under-
stand how to squeeze more utility out of an experience, or to create
more utility experiences, per unit of consumption. Increasing the
amount of utility derived from savoring, remembering, and inter-
acting should allow people to live more satisfying lives. Of course,
understanding how people coordinate these experiences, adapt to
these experiences, and come to appreciate new experiences is one
of the great mysteries of consumption (Hsee et al. 2009; Wilson and
Gilbert 2008).



CONCLUSION
In summary, I have tried to make the case that we have a
competitive advantage when it comes to the study of consumer
experience. I expect we have competitive advantages in other
substantive domains as well. I hope you will consider a research
strategy that focuses on developing theory in these areas. Who
knows, this research strategy might help you become famous.
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SPECIAL SESSION SUMMARY

Planning to Save Money Seems to be a Good Thing: But is it Always?
Julia Belyavsky Bayuk, University of Delaware, USA

EXTENDED ABSTRACTS

“Framing Goals to Increase or Decrease Personal Savings:
The Effect of Specific Goals and Construal Level”
Amar Cheema, University of Virginia, USA
Giilden Ulkiimen, University of Southern California, USA

Although the importance of saving is indisputable, left to
themselves, consumers don’t save enough (e.g., Shefrin and Thaler
1988). Therefore, consumers are prone to deviate from their opti-
mal saving levels. Thaler and Bernartzi (2004) suggest that these
deviations may be due to errors in calculation or due to lapses in
self-control, and consumers could benefit from mechanisms that
help overcome these deviations.

Is it possible to influence consumers’ saving behavior simply
by changing the way they think about their savings? In the present
research, we explore whether and how goal framing influences
saving success. Imagine a consumer who wants to save money for
an upcoming trip. There are several different ways to think about
this saving goal. For example, when thinking about how much to
save, consumers can be more or less specific. Consumers can decide
to save some money without specifying an amount (e.g., “I need to
save as much as I can”), therefore setting a non-specific goal.
Alternatively, consumers can choose to specify the amount they
need to save (e.g., “Ineed to save $500”), thereby setting a specific
goal. A second factor that influences how a consumers think about
saving goals is the level at which this goal is represented. In
particular, consumers can either focus on why to save (high level
construal), orhow to save (low level construal; Trope and Liberman
2003).

We study the how these two factors, namely, goal specificity,
and the level of construal together influence several saving-related
outcomes, such as anticipated success, commitment, and most
importantly, goal achievement. We examine the conditions under
which specific (vs. non specific goals) goals facilitate and impede
goal attainment, by exploring how the effect of specificity varies
across low versus high levels of construal (Vallacher and Wegner
1987).

The Effects of Goal Specificity

Previous literature has conflicting findings on the effective-
ness of goal specificity. Numerous studies demonstrate the benefi-
cial effects of goal specificity. For example, specific (vs. non-
specific) goals increase goal commitment, are associated with
lower performance variability, allow children to better resist temp-
tation, and can increase persistence (e.g., Wright and Kacmar
1994).

In contrast, some literature suggests that goal specificity can
have detrimental effects on goal pursuit. Kirschenbaum, Humphrey,
and Malett (1981) find that people perform better with less (vs.
more) specific goals, and speculate that specific goals may lead to
“disengagement in self-regulation when the task at hand is difficult
or perceived as difficult.” These results suggest that specific goals
may be more discouraging than non-specific goals in some in-
stances.

Moderating Role of Construal Level

According to the theory of action identification (Vallacher and
Wegner 1987), construing a goal-directed action at a high level
allows attention to be focused on why the goal is important. In
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contrast, when the same action is construed at a low level, a
consumer focuses more on how to do a task (Trope and Liberman
2003).

We propose that construal level influences how consumers
interpret the meaning of the specificity of a saving goal. Since at
high level of construal the individual is focused on why a goal is
important, specificity of a saving goal can be interpreted as a signal
of its importance. Consequently, among high-level construers,
specific (vs. non-specific) goals may engender greater anticipation
of success, commitment, and lead to higher amount of savings. In
contrast, specific goals may be perceived as more difficult when the
act is construed at a low level. As low-level construers are focused
more on how to achieve a goal, specific (vs. non-specific) goals may
appear rigid and discouraging, leading to lower commitment and
disengagement, and consequently, lower amount of actual savings.

Overview of Results

Across four studies, to manipulate goal specificity we first ask
participants to consider a saving occasion, and then to either
indicate the dollar amount they would like to save for this occasion
(specific), or we don’t prompt them to specify the amount (non-
specific). We either manipulate construal level via elaboration
instructions (studies 1 and 2), or we measure chronic individual
differences in construal (studies 3 and 4).

In study 1 we find that consumers who specify how much to
save (vs. those who do not specify an amount) anticipate higher
saving success if they construe this saving goal at a high level. In
contrast, consumers who do not specify an amount anticipate higher
success (vs. those who specify how much to save) if the saving goal
is construed at a low level. Illustrating the process, study 2 reveals
that high-level construers (who focus on why to save) perceive
specific goals to be more important than non-specific goals, and
therefore anticipate higher success. In contrast, low-level construers
(who focus on how to save) perceive specific goals to be more
difficult than non-specific goals, and therefore anticipate lower
success. Moreover, we find that the level at which a saving goal is
construed, and its specificity influence not only anticipated success,
but also goal commitment, and actual success in saving. Study 3
demonstrates that anticipated success mediates the effect of speci-
ficity and construal level on goal-commitment. Importantly, study
4 explores extend these findings to actual savings, by examining
consumers’ actual savings over one month. Chronic high (low)
level construers save more when they have specific (non-specific)
goals.
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“Letting Good Opportunities Pass Us By: Examining the
Role of Mindset during Goal Pursuit”
Julia Belyavsky Bayuk, University of Delaware, USA
Chris Janiszewski, University of Florida, USA
Robyn LeBoeuf, University of Florida, USA

Consider the following scenario: your bank account is quickly
approaching empty, and you acknowledge that dining out at restau-
rants, especially upscale ones, adds up quickly. Thus, you create a
plan to increase your savings account that involves dining out less
at restaurants and cooking more at home. You follow this plan
religiously. Now imagine that the price of gas has skyrocketed, so
carpooling to work and combining errands might also help you save
alotof money. How will the fact that you already have a plan to save
money influence your propensity to adjust your lifestyle to drive
less? In comparison to someone who has not yet formed a money-
saving plan, are you more or less likely to take advantage of the
public transportation and carpool options?

Although planning, or forming an implementation intention,
is generally thought to promote goal achievement (Gollwitzer
1999), itis not yetknown how forming an implementation intention
(e.g., dining out less) might alter a consumer’s evaluation of goal
consistent, out-of-plan behaviors (e.g., driving less). On the one
hand, an implementation intention makes a goal more salient
(Gollwitzer 1999). Salient goals are more likely to be pursued
(Barghetal.2001), and means associated with these goals are more
likely to be valued (Chartrand et al. 2008). Thus, implementation
intentions could enhance the value of all means (in- or out-of-plan)
that are relevant to goal pursuit. On the other hand, an implemen-
tation intention involves mentally simulating the steps that must be
taken to achieve a goal (Gollwitzer 1993, 1996, 1999). Specifying
when, where, and how one will achieve a goal creates a readiness
to respond to specific behavioral opportunities (Gollwitzer 1999).
Yet, this readiness to respond to specific behavioral opportunities
may encourage a narrow-mindedness that leads to a devaluation of
out-of-plan opportunities to achieve a goal. Thus, there is reason to
think that implementation intentions may increase or decrease the
evaluation of goal consistent, out-of-plan behaviors.

We show that the influence of an implementation intention is
moderated by the concreteness/abstractness of thought at the time
a person evaluates goal consistent, out-of-plan behaviors. If a
person is likely to be thinking concretely when exposed to goal-
consistent, out-of-plan behaviors, then the person should not be
encouraged to form an implementation intention: Forming an
implementation intention will encourage the person to develop a
specific plan, and a concrete mindset will reinforce thinking at a
specific level. Thus, a concrete mindset following the formation of
an implementation intention seems to simply reinforce commit-
ment to a specific means, making goal consistent, out-of-plan
behaviors seem less valuable. If, however, a person is likely to be
thinking abstractly when exposed to goal-consistent, out-of-plan
behaviors, then an implementation intention should be encouraged:
Forming an implementation intention encourages a person to de-
velop a specific plan, but an abstract mindset refocuses thinking at
the goal level, as opposed to the plan level. Thus, an abstract
mindset following the formation of an implementation intention

should reinforce commitment to the goal, making goal consistent,
out-of-plan behaviors seem more valuable.

These hypotheses are investigated in a set of four studies using
the important consumer goal of saving money. Study 1 investigates
the influence of forming an implementation intention to save
money on a consumer’s willingness to resist an impulse purchase
when in a concrete or abstract mindset. Studies 2a and 2b investi-
gate the influence of forming an implementation intention on a
consumer’s willingness to take advantage of a wide variety of
money-saving opportunities when in a concrete or abstract mindset.
Study 3 extends this research by altering the time frame in which
money-saving, out-of-plan behaviors can be pursued, using the
insight that people will think more concretely (abstractly) when
contemplating events that are in the near future (distant future) (e.g.,
Trope and Liberman 2000). Study 4 further extends this research by
encouraging a prevention focus (i.e., a concrete mindset) or promo-
tion focus (i.e., an abstract mindset) while people assess the appeal
of money-saving, out-of-plan behaviors. Combined, these studies
show that forming an implementation intention can have detrimen-
tal consequences for taking advantage of out-of-plan opportunities
and for goal achievement if individuals consider these opportuni-
ties while in a concrete mindset.

To conclude, although implementation intentions are gener-
ally thought to be beneficial, we show that forming an implemen-
tation intention can lead individuals to be less likely to take
advantage of goal-consistent, out-of-plan opportunities. These re-
sults suggest that even when a goal such as saving money is
extremely important, as it is in today’s economy, specifying a plan
to achieve it can negatively affect open-mindedness to consider
goal-consistent out-of-plan means, and thus, can negatively affect
goal achievement.
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“When Seeing is Believing: Visualization Effects on Regulat-
ing Savings Behavior”

Eunice Kim, Yale University, USA

Ravi Dhar, Yale University, USA
A major challenge facing many American households is how
to save and plan for the future. Many people express the desire to
save but find that they lack the needed self-control. Not surpris-
ingly, the question of how to encourage consumers to exercise self-
control and save for the future is an important one from both a
theoretical and real-world perspective. Thus, one key to increasing
savings may be in addressing the psychological variables that might



make it easier to self-regulate behaviors for future outcomes and
benefits.

Priorresearch has focused mainly on showing how visualizing
the pursuit of a goal (e.g. goal to study for an exam) or engaging in
a specific goal-related behavior (e.g. going to the library) can
increase the performance of that behavior and the eventual success-
ful attainment of goals (Bator and Bryan 2008; Gregory et al. 1982).
While visualization in prior research has been limited to circum-
stances in which individuals are visualizing the specific steps
needed to reach a particular goal, our research examines how the
simple task of visualizing the performance of everyday activities at
anold age in the future, unrelated to the specific goal, can lead to the
attainment of that same goal. We propose that the mere visualiza-
tion of the self at an old age in the future can increase self-regulation
and help individuals save today.

We posit that those who visualize routine activities at an old
age will demonstrate an increased willingness to save because they
feel less anxiety and more peacefulness than when they do not.
Zeelenberg and Pieters (2006) proposed that one of the primary
motivators of goal-directed behavior is emotions. Prior research
suggests that emotions such as anxiety and stress hinder goal pursuit
(Pham and Taylor, 1999; Taylor and Schneider, 1989), whereas an
increase in emotions of peacefulness, which is the opposite of
anxiety, can encourage goal pursuit. Therefore, decreasing emo-
tions related to anxiety and increasing emotions related to peaceful-
ness will allow individuals to feel as though the pursuit of long-term
goals, whose consequences are attained in the distant future, (e.g.
savings) is manageable. It follows, then, that the extent to which
these relevant emotions can be felt via visualization of the self at an
old age, is the key driving factor in affecting savings attitudes and
decisions today.

We further show that the effect of visualization of old age is not
based solely on priming any goal related to age. We compare the
effects of visualization with those due to the semantic priming of
concepts related to the elderly. While semantic primes of the elderly
activate stereotypical associations of the elderly (e.g. walking
slower; Bargh, Chen and Burrows, 1996), they do not facilitate the
experience of emotional states as visualization does. Thus, the
semantic priming of old age will not have the same impact on
savings when it is not accompanied by instructions to visualize the
future. We test these hypotheses in a series of three experiments.

Study 1 shows that visualization of the self at an old age leads
to greater self-regulation and motivation to engage in savings
behavior as evidenced by increased importance of attitudes towards
asavings goal. Participants in the visualization condition visualized
themselves engaging in various activities such as attending a family
reunion at the age of 70 and wrote a few sentences describing
thoughts, feelings, and details of each scenario. Those in the control
condition completed simple mathematical calculations whose an-
swers were close to the number “70”. Then all participants com-
pleted various measures indicating the importance of long-term
financial planning and saving money for retirement. As predicted,
participants who had visualized themselves at age 70 reported
significantly greater importance of future financial planning than
those in the control condition.

Study 2 extends the influence of visualization to behaviors that
reflect anincrease in self-regulation toward the pursuit of long-term
goals, and further demonstrates that visualization results in greater
self-regulation compared to the semantic priming of old age or the
elderly. Participants first either visualized themselves at the age of
70engaging in various scenarios as in Study 1, or were semantically
primed with old age by answering questions such as “At what age
does the average person retire?” or “Is someone who is 70, too old
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to be president of the US?” Then all participants were told to
allocate $5,000 into either a checking account for immediate use, or
a savings account for a future purchase. As predicted, participants
who had visualized themselves at the age of 70 were more inclined
to spend less now and put aside more money for future use
compared to those primed with the concept of the elderly.

Study 3 tests the mechanism underlying the effect of visualiza-
tion by demonstrating how visualization, compared to non-visual-
ization, increases the desire to save because it not only decreases
feelings of anxiety but also increases feelings of peacefulness.
Participants first visualized themselves in everyday activities at an
older age or at their current age. Then, in what they believed to a
separate and unrelated task, they reported their attitudes regarding
savings for the future, as well as various emotions that they were
feeling at the time. Consistent with our hypothesis, participants
visualizing themselves at an older age were more likely to report
having a greater desire to save than those visualizing themselves at
their current age. Furthermore, a mediation analysis indicated that
an increase in feelings of peacefulness and a decrease in feelings of
anxiety mediated the effects of visualization of the self at an old age
on savings attitudes.

These findings contribute to the existing literature on visual-
ization by demonstrating that merely visualizing about engaging in
non-goal activities at an old age can increase the motivation for
long-term goals with distant future consequences, such as saving.
Furthermore, the visualization of everyday activities can be a more
effective means of encouraging goal pursuit because this occurs
naturally without external prompting.
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SPECIAL SESSION SUMMARY
We Are Not All the Same: New Issues, Confluence, and Divergence in Consumer

Acculturation Studies
Sgren Askegaard, University of Southern Denmark, Odense, Denmark

SESSION OVERVIEW

The theme of this year’s ACR conference is “A World of
Knowledge At the Point of Confluence.” In congruence with this
theme, this session explores various angles of consumer accultura-
tion as they relate to their heterogeneous identity constructs. Iden-
tity is seen as a confluence of cultural, social, temporal and
contextual influences. The social and cultural aspects of consump-
tion and consumption’s relation to identity construction have been
well documented in consumer culture theory (Arnould and Thomp-
son, 2005). What has not been sufficiently considered so far was
their relation to consumer acculturation of immigrants in combina-
tion with other variables, such as gender, temporal evolution, in-
group differences or generational factors. In this session, we focus
on the mechanisms with which these factors operate in the forma-
tion of identity for immigrants and their descendants. The four
presentations together attempt to explore the immigrant consumer
acculturation and examine it in contexts and from perspectives that
have been understudied.

The first paper examines the relationship between the immi-
grant women’s gender roles and the power discourse in the society.
Romanian female immigrants in Italy were interviewed and ob-
served in relation to their food consumption practices. The re-
searchers identify two identity positionings of these female mi-
grants that correspond to two spatial contexts and temporal refer-
ence points. They identify four contextual situations that imply
different power relations that move between a traditional woman
and a modern one. The second paper also takes Italy as the context
of study and questions the application of the interpretative model of
cultural adaptation—originally elaborated for first generations—to
the children of migrants (Portes 1996, p. x). The author discusses
the different levels of cultural consciousness that second genera-
tions show according to ethnic, local and global consumption, and
describes four ways to deploy such consumption to navigate the
borders between families and the group of peers. In the next
presentation, Pefialoza elaborates additional differences between
first generation immigrants and their descendants, documenting
changes in consumers’ identity over time. Based on oral history
interviews with a heterogeneous group of Mexican Americans, her
cultural genealogy dissects these identity inflections across a realm
of social situations and market conditions. The final paper com-
bines the themes of immigrant consumer acculturation, temporal
changes, consumption differences within an immigrant community
in relation to identity positionings from the previous papers and
analyzes a group of immigrants’ changing consumption practices in
an attempt to differentiate themselves from the rest of the immigrant
community and integrate into the host society. Turkish immigrants
in Denmark are chosen as the context of the study.

All the session papers are completed projects and combined
offer differing theoretical perspectives. Methodologically, they all
adhere to the interpretivist approach and provide empirical knowl-
edge based on ethnographic data. This session thus provides a
platform for scholars who are interested in different aspects of
immigrant consumer research and would like to familiarize them-
selves with the latest theory and empirical work in the field.

EXTENDED ABSTRACTS

“She, Who Has the Spoon, Has the Power: Immigrant
Women’s Use of Food to Negotiate Power Relations”
Zuzana Chytkova, University of Pisa, Italy
Nil 0zgaglar-T0ulouse, Université de Lille 2, France

Immigration has been in the centre of scholarly attention for
some time now and several studies have investigated consumer
acculturation of immigrants. Recently, in the consumer culture
tradition (Arnould and Thompson, 2005), the postassimilationist
theory has made an important contribution to our understanding of
immigrants’ use of marketplace in their movement between home,
host and transnational consumer culture (Askegaard et al., 2005).
However, it does not consider the effect of hegemonic discourses in
the home and host society, as well as the singular power relations
the immigrants encounter in their everyday experience. Yet, these
elements also play a significant role in their use of marketplace
offerings in the everyday pursuit of a satisfying identity. The focus
of this research is the intersection of these areas, a lens that would
see consumer acculturation as a network of power relations in the
immigrants’ lived experience. In accordance with the goal of the
research, we concentrate on gender roles as a part of a power
discourse in society. This is particularly apparent in societies based
on patriarchal values. The women migrating from such a society
had been socialized to a traditional gender role. Upon their arrival
to the country of destination, they are faced with another concept of
womanhood, which, in the case of immigration to an “advanced
capitalist country” (Holt, 1997) is based on the host society’s
construction of gender roles, but also on the transnational “modern
woman” discourse featured in the marketplace as the desirable ideal
of womanhood. We argue that such power relations can be studied
through the analysis of female immigrants’ everyday food con-
sumption choices. Food is known to act as a key element in power
relations (Lupton, 1996) and the responsible for food preparation
are usually women. Women also tend to figure more clearly as the
dominated part in heterogeneous power relations.

Fourteen in-depth interviews (from one and a half to three and
a half hours) have been carried out with Romanian women in Italy
by the first author. These interviews have been complemented by
observation at multiple sites of community gathering, such as parks,
the Romanian Adventist Church and the Romanian Orthodox
Church in Florence, which were either video registered or written
up in field notes. The field work also comprised four cooking
sessions with the respondents, all video registered. The interviews
were integrally transcribed. We analyzed the interviews by alternat-
ing between the specific case of each interview and the interviews
taken as a whole, and by making use of observation and literature.

The analysis reveals two distinct discourses corresponding to
the two spatial and temporal references of the migration experience:
the country of origin and of destination and the temporal setting
before and after emigration. Such discourses emerged from the
respondents’ narratives of migration, which presented a common
structure: the emergency situation (economical crisis or the expe-
rience of the unknown upon arrival) felt as disempowering, is
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solved with great efforts and suffering resulting in an inner peace of
the respondent, enlightened state of mind and sense of power
achieved through the suffering/self-transformation. The narrative
involves general understanding of womanhood in the culture of
origin, which is based on a hegemonic patriarchal discourse of the
traditional woman’s role. This results in a disempowering relation-
ship network and the consequent loss of the women’s control over
their bodies and lives. The central host culture discourse is that of
a modern woman, mostly based on a marketplace myth and its
liberatory power (Firat and Venkatesh, 1995), within a frame of
which the woman is depicted as independent, powerful, seizing-
the-day. This discourse allows the women to resist their ascribed
identity as a traditional woman, providing them with concepts to
redefine their understanding of womanhood and to regain the
control over their body and life.

These two discourses on womanhood point out the two ex-
treme positions in the power relations of an immigrant’s everyday
life. However the resistant acts are performed within heterogeneous
power relations that situate the women at neither of the two
extremes. The resistance must be played out in accordance with the
various contextual relations that exist alongside a continuum be-
tween the two extreme situations, each one of them implying a
different structure of power between its actors.

In the proposed model, four contextual situations implying
different power relations were identified. Such contexts move
along the imagined line of control over the self, that we call “regime
of control” to illustrate its different structure in the relationship. On
the one extreme of the continuum, we collocate situations, in which
the actor is in relative control over his/her self. Such situations
imply a relative autonomy in the decisions regarding one’s body
and life, including those concerning food choices. The contexts
positioned on the opposite extreme are characterized by the pres-
ence of hegemonic discourses defining the role ascribed to the
actor, and implicitly shaping his/her decisions concerning his/her
body and life, including the food consumption decisions. The
movement between these contextual situations implies amovement
closer to or further from the ideal of modern or traditional woman,
as well as closer or further from the symbols of these two dis-
courses: the ideal of fast, easy, light cuisine or time-consuming,
heavy, and elaborated cuisine. The proposed model permits to
uncover a layer in the understanding of immigrants’ consumer
behavior that has not yet been explored. It demonstrates that their
food preferences are not based solely on their level of acculturation
from one culture to another, but are also functional to the heteroge-
neous power relations formed in their everyday lives and vice versa
that these power relations can be studied through the analysis of
food practices.

“Cross Generation: Cultural (In)visibility in the
Consumption of Second Generations”

Luca Massimiliano Visconti, Bocconi University, Italy

Defining the “children of migration” (Portes, 1996, p. x) is not
easy task. Subjectively, second generations (2Gs, in short) are
characterized by different strategies of self identification (Rumbault,
1997) and patterns of segmented assimilation that vary with per-
sonal and family conditions (Portes and Rumbaut, 2001). The
arduousness of 2Gs’ self definition is due to the inapplicability of
the interpretative categories that first generations and others deploy
to categorize them. On the one hand, human beings are prone to use
the “linear bipolar model” of ethnic identity (Schaninger, Bour-
geois, and Buss, 1985). The postulated zero sum game thus implies
that what is gained in one culture is symmetrically lost in the rival
one. On the other hand, the social context imposes ethnic categories
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from the outside instead of looking for more germane, subjective
definitions of the self (the so-called self-designated ethnicity,
Stayman and Deshpande, 1989). It is no wonder, that consumer
identity projects of 2Gs reflect the complexity, the social and
psychological pressures, and the variety of personal and shared
narratives originated by the aforementioned scenario.

From an epistemological viewpoint, ethnic studies—both in
their traditional and postassimilationist elaboration (Askegaard,
Arnould and Kjeldgaard, 2005)—have grounded a model of cul-
tural adaptation dealing with first generation immigrants (Berry
1980), yet it is not clear that this applies to 2Gs. The constructs of
original and host culture are not strictly applicable to 2Gs and also
modify according to the age of arrival in the host country (Rumbault,
1994). 2Gs are often grown up and identify with the culture of
destination of their parents and mostly maintain an imagined
connection with the culture of origin of the parents. Frequently,
their ethnic culture becomes an ethnoscape constructed by the
stereotypical social and market discourse about the origins incorpo-
rated in the dominating mediascape (Appadurai 1990, 9).

As such, the adaptation processes characterizing 2Gs not only
include ethnic and local cultures—however defined—but also the
global and transnational culture (Glick Schiller, Basch, and Szanton
Blanc, 1992). In making daily reconnection between the local and
the global, 2Gs break the boundaries of the national state, and thus
constitute a transnational basis where multiple systems of meanings
live together regardlessly of their territorial rooting.

The paperis based on a three year field investigation of the 2Gs
residing in the North of Italy. Data include 412 questionnaires and
32 depth interviews run afterwards to better investigate 2Gs’
symbolic consumption and religious ties. Questionnaire data were
elaborated in terms of descriptive statistics for quantitative infor-
mation and content analyzed for the qualitative answers. Depth-
interviews were fully transcribed and analyzed according to the
criteria of interpretative ethnography.

First, findings illustrate the different level of cultural
(in)visibility (i.e., salience) in the consumption of 2Gs when
moving back and forth ethnic and local consumption. 2Gs tend to
alternate higher and lower levels of awareness about the cultural
basis of their consumption. When consuming global (e.g., jeans,
English music, etc.) or local (e.g., pasta, television, etc.) artifacts,
these teens are less conscious about the cultural rooting of their
consumption but easily acknowledge the cultural loading of ethnic
consumptions. Four main explanations about the alternating level
of cultural (in)visibility are offered: i) cultural embeddedness; ii)
iterated ethnocentrism; iii) unquestioned dominating culture; and
iv) cultural appropriability.

Second, when visible to the eyes of the consumer, cultural
meanings embedded in consumer goods can be manipulated and
deployed to “navigate the border crossings between household and
societal contexts” (Lindridge, Hogg, and Shah, 2004, p. 211). Field
investigation confirms the intentional, transactional, and dialogic
use of 2Gs’ consumption when facing the requirements expressed
by family members and the group of peers. Further, four main uses
of consumption for 2Gs are detailed: i) consumption as trade; ii)
consumption as gift; iii) consumption as opposition; and, iv)
consumption as mediation.

By questioning the applicability of the traditional models of
cultural adaptation, the paper identifies local, ethnic, global and
transnational culture impacting 2GS’ identity structures. Findings
unpack the motivations of cultural (in)visibility and show the use of
consumption to cope with the double structural violence (Farmer,
2006) exerted by families and peers.
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“Deciphering the Socio-Temporal Dimensions of Consumer
Identity Development: A Cultural Genealogy”
Lisa Penaloza, EDHEC Business School, France

Identity is one of the most basic constructs in consumer
behavior. The existential question, “who one is” finds noteworthy
expression in contemporary consumer behavior as a key domain of
activity in which people continually reinscribe and constitute their
identity in relation to others (Arnould and Thompson, 2005).
Previous work has documented how persons alter their consump-
tion to commune with particular groups (Deshpandé, Hoyer and
Donthu, 1986) and diverge from them (Berger and Heath, 2007) in
expressing important aspects of their identity. Notably, this previ-
ous work points to the importance of in-out group relations in
consumption. Yet because it is based on rather static, snap shot
glimpses, it leaves open anumber of important questions such as the
changing nature of identity over the course of consumers’ lives,
how identity is expressed in consumption in relation to others over
time, and the long term impacts on identity of selectively displaying
consumption in relation to majority/minority groups and of target
marketing and segmenting efforts. Such socio-temporal dimen-
sions of identity development are particularly important for immi-
grants (Oswald, 1999; Pefialoza, 1994; Visconti, 2006), ethnic
minorities (Askegaard, Arnould, and Kjeldgaard, 2005) and mi-
grants (Ustuner and Holt, 2007), although they are also relevant to
the growing body of work on mainstream consumers (Burton,
forthcoming; Pefialoza and Barnhart, 2009)

This research extends previous work on the sociology of
consumption by adding temporality to the study of identity projects.
Of particular interest is dissecting changes in consumers’ identities
over time, as impacted by minority and majority group relations and
marketing practices targeting group members. The research design
features oral history interviews with 15 Mexican Americans who
vary by generation in the U.S., age, gender, social class, color,
residential area, language, and political sentiments. Findings trace
a cultural genealogy of consumption identity across first cultural
experiences; identity terminology; day to day consumption of
specific products/services/brands at home, work, in neighbor-
hoods, stores, and tourist areas; leisure/holiday activity; language
development and utilization; interactions with family and friends,
both subcultural group members and members of other subcultural
groups; thoughts and reactions to the segmenting and target market-
ing efforts of firms, community development concerns, and per-
sonal hopes and dreams. Analysis proceeds to identify economic,
social, and cultural dimensions of capital (Bourdieu, 1984) in the
genealogy and map disjunctions and overlaps between these vari-
ous types of capital. These disjunctions and overlaps are useful in
highlighting the dynamic and highly charged nature of in-out group
relations and tracking their impacts on consumption and identity
over time, as this cultural consumption genealogy focuses on the
subcultural group rather than a specific brand (Holt, 2004). Specific
changes over time feature the “hostile,” “welcoming,” and “neu-
tral” zones where informants have been blocked by others in their
expression of their culture or received neutral treatment versus
those where they have nurtured their identity in consumption and
interacted favorably with members of other cultural groups. Fi-
nally, I draw attention to the transformation of these various
dimensions of capital from cultural to social and economic in
making sense of observed changes in identity, consumption, social
relations, and marketing activities over time. Notably, the negative
stigma older informants experienced decreased over time, in con-
trast to the more positive valuation of younger informants. The
more positive valuation of both cohorts corresponded temporally
with the advent of cultural tourism in the area and the segmenting

and target marketing efforts by firms. Yet despite some increasing
power in the ownership, representation, and exchange of cultural
artifacts, a paradoxical social valuation for their subculture is
juxtaposed with the economic deterioration of their neighborhoods,
pointing to important limitations of consumption in identity main-
tenance and negotiation of social relations, Theoretical contribu-
tions provide a more comprehensive, dynamic, and nuanced ac-
count of identity development that expands understandings of
consumption as an important domain through which individuals
and groups negotiate cultural difference over time and elaborates
the social legitimizing role of market targeting.

“From Resistance to Integration: Changing Consumer
Acculturation Practices of Immigrants”
Mine Ucok Hughes, Woodbury University, USA

Consumer acculturation and identity have been two of the
most popular topics studied by immigrant consumer researchers.
Berry (1980), a highly referenced source on the topic of accultura-
tion, classifies the varieties of acculturation as assimilation, inte-
gration, rejection and deculturation. Berry’s classification has
provided a schema for many researchers (e.g. Peflaloza, 1989 &
1994) who studied immigrant consumer acculturation. Pefialoza
(1989) adapts the acculturation concept to consumer behavior in
which consumer acculturation is described as “the acquisition of
skills and knowledge relevant to engaging in consumer behavior in
one culture by members of another culture” (p. 110). The study of
consumer acculturation primarily focuses on cultural adaptation as
manifest in the marketplace and examines the cultural bases of
consumption behavior and the processes of consumer learning that
are affected by the interactions of two or more cultures (ibid.).
Pefialoza (1994) acknowledges that “immigrants may have two
conflicting sets of consumer acculturation agents: one correspond-
ing to their culture of origin and one corresponding to the existing
culture” (p. 35). Reminiscent of Berry’s (1980) modes of accultura-
tion she suggests the following possible acculturation outcomes:
assimilation, maintenance, resistance, and segregation. Subse-
quently, other post-assimiliationist researchers (Askegaard et al.,
2005) have argued that immigrant consumer acculturation is amore
complex phenomenon which rather than lying on a linear con-
tinuum, embraces elements from both the home and host cultures,
as well as a transnational consumer culture.

The main research question that is addressed in this presenta-
tion is what happens when the resistance takes place within the
cultural group? More specifically, what are the factors that trigger
a sub-group within the greater immigrant community to differenti-
ate itself from that community, what are the practices that lead to
this differentiation and how is this achieved?

The findings presented in this paper are part of a bigger study
that investigates the Turkish (trans)migrants in Denmark (Ucok,
2007) based on data collected from 13 Turkish immigrant families.
Thisresearch can be described as amulti-sited ethnography (Marcus,
1995), which included in-depth interviews and in situ observations
in multiple locations. Historically the Turkish immigrants arrived
in Europe as guest workers, hired to work in factories as blue-collar
laborers. Their integration into their host societies were minimal as
their main intention was to save money and return to their home-
lands wealthier and with higher social status. The size of this
population rapidly grew due to family reunification. Today, there
are 54,000 Turkish immigrants in Denmark. However, they do not
constitute a homogeneous group.

The focus of this paper is a subgroup within this community
that tries to differentiate itself from the above-mentioned type of
Turkish immigrants and attempts to integrate into the host society



by consciously adopting differentiating consumption practices.
Some examples of these practices are: moving out of the immigrant
neighborhoods into neighborhoods populated by the host society,
giving importance to higher education and encouraging their chil-
dren to further their education, buying a brand new car as opposed
to a second-hand one, decorating their homes in a style less
reminiscent of the other Turkish immigrants’ style, adopting con-
sumption practices like wine drinking which is not typical of the
Turkish immigrant community, going to vacation to places other
than the home country.

The point in which this study departs from previous research
on immigrant consumers is that the focus of study here moves away
from the identity positionings between the home and host cultures
to the one that is acquired in relation to the greater immigrant
community. The resistance becomes not to the culture of origin or
to the host culture but to the other members of the immigrant
community. Integration becomes the desired immigrant consumer
acculturation outcome. These immigrants strive to improve their
social status and in relation to that their social and cultural capital
in their host societies by means of their consumption practices
(Ugok & Kjeldgaard, 2006).

This research contributes to the field of immigrant consumer
research by providing empirical data on the in-group differences.
Furthermore, I argue that these in-group differences stem from a
desire to integrate better into the host culture and improve one’s
social status within this society. This is achieved through the
transfer of various types of capital from one type to another
(Bourdieu, 1984). The results extend the findings of previous
research on immigrant consumer acculturation patterns by accentu-
ating the in-group differences through fleshing out the identity
positionings and the factors that influence the consumption deci-
sions that shape these identity positionings.
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SPECIAL SESSION SUMMARY

Attitude Strength and Consistency Between Attitude and Behavior
Kalpesh Kaushik Desai, State University of New York at Binghamton, USA

SESSION OVERVIEW

Social psychologists and marketers have long been interested
in understanding the conditions under which attitudes influence
behaviors, decisions, and information processing (Fabrigar, Petty,
Smith, and Crites (2006). According to Crano (1997), “The current
position in social psychology is that strong attitudes do affect
behavior, although social, contextual, and intrapsychic sources of
variation can affect the strength of such relationships (Krosnick
1990; Krosnick etal. 1993; Petty & Krosnick, 1995).” In marketing,
Sengupta and Fitzsimons (2002, 2004) and others (e.g., Dholakia
and Morwitz 2002; Sengupta and Johar 2002; Simonson and
Nowlis 2000) have examined the issue of attitude—behavior consis-
tency when respondents are asked to analyze reasons underlying
their attitude before reporting their evaluations. Competing expla-
nations of weakening of attitude strength vs. greater distraction
have been proposed for the disruption in the attitude-behavior
consistency in the condition of analyzing reasons.

The objective of this special session is to introduce four current
lines of research that offer new perspectives for improving our
understanding of the link between consumers’ attitudes and behav-
iors. Together, they focus upon attitude strength, its antecedents,
and uncover new factors that moderate the attitude-behavior con-
sistency (e.g., internal vs. external source of information underly-
ing attitude certainty; brand ambivalence). We believe that these
papers shall stimulate interesting discussion which will raise new
questions and suggest new directions for future research on the
topic. The data collection for all four papers is complete and they
all are either inthe manuscript preparation or working paper stage.

Of the four papers, paper # 2 and 4 adopt a managerial bent to
the topic of attitude-behavior consistency whereas paper # 1 & 3
have more of a theoretical orientation. Given this mixed orientation,
the likely audience of this special session will be practitioners and
researchers in attitude strength, resistance, attitude-behavior con-
sistency, brand equity, and consideration sets. The specific topics
that will be covered in the special session pertain to attitude
certainty/attitude strength and consistency between attitude and
behavior.

Paper # 1, 2, and 4 focus upon attitude strength/attitude
certainty and its influence on attitude-behavior consistency. Spe-
cifically, paper # 1 by Dubois, Rucker, and Petty argues that
consumers with sensitivity to external (internal) factors display
greater attitude-behavior consistency when the sources of their
certainty were external (internal). Paper # 2 by Desai, Hariharan,
Inman, and Talukdar argues that the attitude—behavior consistency
ismoderated by (other factors along with) attitude strength such that
greater commitment to the target brand accentuates the relationship
between brand equity and brand loyalty. Paper # 4 by
Nayakankuppam, Priester, and Sinha shows that strength of attitude
towards an alternative influences its choice and inclusion in the
consideration set. In contrast, paper # 3 by Litt and Tormala focuses
upon the fragility of liking the chosen alternative from a difficult
choice task i.e., behavior—attitude consistency.

The four papers make the following important contributions:
i) examine the antecedents and behavioral consequences of adopt-
ing an external vs. internal attitude certainty focus; ii) identify
important caveats to the presumed durability and strength of thought-
ful and involving attitude formation; iii) propose an empirically
tested parsimonious measure of brand equity based on comprehen-

sive search of prior literature and identify moderators of brand
equity—brand loyalty relationship; iv) reveal the influence of atti-
tude strength on inclusion in a consideration set and choice by
impacting consideration set size.

EXTENDED ABSTRACTS

“Internal versus External Informational Sources: Causes
and Consequences for Attitude Certainty and Attitude-
Behavior Consistency”

David Dubois, Northwestern University, USA
Derek D. Rucker, Northwestern University, USA
Richard E. Petty, Ohio State University, USA

A key factor that has become of increasing importance in
understanding attitude-behavior correspondence is the certainty
individuals place in their attitudes. In this work we examine how
people’s sensitivity to external vs. internal information affects
attitude certainty. While past research provides ample evidence that
individuals rely on multiple informational sources when forming
their certainty (Tormala and Rucker 2007), surprisingly little is
known about the role of internal (i.e., information from oneself) vs.
external (i.e., information from one’s environment) factors on its
formation. This work proposes and finds that consumers’ sensitiv-
ity to external vs. internal informational cues leads to two types of
certainty foci: while “external” certainty stems from information
associated with environmental factors, “internal” certainty results
from individuals’ focus on personal, experience-based factors.

We first hypothesized that these two certainty foci have
distinct psychological antecedents depending on individuals’ sen-
sitivity to external vs. internal information. Drawing on past re-
search documenting chronic (Snyder 1974) and momentary
(Trafimow et al., 1991) differences in individuals’ sensitivity to
external vs. internal information, we examined the effects of such
differences on the formation of certainty based on information from
external versus internal sources.

Second, we hypothesized that the adoption of a specific
certainty focus would generate distinct behavioral consequences
depending on people’s intentions. Specifically, based on past work
suggesting that realizing a goal entails consecutively going through
different mindsets (e.g., Gollwitzer, 1990), we proposed that an
external certainty focus would mostly impact the behavior of
individuals deliberating about a goal, while an internal focus would
mostly impact the behavior of individuals implementing this same
goal.

Three experiments tested these hypotheses. Results were
analyzed using ANOVAs and t-tests, when appropriate. In all
experiments, attitudes are stable across conditions (F<1).

Experiment 1: Examining consumers’ self monitoring orien-
tation on the formation of external and internal certainty. Using a 2-
cells design (informational cue: external, internal and control;
N=82), we tested the hypothesis that one’s propensity to rely on
external or internal factors when forming certainty is driven by
one’s self-monitoring orientation. After completing the self-moni-
toring scale (Snyder 1974), participants were invited to participate
in an ostensibly unrelated purchasing scenario that either contained
internal (e.g., perceived knowledge, repeated purchase), external
(e.g., social consensus, source credibility) informational cues about
aproduct, or unrelated information (control). Finally, participants’

Advances in Consumer Research
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certainty and attitudes toward the product was assessed. Results
showed that high (low) self-monitors’ certainty was significantly
greater after they encountered an external (internal) informational
cue than an internal (external) one (p<.01), suggesting that certainty
formation is differentially sensitive to external or internal informa-
tion, as a function of individuals’ chronic self-monitoring orienta-
tion.

Experiment 2: Examining consumers’ self orientation on the
formation of external and internal certainty. A 2 (self-orientation:
self vs. others) x 2 (certainty focus: internal vs. external; N=73)
examined whether amomentary shiftin one’s sensitivity to external
vs. internal information, rather than a chronic orientation, could
similarly affect certainty formation. After completing a self-orien-
tation manipulation (Trafimow et al., 1991), participants read a
newspaper excerpt about college students’ knowledge of cameras,
which was either high, or low (Internal focus) and subsequently
received a WOM communication from either an expert or a novice
(External focus) about a camera. Last, participants’ attitudes, cer-
tainty and purchase intentions were assessed. Individuals with a self
(other) orientation tended to rely on internal (external) sources of
certainty when judging a product (p<.01). In addition, the type of
certainty formed (external vs. internal) mediated individuals’ be-
havioral intentions, suggesting the dual nature of certainty is
consequential for attitude-behavior consistency.

Experiment 3: Examining consumers’ mindset on the forma-
tion of external and internal certainty. A 2 (mindset: implemental
vs. deliberative) x 2 (certainty focus: internal vs. external) (N=112)
aimed at suggesting that individuals rely on a particular type of
certainty—external or internal—as a function of their mindset. After
being presented with a purchasing scenario in which their mindset
was manipulated, participants encountered an external or internal
informational cue. Results suggested that individuals in a delibera-
tive (implemental) mindset were more certain after being presented
with an external (internal) cue than with an internal (external) one
(p<.01).

Conclusion and Contributions. These findings suggest distinct
antecedents and consequences of external and internal certainty.
From a theoretical standpoint, the present research sheds light on
our understanding of how certainty can emanate from different
sources, and provides further evidence that each type of certainty
foci investigated generates unique consequences for behavior.
Given the governing role of certainty in attitude-behavior consis-
tency, these experiments further enrich our understanding of atti-
tude-behavior correspondence.
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“A Field Examination of the Influence of Brand Equity on
Behavioral Loyalty and Factors that Moderate this
Relationship”

Kalpesh Kaushik Desai, SUNY-Binghamton, USA
Vijay Hariharan, SUNY-Buffalo, USA
Jeffrey Inman, University of Pittsburgh, USA
Debabrata Talukdar, SUNY-Buffalo, USA

Prior research in brand equity (or BE) has primarily focused
upon its leveraging influence on brand and line extensions and
feedback effects (e.g., Aaker and Keller 1990; Park, Milberg, and
Lawson 1991). However, the relationship between brand equity
and brand loyalty (or BE-BL) has been less than perfect (Keller and
Lehmann 2004). Specifically, brands encounter four possible sce-
narios: i and ii) positive BE-BL relationship could see brands with
high (low) equity correspondingly enjoy high (poor) loyalty; iii)
brands enjoying high equity experience poor loyalty; and iv) brands
with low equity could enjoy high brand loyalty.

Research Questions, Motivation, and Contribution

Managers, especially for brands in groups (ii)—(iv) above,
would like to know how to enhance brand attitude—choice behavior
consistency i.e., how to get more consumers on the high BE-high
BL track. Which factors mitigate versus accentuate the BE-BL
relationship? Based on prior work in several research streams, we
identify 12 “contextual” factors relating to the target brand, product
category, and consumers as important moderators. For example, we
hypothesize that while target brand commitment and importance of
brand decision accentuate the BE-BL relationship, brand ambiva-
lence and perceived equity of other brands mitigate that linkage. We
similarly hypothesize, for example, that BE-BL linkage will be
accentuated for private (vs. national) label brands and for house-
holds with higher (vs. lower) income but the relationship will be
mitigated by education of the primary shopper of the household and
by category differentiation. By empirically showing the influence
of BE on BL to be limited in several contexts, we argue that
strengthening BE cannot be a solution to branding problems in all
situations, contrary to the assumption of prior BE research and
practitioners.

A related question that prior research has not examined is if
there are distinct segments of consumers whose profile differences
(e.g., maximizer vs. satisficers) make them more likely to engage in
high attitude—choice consistency behavior. Dominance of the high
equity—high loyalty customers (vs. high BE-low BL orlow BE-high
BL) among the target segment requires no change in the target
marketing strategy of the brand. In addition, by focusing on profile
differences, brand managers can devise appropriate marketing
strategies to move “inconsistent”” consumers to become high BE—
high BL consumers.

A major challenge in the BE research is that prior research has
proposed distinct measures of BE (e.g., Aaker 1996; Keller 1993;
Yoo and Donthu2001). Just being advised to strengthen BE without
being told which variables to focus upon is not very helpful.
Researchers and managers will benefit from a comprehensive but
parsimonious measure of BE. Finally, we also investigate if the
relative importance of the different variables that constitute the
composite BE construct is stable to changes in the context engen-
dered by moderators listed above (e.g., private label or age of
consumers)? Answers to these questions for example, can help
managers of private label vs. national brands to focus on distinct BE
variables to strengthen BE-BL relationship and emphasize distinct
BE variables in their marketing if they were targeting their brands
to younger vs. older consumers.



Method and Findings

After comprehensive investigation of prior research, we iden-
tified the following nine variables as measures of brand equity:
brand personality, perceived value, brand differentiation, brand
trust, strength of brand’s favorable associations, brand quality,
brand satisfaction, brand justifiability, and in-store presence. Fac-
tor analysis using principal component extraction method revealed
that all nine variables (measured by 18 items) fall into a single
construct of brand equity (amount of variance explained=44.7%).

To test our hypotheses, we mailed surveys in February 2007 to
5000 bonus card shoppers of a leading grocery chain operating in
the northeastern US. As incentive, participants were offered the
opportunity to participate in a lottery drawing. The response rate
was 75%. To ensure that we account for bulk of the grocery
purchases of the participants, the 5000 bonus card holders were
randomly selected from more than a million panel members such
that the target grocery chain was the primary shopping outlet for
these consumers accounting for more than 80% of their grocery
purchases. Using established scales developed by prior research,
the survey measured all the variables listed above and the hypoth-
eses were tested using various multivariate regressions on the
choice data of 52-weeks prior to the receipt of the survey i.e., April
2006-April 2007. The results were consistent across both categories
(toothpaste and tortilla chips) and all our hypotheses except for the
ones on age, income, annual category purchase, category differen-
tiation, and maximizing vs. satisficing moderators were supported.
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“Fragile Enhancement of Attitudes and Intentions Following
Difficult Choices”
Ab Litt, Stanford University, USA
Zakary L. Tormala, Stanford University, USA

It is well-documented that, following difficult choices from
sets of similarly attractive options, consumers show increased post-
choice liking of chosen items, relative to choices between more
easily differentiated options (e.g., Brehm 1956). Although others
have been proposed, a prevailing explanation is that such choice-
enhancement is driven by motivated rationalization, whereby con-
sumers seek to reduce dissonance aroused by selecting one option
while rejecting similarly attractive others. This entails an active and
high-involvement process of changing attitudes and behavioral
intentions post-hoc to align them with one’s choice.

Despite considerable attention paid to understanding post-
choice attitudinal enhancement, little has focused on examining its
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stability. For example, once changed to support a choice, how do
difficulty-enhanced attitudes and intentions withstand subsequent
attack? If dissonance-driven attitude shifting is indeed an active and
thoughtful (though biased) process, then from past research show-
ing strong attitudes fostered by increased thought (Petty, Haugtvedt,
& Smith 1995), it could be surmised that post-choice attitudinal
enhancement would be quite durable in the face of persuasive
attack. Across three purchase scenario free-choice studies, how-
ever, we find such enhancement to be fragile, yielding to even
minor and superficial attacks. Moreover, rather than bolstering
attitude durability and resistance to persuasion (e.g., Petty et al.
1995), we find that heightened involvement augments this fragile
enhancement and vulnerability to attack.

Study 1: Difficulty and Fragile Enhancement. In a hypotheti-
cal product-purchasing scenario, participants ranked six digital
cameras (based on pictures and image-quality, weight, and price
information), and were then presented with a subset from which to
choose. Inline with the free-choice paradigm, choice-difficulty was
manipulated by presenting either the 20d and 5th ranked options
(“Easy-Choice” condition) or the 2nd and 3rd ranked options
(“Difficult-Choice” condition). Following this decision, all partici-
pants reported attitudes towards their chosen camera and behav-
ioral intentions such as product recommendation, purchase defer-
ral, and re-purchase likelihood. Finally, participants read a single
negative customer review of their chosen camera criticizing only
peripheral dimensions (e.g., strap-thickness, technical support),
and were again asked about their attitudes and behavioral intentions
regarding their chosen camera.

Consistent with past research, in the initial post-choice/pre-
attack stage we observed more favorable attitudes and intentions
towards products chosen in the Difficult-Choice condition. Com-
pared to the Easy-Choice condition, these participants were more
satisfied with their camera, more likely to recommend it to others,
more inclined towards future re-purchase of the same camera, and
less inclined to defer purchase. However, this enhancement did not
afford Difficult-Choice participants any additional resistance to the
negative customer review. After the attack, participants across
choice conditions did not differ in attitudes and intentions, and
within-participant comparisons showed greater collapse on these
dimensions by Difficult-Choice participants, though both groups
were affected. Moreover, whereas pre-attack positivity in attitudes
and intentions strongly predicted post-attack resilience in the Easy-
Choice condition, this was not true in the Difficult-Choice condi-
tion. In short, we observed a fragile enhancement effect in the
Difficult-Choice condition: participants enhanced attitudes and
intentions post-choice, but in a manner proving highly vulnerable
to even minor attack. Choice rationalization may thus create the
appearance of strong choice-consistent attitudes, but those attitudes
can be quite susceptible to change when tested.

Studies 2-3: The Role of Choice Involvement. Two additional
studies replicated fragile enhancement with different stimuli (Study
2: car-stereos; Study 3: customer review attacking central rather
than peripheral product-dimensions). They also provided insight
into mediation (by choice-discomfort, consistent with a disso-
nance-based motivated rationalization account) and moderation.
Most notably, we observed increased fragile enhancement as a
function of increased choice-involvement. In Study 2, attitudes and
intentions showed significant interactions between choice-diffi-
culty and measured choice-involvement: both initial enhancement
and later collapse in the Difficult-Choice condition were greater
among participants reporting high rather than low involvement.
Study 3’s replication manipulated choice-involvement by varying
the perceived importance of the choice itself. Thus, following
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difficult and important decisions, for which it would be most
desirable to have a strong and defensible position, attitudes and
intentions showed both greater post-choice enhancement and greater
vulnerability to later persuasion.

Conclusions. Results support an involved rationalization pro-
cess underlying difficulty-driven choice enhancement. In contrast
to both implicit and explicit assumptions in past research, however,
these motivated post-choice enhancements of attitudes and behav-
ioral intentions turn out to be exceptionally fragile, collapsing in the
face of even minor persuasive attack. Moreover, choice-involve-
ment appears to amplify both initial post-choice enhancement and
subsequent post-attack deflation. Thus, factors traditionally be-
lieved to foster increased resistance to attack by inducing thought-
ful attitude change may foster increased susceptibility to attack in
the free-choice paradigm. Overall, it appears that at least some
forms of dissonance-based attitude change can be easily undone,
and that involvement might have a more dynamic role in conferring
attitude strength than is apparent from past research.

References

Brehm, J. W. (1956), “Post-Decision Changes in the Desirability
of Choice Alternatives,” Journal of Abnormal and Social
Psychology, 52, 384-389.

Petty, R. E., C. P. Haugtvedt, and S. M. Smith (1995). “Message
Elaboration as a Determinant of Attitude Strength, in R. E.
Petty, & J. A. Krosnick (Eds.), Attitude Strength: Anteced-
ents and Consequences (pp. 93-130). Hillsdale, NJ:
Lawrence Erlbaum.

“The Influence of Attitude Strength on Consideration Set
Size: Strong Liking Results in Smaller Consideration Sets”
Dhananjay Nayakankuppam, University of lowa, USA
Joseph R. Priester, University of Southern California, USA
Jayati Sinha, University of lowa, USA

Introduction

How individuals come to choose one alternative over another
has lain at the heart of consumer psychology, indeed the entire field
of marketing, since its very inception. This paper follows in this
tradition, exploring a hypothesis that both builds upon past research
and helps to understand prior findings. To do so, we adopt theory
from both the literatures of attitudes (e.g., Petty and Cacioppo,
1986) and choice (e.g., Roberts and Latin, 1997): From attitudes we
use the construct of attitude strength and from choice we use the
construct of a consideration set.

Consideration set formation has proved to be important in
consumer choice processes—much variance in choice is attributable
to inclusion in a consideration set (Hauser and Wernerfelt, 1990).
Prior research has shown that inclusion in a consideration set is
influenced by attitudes but is moderated by attitude strength in that
it is particularly true for strong, rather than weak attitudes (Priester
et al., 2004). This research examines how attitude strength might
moderate attitudinal influence on consideration.

Hypothesis Development

Why is it that attitude strength plays such a role in consider-
ation? Recall that attitude strength confers greater accessibility,
such that strongly held attitudes come to mind faster than weakly
held attitudes (see Priester and Petty, 2003; Priester et al., 2004). If
a strongly liked attitude comes to mind quickly in the formation of
a consideration set, it is possible that its earlier arrival will truncate
search and result in a smaller consideration set. We base this
hypothesis on two distinct streams of research. First, Feldman and

Lynch (1988) find that the more accessible and diagnostic an
alternative is, the more likely that it will be used, and subsequent
search will be terminated. Second, Alba and Chattopadyay (1986)
find that brand salience inhibits recall of other brands. Together,
these results suggest that the extent to which an alterative is held
with greater strength, the more likely that other alternatives will not
be brought into consideration. We propose a simple, yet potentially
powerful hypothesis: This hypothesis is both consistent with, and
may well help to understand the psychological processes underly-
ing, prior literature. We test the hypothesis in two Experiments.

Experiment 1

Mitra and Lynch (1995) found that differentiating ads led to
smaller consideration sets than reminder ads. Our interpretation of
this finding is that it may have emerged because of differences in
attitude strength resulting from the different ad types. Experiment
1 was designed to examine whether attitude strength can account for
the Mitra and Lynch (1995) findings.

Specifically, experiment 1 examines whether differentiating
ads led to smaller consideration sets than reminder ads because the
differentiating ads set up conditions under which participants could
elaborate, and thus form strong attitudes, whereas the reminder
conditions did not foster such elaboration, and thus led to weak
attitudes.

Participants were provided with mock advertisements for
three brands (in three different product categories—burgers, granola
bars and pizza). They processed these advertisements under condi-
tions of either high or low elaboration, in order to form strong and
weak attitudes respectively. Elaboration was manipulated between
participants in a manner similar to Priester et al. (2004)—that is,
participants were asked to pay attention to their thoughts and
feelings as they read the ads (HiEl) or we imposed a secondary
cognitive load on them by asking them to count the number of
polysyllabic words in the ad as a way to reduce the resources that
could be allocated to elaboration (thus LoEl). After exposure to the
brands, we assessed attitudes and attitude strength, in addition to
collecting their impressions of the ads.

The participants in the HiEl likelihood conditions report
smaller consideration set sizes than those in the LoEl likelihood
condition.

Experiment 2

The second study re-analyzes the results of two previously
published studies that investigated the influence of attitude strength
on consideration and choice. Participants provided attitude and
attitude strength data towards a variety of soda and toothpaste
brands (familiar brands). They also provided consideration sets and
choice decisions in the two product categories.

This reanalysis provides further evidence that the greater the
extent to which a chosen alternative is more strongly liked than the
others in the consideration set, the more likely that the consideration
set is smaller.

Experiment 3

Inexperiment three we tested the idea of search truncationi.e.,
the attitude strength associated with aretrieved alternative serves as
asignal for search truncation. Participants were exposed to an ad for
a target brand (unfamiliar brand) under conditions of high or low
elaboration (same as experiment 1). After performing unrelated
filler tasks, they were shown a sequence of brands with some
information about each brand—one of the brands they encountered
was the target brand. The position of the target brand was varied—
they appeared at second, fourth or sixth position for different



participants. After viewing each brand, participants made two
judgments—first, whether they would like to set this brand aside for
further consideration and second, whether they would like to
proceed to view more brands or make a choice from the brands set
aside for consideration.

Results show that participants in the high elaboration condi-
tion were more likely to truncate search earlier compared to
participants in the low elaboration condition. Also results show that
the position of the target brand had no impact on the low elaboration
participants. However, the target brand had a significant impact on
the high elaboration participants. Encountering the target brand
earlier resulted in smaller set sizes as compared to encountering it
later.

Discussion

This paper advances and provides support for a rather simple,
but potentially powerful, hypothesis: Choices associated with strong
attitudes resultin smaller consideration sets than choices associated
with weak attitudes. At the most basic, this research contributes to
our understanding of the determinants of consideration set size. In
addition, this research provides a possibly more parsimonious
explanation for previous research.
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SPECIAL SESSION SUMMARY
On Being Better (or Worse) Than Others: Illuminating and Eliminating Biases in

Social Comparison
Ellie Kyung, New York University, USA

SESSION OVERVIEW

Consumers make sense of their place in the world by compar-
ing themselves to those around them. But as research in social
comparison illustrates, these comparisons are typically rife with
systematic biases—biases with documented effects on consumers’
product choices (Burson 2007), health risk perception (Raghubir
and Menon 1998), and shopping behavior (Moorman et al. 2004).
In the vast majority of documented cases, people believe they are
better than others (summarized in Dunning, Heath, and Suls 2004),
and on some rarer occasions, they believe they are worse than others
(Kruger 1999; Moore 2007). In general, people tend to believe they
are better than average on easy tasks and worse than average on
difficult tasks (Kruger 1999; Moore and Healy 2008).

Each of the papers in this special session examines better-than-
average and worse-than-average effects in consumer judgments to
collectively (a) further clarify the mechanism behind these biases,
(b) illustrate ways of overcoming them, and (c) demonstrate the
impact of such biases on real decisions.

The first paper by Menon, Kyung, and Agrawal examines how
perceived similarity between self and others in an unrelated domain
can influence social comparison judgments. The studies illustrate
the role that perceived controllability over outcomes can play in
determining whether people believe they are better or worse than
average, and how increasing perceived similarity between self and
other—versus changing the target of comparison as in previous
work—attenuates both biases. However, when motivating people to
act, attenuating these biases is not always desirable.

Building on this theme of considering similarities between
self and others, the second paper by Gershoff and Burson examines
the flawed assumptions about the distribution of reference groups.
The studies demonstrate that people consider the characteristics of
others when making judgments, but that people tend to overesti-
mate the dispersion of that distribution of others. This error can
result in both better-than-average and worse-than-average effects,
which have been shown to influence consumption decisions. Fur-
thermore, simple manipulations of scale granularity or exemplar
availability can influence the construction of these distributions,
serving to magnify or attenuate these biases when making judg-
ments.

The third paper by Cain, Moore, and Chen investigates the
generalizability of some of these effects and examines why we tend
to see a prevalence of overconfidence in the real world when
underconfidence is also demonstrated in laboratory studies. Focus-
ing on self-selection, they find that people tend to choose to
participate in tasks where they believe they are better than others.
When choosing to participate in tournaments involving real money,
people were more likely to opt to participate when the task was easy
versus difficult, even though their odds of winning were the same
for tasks of both types. Imperfect information about self and others
drives this effect.

Thus this special session examines different antecedents and
consequences of better-than-average and worse-than-average ef-
fects in consumer contexts. The first paper examines consumer
motivation to act while the second investigates performance and
usage estimates and the third evaluates market entry decisions.
These papers and the discussion that following can raise interesting
theoretical questions such as: What is the underlying mechanism

behind these biases? When and why do they occur in the “real
world”? How can they be attenuated? Is it always desirable to do so?
In short, we aim to discuss both theoretical insights and practical
applications that stem from social comparison and related theories
to deepen our understanding of when and why these biases occur
and how to improve consumer decision making.

EXTENDED ABSTRACTS

“Biases in Social Comparisons: Optimism or
Pessimism?”
Geeta Menon, University of Pennsylvania, USA
Ellie Kyung, New York University, USA
Nidhi Agrawal, Northwestern University, USA

The tendency for people to be comparatively optimistic or
pessimistic about themselves, to the point of being unrealistic, has
been well-documented. But under what circumstances do these
better-than-average and worse-than-average biases occur? Recent
work suggests that for easy tasks, people believe they are better than
average and for difficult tasks they believe they are worse than
average (Moore and Healy 2008.) We delver further into under-
standing this dichotomous bias by examining specifically how
beliefs about one’s own perceived control over an outcome and
inferences about an other’s can influence whether a better versus
worse than average bias manifests. We also illustrate that merely
increasing perceived similarity between self and others in an
unrelated domain can attenuate both of these biases and when it
might (or might not) be desirable to do so.

In a series of four studies, we show the following: (a) Better
than average effects are likely to occur when one perceives more
control over the outcome and worse than average effects are likely
to occur when one perceives less control over the outcome; (b) Both
these biases can be attenuated by increasing perceptions of similar-
ity between oneself and a comparison target person (e.g., the
average undergraduate) in an unrelated domain; (c) The mechanism
for these effects is a change in perception of one’s own control in
a domain and not a change in perception of another person’s
control; (d) Under specific conditions, people are motivated to
work harder in order to attain a positive outcome, thus helping
managers and educators to provide the right work environment and
means to do better and succeed. We illustrate these effects while
controlling for outcome valence (positive outcomes), comparison
target (average undergraduate at the school), as well as event
domain (kept constant in each study) unlike previous research that
varies these constructs to demonstrate these biases.

In Study 1, participants were asked to think of a course
important to them and presented them with two grading scheme
scenarios—one in which the outcome was highly controllable (e.g.
final exam based primarily on class lectures) and one in which it was
less so (e.g. final exam based primarily on ability to apply material
toreal world situations). They thenrated the likelihood that they and
the average undergraduate at the school were likely to get a good
grade in the course (employing indirect comparative measures) and
the extent to which getting a good grade in the course was in their
control. The results revealed that in situations of high control, a
better-than-average bias manifests while in situations of low con-
trol, a worse-than-average bias manifests. Additionally, percep-
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tions of one’s own control vary by situational context while those
of the average undergraduate do not.

In Studies 2a and 2b, we examined the attenuating effect of
perceived similarity between the self and the target other on these
two biases. Rather than varying the target to be more or less similar
to the self as in many previous studies, participants were all asked
to think about the average undergraduate and consider either ways
in which they were similar or different. Similar to Study 1, results
indicate that better-than-average biases manifest in situations of
higher control (Study 2a: trivia contest on pop culture) and worse-
than-average biases manifest in situations of lower control (Study
2b:raffle). More importantly, we find that an increased in perceived
similarity, even when the comparison target is kept constant,
attenuates both biases.

In Study 3, we employed an experimental design similar to
Study 1, but included a series of dependent measures related to
motivation in the context of preparing for the course (hours spent
preparing for class, likelihood of visiting professor during office
hours, effort and motivation to work hard.) In lower control situa-
tions, where worse-than-average biases pervade, highlighting simi-
larities leads to greater motivation to act while in higher control
situations, where better-than-average biases pervade, highlighting
differences leads to greater motivation to act. Mediation analysis
revealed that perceptions of one’s own control over these situations,
and not the other’s, drive this result.

Thus our studies integrate a variety of findings in extent
literature by identifying outcome controllability as a variable that
determines whether a better-than-average versus worse-than-aver-
age bias manifests, illustrating that in the face of uncertain informa-
tion about others, highlighting perceived similarity can attenuate
these biases. Furthermore, information about similarity or differ-
ences with others leads to changes in the perception of one’s own
control rather than that of the other person—people appear to use
information by others to update information about themselves.
Claritying the roles of outcome controllability and perceived simi-
larity in these comparative biases allows us to specify how situa-
tions can be framed to motivate desired behavioral action, such as
in domains of education, employee incentive schemes, and benefi-
cial public behaviors.

“It’s Not Just Me: The Role of Inferences about Reference
Distributions on Estimates of One’s Own Comparative
Performance”

Andrew Gershoff, University of Texas at Austin, USA
Katherine A. Burson, University of Michigan, USA

Research exploring how people make estimates about them-
selves compared to others has found systematic biases. For in-
stance, easy tasks produce better-than-average (BTA) effects while
difficult tasks produce worse-than-average (WTA) effects. Re-
searchers have generally argued that these biases are due to partici-
pants’ errors in combining the information about themselves and
others into percentile estimates: People focus primarily on informa-
tion about themselves and fail to incorporate information about the
reference group (i.e. Kruger and Burrus 2004).

In three studies, we show that judges do attend to others when
evaluating their relative standing, but that they tend to believe that
others are distributed dispersly across the possible outcomes.
Especially for easy or difficult tasks, the true distributions of
performance are actually skewed. The first study illustrates how
this simple misestimation can explain BTA and WTA effects. We
then demonstrate that participants do indeed incorporate these
beliefs about others into their comparative assessments. In studies
2-3, we are also able to show that participants’ perceptions of the
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reference group are labile. We demonstrate that simple availability
or response scale manipulations can change the perceived disper-
sion of others and subsequently change estimates of relative stand-
ing.

In study 1, we gave participants one difficult, one moderate,
and one easy quiz about everyday knowledge. Participants esti-
mated their own score, provided us with their perception of distri-
bution of others’ performances on each quiz, and estimated their
own relative standing. As predicted, participants believed they
were WTA on the difficult quiz, were unbiased on the moderate
quiz, and BTA on the easy quiz. However, inspection of the
estimated distributions revealed that they were significantly more
disperse than the actual distributions of performance. To examine
whether participants showed BTA and WTA biases because they
ignored others’ when forming their relative perceptions, we created
anew variable we call “should standing”: Given each participant’s
estimated score and estimated distribution of others, we calculated
the percentile that each participant should have estimated. This
variable contained both information about the participant’s ex-
pected score and the distribution of performance in which that score
lay. As predicted, regressions showed that BTA and WTA effects
were explained by both participants’ beliefs about their own scores
and the distribution of scores. Specifically, this information fully
mediated the relationship between estimated score and estimated
percentile.

The next two studies also show that participants incorporate
beliefs about others into their relative assessments. However, these
studies also extend the results of the previous study to show how
trivial manipulations can influence perceptions of the reference
group and hence whether people believe they are better or worse
than others.

In study 2, we asked participants how far they could putt in
golf, how many Trivial Pursuit questions out of 20 they could
answer correctly, and how many cell phone minutes they used per
month. This time, the perception of the distribution of others for
each of the three domains was manipulated. We varied the granu-
larity of the scales. For instance, for trivial pursuit, one condition
estimated the scores of the reference group on a scale that high-
lighted poor performance (0 correct, 1 correct, 2 correct, ....6-10
correct, 11-15, etc.) while the other condition estimated others’
performances on a scale that highlighted good performance (0-5
correct, 6-10 correct, 11-15 correct, 16 correct, 17 correct, 18
correct, etc.). Similar scale-granularity manipulations were used in
the other two domains. As predicted, percentile estimates were
significantly shifted by the scale manipulation. When low numbers
on the scale were highlighted, participants tended to estimate that
more of their reference group fell in this area of the scale than when
the high numbers were highlighted. Furthermore, it was partici-
pants’ incorporation of these distributional beliefs that explained
the occurrence of both BTA and WTA effects.

Study 3 manipulated perceptions of the distribution by ma-
nipulating the availability of distributional extremes. We showed
participants a website for products for short or tall consumers.
Participants examining the “short” website believed they were
taller than those viewing the “tall” website. Once again, inspection
of the perceived distributions of others showed that the manipula-
tions produced a significant shift in these perceptions and it was
these perceptions that explained relative estimates.

These experiments show that participants can incorporate
beliefs about others into their percentile estimates and strongly
suggest that inaccurate estimated distributions are to blame for
relative miscalibration. If these perceptions of relative standing are
inaccurate, so may be purchases. But, if marketers anticipate that



22 / On Being Better (or Worse) Than Others: Illuminating and Eliminating Biases in Social Comparison

people are likely to imagine referent distributions as normal, they
may be able help them make better decisions.

“Overconfidence and Entry into Competitions: Reconciling
Discrepant Results”
Daylian M. Cain, Yale University, USA
Don A. Moore, Carnegie Mellon University, USA
M. Keith Chen, Yale University, USA

Numerous research results attest to the robustness of people’s
belief that they are better than others. The strength of this evidence
was sufficient for the most popular social psychology text in the
United States to claim that “for nearly any subjective and socially
desirable dimension...most people see themselves as better than
average” (Myers 1998). Griffin and Varey (1996) went further,
claiming that “Overconfidence is not only marked but nearly
universal.” So it is noteworthy that recent studies have found strong
evidence of instances in which people, on average, believe that they
are worse than others (Kruger 1999; Moore 2007). We attempt to
reconcile these discrepant findings.

Our reconciliation focuses on self-selection and argues that
people naturally choose tasks on which they believe they are better
than others. Therefore, wherever people can choose whether to take
part, we should expect to find that competitors generally think they
are better than others, even when they are not. We introduce a lab
experiment—a market-entry game of skill-with both hard and easy
tasks and allow participants to choose where to compete. We
expected that people would be more likely to believe that they had
performed better than others on the easy task than the hard one.

Hypotheses. We devised a market-entry game in which par-
ticipants had to choose which of two tournaments they would enter.
We randomly varied both the size of the prize associated with each
tournament and the difficulty of the quiz, where scores determined
entrants’ chances of winning the prize. Each entrant’s probability of
winning the prize for a given tournament was proportional his or her
relative quiz performance. For half of our participants, the hard quiz
was associated with a $90 prize and the easy quiz was associated
witha $45 prize. For the other half of our participants, the prize sizes
were reversed.

Given prior experimental findings (Rapoport, Lo, and Zwick
2002), we predicted our experimental participants would respond to
increased prizes with increased entry. The Nash equilibrium would
predict that two-thirds of participants in each condition would
choose the prize with the larger size. This implies the expected
value of entry in each tournament would be equal.

These predictions stand in contrast to prior findings that
people believe they are better than average on easy tasks and worse
than average on hard tasks, which led us to predict excess entry in
tournaments of easy tasks and insufficient entry in tournaments of
hard tasks. Finally, we also predicted that those who most overes-
timate their performances on any particular task relative to others
would disproportionately choose to compete in it. Consequently,
we predicted that, subjects would, on average, believe that they
were better than average at that task where chose to compete.

Method. The 160 participants in our experiment took two ten-
item tests, one easy and one hard. Each test was associated with a
cash prize. Participants had to choose which prize to compete for.

Results. On average, participants were more likely to believe
that they were better than others on the easy quiz (M=0.30,SD=1.76)
and worse than others on the hard quiz (M=-0.12, SD=2.14),
1(159)=2.41, p<0.02. The majority of participants (67 percent)
chose to compete for the prize associated with the easy quiz. This
difference overwhelmed the effect of our manipulation of prize
size. Similar proportions of participants chose to compete for the

easy prize, regardless of whether it was the $90 prize (70 percent)
or the $45 prize (64 percent). However, looking only at the contests
where participants chose to compete, they reported themselves to
be, on average, above average (M=.36, SD=1.92), t (159)=2.35,
p=.02.

Discussion. Most of our participants chose to compete in the
easy tournament. Of those, 68% would have been better off indi-
vidually competing in the hard tournament; and all but one would
have been better off switching when the hard tournament held the
large prize. So, participants correctly anticipated more competition
in the easy tournament, yet flooded into the easy test tournament.
No doubt this is because the easy test is where participants tended
to underestimate others and therefore tended to believe that they
were better than others.

This paper also illustrates how it is that self-selection produces
a situation in which people systematically believe that they are
better than others at the tasks in which they have chosen to engage.
When people are free to choose where to compete, they self-select
into domains where they think they have relative advantage. It is
also interesting that this effect can result from individuals making
rational choices with imperfect information. In other words, people
make errors because they have imperfect information regarding
their own and others’ performances. However, many of these errors
are consistent with Bayesian logic (which underlies differential
regression). The final result, however, is that sensible people
making sensible choices can produce an outcome that appears
irrationally myopic, biased, and is collectively inefficient.
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SPECIAL SESSION SUMMARY
Positive Emotions Are Like a Box of Chocolates: Without Identifying the Different Flavors

You Never Know What Behavior You’re Going to Get
Lisa Cavanaugh, University of Southern California, USA
Barbara Fredrickson, University of North Carolina, USA

SESSION OVERVIEW

How might different types (flavors) of positive emotions
differentially influence consumption behavior? Many consump-
tion decisions are driven primarily by a desire to cultivate positive
emotional experiences for ourselves and for others. Despite the
importance of positive emotions to marketing, researchers know
relatively little about how or why specific positive emotions may
influence behavior in different ways. For example, previous re-
search shows that positive emotions can influence consumers in
both favorable ways (e.g., increased helping and improved prob-
lem-solving; see Isen 2001; Isen 2008 for reviews) and unfavorable
ways (e.g., increased stereotyping and shallow processing; see
Cohen, Pham, and Andrade 2008 for a review). But to date little
attention has been given to whether these effects may vary system-
atically across different positive emotions. The papers presented in
this symposium investigate how and why different positive emo-
tions influence consumer behavior in distinct ways.

This symposium bridges theoretical perspectives on positive
emotions (i.e., appraisal, broaden-and-build, and evolutionary) to
argue that positive emotions are more complex than consumer
researchers have assumed to date. Together they present evidence
and develop theory to explore why specific positive emotions
uniquely impact consumers’ judgments and behaviors across a
range of consumption contexts important to marketing researchers.

Cavanaugh, Bettman, and Luce demonstrate that dimensions
of positive emotional appraisal help to explain how specific posi-
tive emotions broaden consumers’ thought-action repertoires in
unique ways. They demonstrate dissociations among positive emo-
tions characterized by problem-solving (e.g., hope), social connec-
tion (e.g., love and gratitude), and control (e.g., pride) appraisals
using both manipulated and measured emotions. These specific
types of positive emotions differentially influence effortful behav-
iors (e.g., considering more choice options and engaging in envi-
ronmental actions) as well as socially conscious behaviors (e.g.,
behaviors benefiting distant others and donations to international
relief).

Building on this theme, Algoe, Haidt and Gable examine
other-praising positive emotions (e.g., gratitude, elevation, admira-
tion). The authors present new data on the distinct situational
appraisals and cognitive consequences of other-praising emotions.
Across lab and field studies, this research demonstrates the impor-
tance of eliciting appropriate positive emotions for particular con-
sumer contexts (e.g., gift-giving) and for producing desired effects
for firms and service providers (i.e., promoting lasting relationships
with both new and established consumers).

Griskevicius, Shiota, and Neufeld draw on an evolutionary
approach to examine discrete positive emotions. They examine
how specific positive emotions influence cognitive processing in
the context of advertising and persuasion. In particular, they predict
and find that certain positive emotions (e.g., amusement) lead to
more heuristic processing while other positive emotions (e.g., awe)
lead to more systematic processing of messages. This research
helps to elucidate discrepancies in the literature regarding the
relationship between positive emotion and consumer processing.

In keeping with the conference theme “A World of Knowl-
edge At the Point of Confluence,” the papers in this session bring

together distinct theoretical perspectives on emotion (i.e., ap-
praisal, broaden-and-build, and evolutionary theories), which are
likely to inspire much interest and debate. A rich discussion of these
findings on the differential effects of positive emotions will be led
by Barbara Fredrickson. As the Principal Investigator of the Posi-
tive Emotions and Psychophysiology Lab at the University of North
Carolina and author of a 2009 book entitled Positivity, Dr.
Fredrickson is a leading expert on positive emotions. Fredrickson
has suggested that positive emotions serve a unique function—
broadening thought and action tendencies and building enduring
resources (Fredrickson 1998; 2001; 2009). In this symposium, she
will share her expertise and unique insights on the role of positive
emotions in consumer behavior research and facilitate discussion in
a twenty-minute segment. This symposium is likely to appeal to
researchers interested in emotion and decision-making as well as
transformative consumer research. The research presented contrib-
utes to our understanding of how and why consumers behave the
way they do in the domains of brand relationships, gift-giving,
donation behavior, socially conscious consumption, advertising
and persuasion. These findings have important implications for
marketers, individual consumers, and society.

EXTENDED ABSTRACTS

“Feeling Good and Doing Better: How Specific Positive
Emotions Differentially Influence Consumer Behavior”
Lisa A. Cavanaugh, University of Southern California, USA
James R. Bettman, Duke University, USA
Mary Frances Luce, Duke University, USA

Many consumption decisions are driven by a desire to culti-
vate positive emotional experiences for ourselves and others.
Marketers, likewise, go to great lengths to engineer positive emo-
tional experiences for consumers. However, researchers lack a
clear understanding of the distinct behavioral consequences of
different positive emotions.

We build on appraisal theory (Lerner and Keltner 2000, 2001;
Raghunathan and Pham 1999; Smith and Ellsworth 1985) and the
broaden-and-build theory of positive emotions (Fredrickson 1998,
2001) to understand the influence of different positive emotions on
consumption behaviors. The broaden-and-build theory suggests
that all positive emotions function similarly to broaden momentary
thought-action repertoires. Instead, we argue that specific positive
emotions broaden in distinct ways based on differences in apprais-
als. In particular, we use both manipulated and measured (disposi-
tional) emotions to show that certain positive emotions may broaden
a consumer’s sense of self while others may broaden a consumer’s
efforts or consideration set.

In study 1, we characterize positive emotions in terms of new
appraisal dimensions. The results show that positive emotions can
be reliably distinguished along multiple appraisal dimensions,
including two new dimensions: social connection (sense of connec-
tion to others) and temporal focus (focus on past, present, future).
Notably, the dimensions that explain the greatest amount of vari-
ance among these positive emotions are different from the dimen-
sions used previously to understand important differences in nega-
tive emotions. Specifically, we find that problem-solving (sense of
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needing to expend energy or effort) and social connection (sense of
connectedness to others) best distinguish among the positive emo-
tions considered.

Studies 2—5 were designed to test whether the patterns of
appraisals established in Study 1 enable prediction of differential
effects of positive emotional experience, using specific emotions
that are manipulated (studies 2 and 3) and positive emotional blends
that are both measured (study 4) and manipulated through televi-
sion commercials (study 5). We hypothesize that two different
forms of broadening—broadened sense of self versus broadened
consideration—will be triggered by different positive emotions,
namely emotions high in social connection (e.g., love and gratitude)
for broadened sense of self and emotions high in problem-solving
(e.g., hope and interest) for consideration and effortful actions. We
also introduce a new methodology accounting for the extent to
which a consumer regularly experiences an array of positive emo-
tions to develop appraisal dispositions characterizing the chroni-
cally active appraisal dimensions for that consumer. Thus, the
appraisals underlying specific positive emotions can be used not
only to predict consumers’ momentary emotional states but also to
predict patterns of behavior linked to the specific emotions that a
consumer experiences regularly.

In study 2, we test our hypothesis that a high social connection
positive emotion (love) but not a low social connection positive
emotion (hope) will lead to a broadened sense of self and hence
more socially conscious consumption behaviors benefiting distant
others, with this difference dampened or eliminated for behaviors
benefiting close others. As predicted, we find an emotion by social
distance interaction on likelihood of engaging in socially conscious
consumption behaviors. Specifically, momentary love increases
intentions to engage in socially conscious behaviors benefiting
distant others significantly more than hope. In contrast, love and
hope have identical effects on behavior benefiting close others, i.e.
above those in the neutral emotion condition. Significant moder-
ated mediation demonstrates that appraisals of social connection
mediate the relationship between emotion and behavior for distant
but not close others.

In study 3, we test our hypothesis that specific positive
emotions can lead to opposite effects within the same consumption
context, i.e. in response to a fundraising appeal. We predict and find
that a high perceived control emotion (e.g., pride) will lead donors
to prioritize restricted (vs. unrestricted) monetary gifts more than a
social connection emotion (e.g., love) and that a high social connec-
tion emotion (e.g., love) will lead donors to prioritize international
(vs. domestic) relief more than a high perceived control emotion
(e.g., pride).

Since emotional blending (i.e., experiencing multiple positive
emotions concurrently) is particularly common among positive
emotions, studies 4 and 5 examine positive emotional blends based
on dimensions of appraisal. In study 4, we examine how combina-
tions of dispositional positive emotions form appraisal dispositions
which chronically influence consumption behavior and lead to
distinct forms of broadening. In study 4, we predict and find
evidence of a double dissociation such that positive emotions
characterized by problem-solving (but not social connection) lead
to broadened consideration (considering more options and more
information seeking) and those characterized by social connection
(but not problem-solving) lead to more socially conscious con-
sumption behaviors benefiting distant others—two distinct forms
of broadening. Simultaneous regression models based on the social
connection and problem-solving appraisal disposition scores showed
that different appraisal dispositions lead, as hypothesized, to these
different types of broadening.
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Study 5 predicts and finds that momentary positive emotional
blends (based on positive emotional appraisal types) can similarly
influence behavior. Participants who viewed a television commer-
cial characterized by a problem-solving emotional blend (hope and
interest) subsequently committed to more effortful environmental
actions (e.g., bringing canvas bags to the grocery store; unplugging
appliances not in use) than those who viewed a commercial depict-
ing a social connection blend (love and gratitude). Mediation
analysis shows that appraisals of problem-solving explain the
relationship between positive emotional blend type and engage-
ment in such actions.

In sum, five studies show that different positive emotions
broaden in different ways and that different types of broadening
foster different types of consumption behaviors. These results are
among the first to characterize the different effects of distinct
positive emotions. They provide the first empirical demonstration
of differential broadening. We also introduce new appraisal dimen-
sions useful for distinguishing among positive emotions and the
new concept of appraisal dispositions as a means for characterizing
chronic patterns of emotion and appraisal tendencies that influence
consumption.

“Opportunity Knocks: Other-Praising Positive Emotions in
Action”
Sara B. Algoe, University of North Carolina, USA
Jonathan Haidt, University of Virginia, USA
Shelly Gable, UC Santa Barbara, USA

Emotions mark moments and reliably coordinate humans’
adaptive responses to common environmental situations that have
arisen across millennia. New research and theory suggests that this
characterization of emotions applies equally well to positive and
negative emotions (e.g., Fredrickson & Branigan 2005). However,
whereas scientists have a robust understanding of the form and
function of distinct negative emotions like fear, anger, and disgust,
relatively little is known about the form and functions of distinct
positive emotions. This is despite the fact that positive emotions are
experienced more frequently than negative emotions in daily life
(e.g., Fredrickson 2009; Fredrickson and Losada 2005), and despite
the fact that consumers crave, seek, and shape their lives to find
positive emotional experiences.

A critical environmental factor in the experience of human
emotion involves our social nature. Humans are often inspired and
touched by the actions of others, triggering a range of positive
emotional responses that have implications for behavior (Algoe and
Haidt 2009). Drawing on theory from emotion and relationship
science, we present data to document the distinct form and function
of three positive emotions from the “other-praising” family: eleva-
tion, admiration, and gratitude. We then focus on specific positive
emotions (e.g., gratitude) to illustrate the importance of eliciting the
right appraisals (i.e., in gift-giving) to produce the desired effects
promoting relationships with new and established consumers.

We first provide data to highlight key theoretical differences
between moral elevation, admiration, and gratitude. These data
document spontaneously-generated behavioral intentions that make
each other-praising emotion distinct from joy, and each distinct
from the other. As “other-praising” emotions, each emotion may
help to enhance the reputation of the target (i.e., the praiseworthy
other), but each appears to have unique form and function (Algoe
and Haidt 2009).

Next, we present data from two experiments (studies 1 and 2)
designed to demonstrate the distinct appraisal and motivational
patterns of two other-praising emotions: moral elevation and admi-
ration. Participants were randomly assigned and exposed to the
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emotion manipulation (elevation/ admiration/ amusement) in each
of two ways: a standardized video clip viewed in the lab, and then
for a three-week period they completed reports each time they
experienced the type of situation to which they were assigned. As
predicted, results from each study showed distinct appraisals for
each other-praising emotion, distinct patterns of emotional re-
sponse, and distinct patterns of motivation.

In Studies 3 and 4, we hone in on a specific other-praising
emotion particularly relevant to firms and service providers (e.g.,
relationship marketing) and consumer choice (i.e., gift-giving):
gratitude. In these studies, we illustrate how understanding the
situational appraisals that produce a given emotion help us better
understand subsequent consumer beliefs and behavior. Simply
receiving a gift is not enough to produce the emotion of gratitude.
The actual emotional response is what matters in the coordination
of the desired behavior.

Instudy 3, we present afield study suggesting thatexperienced
gratitude has important and long-term implications for building
loyalty and lasting relationships between new consumers and firm
employees (Algoe, Haidt, Gable 2008). In this study, we explore the
dynamics and implications of gift-giving among new brand ini-
tiates (i.e., sorority sisters) during an annual tradition on college
campuses. In this study, new members of a sorority, who received
avariety of benefits (i.e., a series of gifts) from a specific benefactor
over the course of four days, reported their appraisals and emotional
response to receiving each benefit (i.e., gift). The results show that
beyond liking for and cost of the benefit, the perception that the
benefactor was responsive to the needs and wishes of the recipient
in the provision of the benefit robustly predicted gratitude. For the
first time, these data show that, beyond cost/benefit analyses,
gratitude entails perceptions of a benefactor’s understanding, vali-
dation, and caring. Mostly notably, these findings have remarkable
long-term implications for the relationship with the benefactor. In
fact, follow-up measures show that the recipient’s gratitude expe-
rienced during gift-giving predicted the benefactor’s feelings about
the relationship one month later regardless of time spent together.

In study 4, we provide evidence that effective expression of
gratitude predicts consumers’ feelings of relationship satisfaction
and connection in long-term relationships as well (Algoe, Gable,
and Maisel in press). To illustrate how essential other-praising
emotions are to meaningful real-world outcomes, we examine their
role in long-term relationships as well. Study 4 measured emotions
and change in relationship quality in people with already estab-
lished relationships. Specifically, we wanted to see what experi-
enced gratitude could add in an already established relationship.
Members of couples independently reported their emotional re-
sponses to interactions with their partners that day and then pro-
vided daily ratings of relationship quality for two weeks. Using
multilevel modeling to pair couple-members’ responses and assess
change over time, a participant’s gratitude predicted a partner’s
increased feelings of satisfaction with and connection to the rela-
tionship from the previous day. These finding held for men and for
women, and controlled for several alternative explanations. As a
contrast, the emotion of indebtedness, which is also associated with
repayment behavior and so theoretically could build a relationship,
was not associated with increased relationship quality when in-
cluded in the same models. Thus, everyday gratitude appears to
work as a booster shot for these relationships. In sum, a costly
benefit is not enough; you need to get the appraisals and the specific
positive emotion right to produce desirable relationship effects.

In just the past few years, evidence has accumulated that all
positive emotions are not “happiness.” Instead, emotions like
admiration, gratitude, and elevation have distinct forms and func-

tions. These studies demonstrate that these emotions are differen-
tiated in everyday life, and that they work in specific ways to change
beliefs about the praiseworthy characteristics of the target, shape
motivations to interact with the target and the world, and can have
lasting impact on relationships, with implications for building
customer loyalty and mutually beneficial relationships. Under-
standing the basic functions of specific positive emotions and
specific types of positive emotions is important to unlocking their
potential.

“Why Different Positive Emotions Have Different Effects:
An Evolutionary Approach to Discrete Positive Emotions
and Processing of Persuasive Messages”

Vladas Griskevicius, University of Minnesota, USA
Michelle N. Shiota, Arizona State University, USA
Samantha Neufeld, Arizona State University, USA

Imagine you’re watching a pleasant television program. The
program may be a travel show featuring awe-inspiring natural
wonders, or an animal program about baby animals; it may be a
sitcom that makes you laugh, or a highly anticipated sporting event.
At some point during the program, you’re likely to encounter a
commercial message intended to persuade you. Given that any of
these programs will elicit positive feelings, are you likely to process
the persuasive message more carefully or more carelessly than if
you felt no emotion at all?

The answer to this question might initially appear simple:
Much research already shows that positive affect leads people to
process messages in a more heuristic or careless manner. In the
present series of experiments, we examine the complexity layered
upon this general effect and address some of the mechanisms
behind this complexity. Whereas traditional approaches have ex-
amined the influence of affective valence on cognition, our ap-
proach emphasizes differences among the likely evolutionary,
fitness-enhancing functions of discrete emotions of the same va-
lence, and suggests that emotions of the same valence can have
quite different consequences.

Although positive emotion was long considered a single
construct, researchers have begun to offer functional definitions of
specific varieties of positive emotion, whereby different positive
emotions facilitate fitness-enhancing responses to distinct types of
opportunities (e.g., Keltner et al. 2006; Kenrick and Shiota 2007,
Fredrickson 1998; Griskevicius et al. 2009). In the current research,
we assessed the impact on processing of persuasive messages of
four functionally distinct positive emotions described in previous
literature (e.g., Keltner et al. 2006): amusement, enthusiasm,
nurturant love (i.e., compassion), and awe.

Amusement is the positive emotion experienced during social
or cognitive play, including humor. Play behavior and the experi-
ence of humor are both associated with a distinctive “drop-jaw”
smile and/or laughter, expressions that promote social bonding by
letting down one’s guard and signaling social support. Enthusiasm
serves primarily to facilitate the acquisition of material resources
and rewards such as food. For example, consider the feeling
experienced when smelling the preparation of a delicious dinner, or
the feeling of excitement after overhearing that you might be getting
a raise. Enthusiasm draws attention to predictable associations
among cues of reward, the experience of reward, and behavioral
strategies for acquiring rewards.

Nurturant love (sometimes referred to as compassion) is the
feeling of love and concern for another’s well-being, typified by
one’s emotions when seeing an infant, small child, or baby animal.
This positive emotion serves to motivate nurturant and care giving
behavior, such as attending closely to the target’s needs and



protecting the target from possible harm. Awe is the feeling of
wonder and astonishment experienced in the presence of something
novel and difficult to grasp. Prototypical elicitors of awe include
panoramic views, works of great art, and others’ remarkable ac-
complishments. This positive emotion serves to facilitate new
schema formation in unexpected, information-rich environments.
Accordingly, awe leads people to shift their awareness away from
day-to-day concerns and toward current incoming information.

The first goal of the current research was to investigate the
effects of these four positive emotions on the processing of persua-
sive messages. This question was addressed by developing and
validating two different methods to elicit the positive emotions, and
by assessing the emotions’ influence on persuasive message pro-
cessing using two well-established paradigms. In Study 1, emotions
were elicited by having participants write about a personal emo-
tional experience with a prototypical elicitor of a specific positive
emotion and processing was assessed via the classic “comprehen-
sive exams” paradigm. In Study 2, emotions were elicited by
reading a short story depicting prototypical elicitors of a specific
positive emotion, and processing was assessed via another method
involving a different type of attitude topic and heuristic cue (see
Tiedens and Linton 2001).

In both experiments, we found that the positive emotions of
enthusiasm and amusement enhanced heuristic processing, consis-
tent with traditional findings on the influence of positive affect.
Participants induced to feel either of these two emotions were more
easily persuaded by a weak argument that had persuasive heuristic
cues than those in a neutral control condition. In fact, a closer look
at previous studies indicates that researchers have generally used
“positive affect” manipulations targeting one or more of these
emotions: watching a funny video clip, which elicits amusement;
receiving a gift of candy, which likely elicits enthusiasm.

In contrast, when individuals were in the positive emotional
state of awe (e.g., seeing a breathtaking panorama for the first time)
or nurturant love (e.g., seeing a cute, vulnerable child), they were
significantly less persuaded by weak arguments than people in an
emotionally neutral state—an effect that suggests systematic pro-
cessing (e.g., Tiedens and Linton 2001). Overall, we found that
positive affect can produce more heuristic or more systematic
processing than an emotionally neutral state, depending on the
specific positive emotion that is elicited in the person.

We additionally examined whether the effects of different
positive emotions were accounted for by a common mediator or by
different mediators. To address this goal, we investigated whether
several of the positive emotions were associated with different
cognitive appraisals (Tiedens and Linton 2001), or with different
patterns of thoughts about the persuasive message. We did not find
that certainty—or any other single appraisal dimension—adequately
explained our pattern of findings. Also, no single aspect of thoughts
about the persuasive message adequately explained the pattern of
positive emotion effects. Instead, meditational analyses suggest
that enthusiasm, amusement, nurturant love, and awe each affect
persuasion through a somewhat different mechanism, some of
which are yet to be established empirically. This is consistent with
the evolutionary perspective driving our research, which defines
each emotion as a fitness-enhancing package of cognitive, physi-
ological, and behavioral responses to a prototypical eliciting situa-
tion. Different emotion packages may include some overlapping
elements, but no single element (such as an appraisal dimension) is
expected to account for the effects of all emotions.
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SPECIAL SESSION SUMMARY

Exploring the Links between Stigma and Consumption
Elizabeth Crosby, University of Illinois at Urbana-Champaign, USA
Cele C. Otnes, University of Illinois at Urbana-Champaign, USA

SESSION OVERVIEW

Goffman (1963) describes stigma as the possession of an
attribute that has a negative connotation, and that deviates from
what s considered normal in a specific category of people. Whether
a particular attribute is considered a stigma varies depending
largely on environmental and situational factors. Furthermore,
what may be regarded as a stigma in one situation may be consid-
ered normal in another. Nevertheless, people cope with perceived
stigmas in a variety of ways. Stigma management consists of the
strategies employed by the stigmatized consumer or some other
person on his or her behalf to cope with the stigma (Goffman 1963).
Stigmais a well-researched phenomenon in sociology and psychol-
ogy. Scholars have examined stigma management strategies such
asresignation, confrontation, concealment, and enclave withdrawal
(Miller and Kaiser 2001). Researchers have also explored the
psychological effects of stigmatization, which include despon-
dency and helplessness (Abramson et al. 1989). However, some
stigmatized individuals view their stigmas as “blessings in dis-
guise,” which can reap positive effects such as increased self-
esteem (Ainlay et al. 1986).

Stigma and stigma management have emerged as important
constructs within consumer research. Stigma has been examined in
relation to senior citizen discounts (Tepper 1994), subcultures
(Kozinets 2001), low-literate consumers (Adkins and Ozanne 2005,
Viswanathan, Rosa, and Harris 2005), and coupon redemption
(Argo and Main 2008). Unfortunately, however, these constructs
are often regulated to the background as other constructs take center
stage or are context-specific. Yet stigma and stigma management
deserve study in their own right, because of their implications for
consumer behavior and consumer welfare. This special session
places the study of stigma front and center, by exploring the
complex relationships among stigma, stigma management, and
consumption. Elizabeth Crosby and Cele C. Otnes (University of
Illinois at Urbana-Champaign) explore how consumers use con-
sumption to manage stigma in a wide variety of contexts. Bige
Saatcioglu (HEC Paris) and Julie Ozanne (Virginia Tech) examine
stigma within the context of poverty. Daiane Scaraboto (York
University) and Eileen Fischer (York University) examine how
groups of stigmatized consumers collectively manage their stigma
online. Madhu Viswanathan (University of Illinois at Urbana-
Champaign) compares the stigmas and coping strategies for low-
literate and poor consumers across two different cultures.

EXTENDED ABSTRACTS

“Consumption as a Strategy for Stigma Management”
Elizabeth Crosby, University of Illinois, Urbana-Champaign,
USA
Cele C. Otnes, University of lllinois, Urbana-Champaign. USA

In his seminal book on stigma and stigma management,
Goffman (1963) argues that consumers can be stigmatized because
of their social class. A stigma “refers to an attribute that is deeply
discrediting” (Goffman 1963, 3). There are many different sources
of stigmas in society, from age to a physical handicap. A consumer’s
stigma “makes him different from others in the category of persons
available for him to be, and of a less desirable kind”” (Goffman 1963,

3). Stigmatization affects not only how people perceive themselves,
but also how they feel others perceive them (or will perceive them
if others know about their stigmatized attribute) (Crocker, Major,
and Steele 1998). Research finds that stigmatization can result in
positive and negative psychological effects. Stigmatized individu-
als may also suffer from low self worth and depression (Abramson
et al. 1989) while others may experience increased self-esteem
(Ainlay et al. 1986). Much of the psychological effects of stigma
depend on how the individual manages the stigmatization (Ainlay
etal. 1986). As such, it is important to understand how individuals
cope with stigma. Numerous studies have looked at how individu-
als cope with a particular stigma, such as social class (Granfield
1991), racially stigmatized individuals (Crandall, Tsang, Harvey,
and Britt 2000), and HIV stigmatized consumers (Emlet 2007).
Furthermore, consumer researchers also have explored the concept
of stigma in particular contexts including senior citizen discounts
(Tepper 1994), subcultures (Kozinets 2001), low-literate consum-
ers (Adkins and Ozanne 2005, Viswanathan, Rosa, and Harris
2005), and coupon redemption (Argo and Main 2008).

This study explores how individuals use consumption to
manage stigma across contexts. For this study, I collected 102
consumer narratives from young adult informants who detailed
their experiences with being stigmatized. The narratives describe
many different stigmas based on such characteristics as gender,
race, religion, and social class. In analyzing the text, I sought out
emergent themes while also engaging in dialectical tacking (Strauss
and Corbin 1998). I read all narratives multiple times to identify
salient and emergent themes (McCracken 1988).

The preliminary analysis reveals that informants employ four
consumption-related strategies to manage stigma: (1) concealment,
(2) reduction, (3) redirection, and (4) disclosure. With Conceal-
ment, individuals consume certain products that will hide their
stigma. Consumers deliberately choose products that conceal their
stigma. For example, one informant, William, felt stigmatized by
his social class, and bought clothing accessories that he believed
would conceal his lower social class. Consumers may feel pres-
sured to make these consumption choices, fearing if they do not,
their stigma will be revealed. This strategy has consumer welfare
implications, because consumers may be pressured to spend be-
yond their means or consume products that are harmful to their
health.

With Reducing, people attempt to decrease their stigma by
limiting the consumption of products that might exacerbate their
stigma. Informant Molly is often stigmatized because of her mul-
tiple tattoos. Others have told her that “tattoos make you look like
a criminal.” Even though she would like to have more, Molly has
limited her tattoos to four so that the effects of her stigmatization are
within certain boundaries.

With Redirection, consumers manage their stigma by shifting
attention away from it. They consume products that highlight some
other attribute they have to make their stigma less noticeable.
Consumers thus shift others’ attention away from the stigmatized
attribute to some other attribute that better represents how they want
others to view them. Another informant Mark was stigmatized for
not being an athlete. In order to combat this characterization, he
carried his drumsticks “prominently” on the outside of his back-
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pack, directing people’s attention away from his lack of athleticism
to his musical talents.

Finally, with Disclosure, individuals can also manage their
stigma by making consumption choices that intentionally draw
attention to it. In doing this, consumers make the statement that they
are not ashamed of whatever attribute for which they are stigma-
tized. Furthermore, consumers may also seek out consumption
opportunities where they can meet with other individuals who are
stigmatized by the same attribute (Kozinets 2001, Muniz and Schau
2005). Informant Michael notes that he enjoyed skateboarding, but
felt that others stigmatized him for it, considering him to be a
juvenile delinquent because it. He dealt with the stigma by immers-
ing himself more fully in the activity. Michael started spending
considerable time at the skate park with other skateboarders. He
also changed his style of dress to match the other skateboarders, so
that he could easily be identified as a skateboarder. This paper will
fully unpack each of these strategies, as well as their implications
for consumer welfare and consumer research.

“The Voices of Trailer Park Residents: Towards a
Multidimensional Understanding of Stigma”
Bige Saatcioglu, HEC Paris , France
Julie L. Ozanne, Virginia Tech, USA

Since Goffman’s (1963) seminal work on stigma theory, a
profusion of research has explored the sources, nature, and conse-
quences of stigma. However, much consumer research on stigma
focuses on stigma management strategies from a psychological
perspective investigating micro-level interactions within market-
place encounters (see, for exceptions, Hill 2001; Hill and Gaines
2007). Fewer studies take into account the deeply embedded socio-
cultural stigmas that permeate particular contexts. Thus, a need
exists for more research involving socio-cultural accounts that
explore the development of stigmas through not only marketplace
behaviors but also consumers’ dialectical relationships with the
macro social structure (Link and Phelan 2001). Furthermore, the
relationships between stigma and its related components (e.g.,
different forms of deprivation and exclusion) need to be taken into
account in order to arrive at a richer understanding of the social
construction of stigma.

Poverty is one such state through which multiple co-existing
social, cultural, motivational, and material dynamics emerge. Pov-
erty is not only about economic and material shortage but it also
involves a lack of socio culturally perceived necessities (Sen 2000)
and social exclusion from meaningful interactions and exchanges
(Bauman 2000). However, traditionally, poverty is treated as merely
an economic problem; the poor suffer from material deprivation.
Implicit in this approach known as the ‘absolute poverty’ is a one-
dimensional deprivation in which individuals lack economic capi-
tal to meet their primary material and physical needs (Lister 2004).
Consistent with this tradition, much consumer research on poverty
focuses on the economic aspects of resource-constrained consum-
ers’ lives while overlooking social, cultural, and motivational
dynamics (see, for exceptions, Hill and Stamey 1990; Chakravarti
2006). Alternatively, a more multidimensional perspective takes
into consideration different types of deprivations and stigmatiza-
tions experienced by poor consumers. Here, poverty is not merely
economic and material shortage of resources; rather, it is a multidi-
mensional, relational, dynamic, and complex phenomenon that
encompasses many different realities of the poor. It is the lack of
“consumer adequacy,” defined as “the continuous availability of a
bundle of goods and services that are necessary for survival as well
as the attainment of basic human dignity and self-determination”
(Hill 2002, p. 20).
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The present research builds on these nuanced relationships
that exist between the impoverished consumers and multiple social
constituents. We demonstrate five distinct social constructions of
poverty deriving from five fragmented social identities adopted by
the poor to manage and cope with multiple social stigmas. Our
research shows that, even within the same bounded geographical
setting, there exist various meanings and flavors of stigma. For
example, within the institutionalized and cultural norms, poor
people are assigned multiple labels and, as consumers, they are
categorized as “flawed, blemished, and defective consumer
manquées” (Bauman 2005, p. 38). Poverty is also seen as a
“manifestation of moral defect”; that is, a blemish of the individual
character since it is assumed that the poor are generally responsible
for their socio-economic status (Lewis 1970). Moreover, poor
people are stigmatized as groups or communities, indicating a
tribal-like social stigma as advanced by Goffman (1963). Taking an
ethnographic approach within the context of a mobile home park,
we investigate how the poor negotiate their social identity and
manage multiple stigmas in everyday life. Consistent with a multi-
dimensional approach to poverty, we first untangle different types
of stigmatizations experienced by mobile home residents. We then
explore a wide range of stigma management strategies they employ.

Mobiles homes, once a low-cost opportunity for blue-collar
workers to realize the middle-class American dream of home
ownership and upward social mobility, have turned into degraded
forms of housing since the 1960s. Their unusual appearance and
potential mobility represent a threat to conventional American
housing ideals and norms. Moreover, the negative social stereotyp-
ing of mobile home residents as dirty, lazy, and criminal-minded
individuals further contributes to the stigmatization of mobile home
parks as “white trash icons” (Bérubé and Bérubé 1997). Conse-
quently, our findings suggest that mobile home residents are
stigmatized on various dimensions and experience different forms
of social devaluation. Within such proliferation of co-existing
stigmas, our informants employ a variety of stigma management
strategies to either manage or transform those cultural representa-
tions and practices that stigmatize. For example, many informants
fight back against the stigma of ‘trailer park trash’ by expressing
their pride in their homes through artistic and creative home
projects. Others take a more consumption-oriented approach to
poverty management and reject the label of poor and inadequate
consumers through middle-class consumption aspirations. Those
park residents with a stronger sense of belonging and affiliation to
the mobile home park engage in collective community revitaliza-
tion projects. Attimes, this active civicengagement extends beyond
the confines of the trailer park and includes wider social settings
such as the town council and religious communities. Such partici-
pation into meaningful social interactions and civic activities help
park residents cope with feelings of isolation, exclusion, and
alienation from mainstream consumer society. In contrast with
these active stigma managers, some mobile home residents take a
more subtle approach to stigma management. They emotionally
distance themselves from similar others, engage in downward
social comparison, and become outsiders within the “ghetto of
similarly deficient consumers” (Bauman 2005, p. 41). Finally,
other poor consumers who actually own the stigma of poverty
reconstruct the meaning of stigmatization through horizontal social
comparison and bonding capital (Putnam 2003).

Thus, this research approaches social stigma of poverty as a
relational, multi-faceted, and dynamic process whereby individuals
with different levels of agency and aspirations and multiple social
constituents interact in an intertwined web of power relations
(Waxman 1983). Combining individual-psychological and macro-
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social research traditions on stigma and exploring multiple co-
existing social stigmas within a mobile home park community, this
research extends our understanding of stigma creation and manage-
ment.

“From Individual Coping to Collective Action: Stigma
Management in Online Communities”
Daiane Scaraboto, York University, Canada
Eileen Fischer, York University, Canada

Current perspectives on stigma define it as a persistent pre-
dicament with widespread consequences for stigmatized individu-
als (Henry and Caldwell 2006). This conception of stigma implies
that to promote effective change, a multifaceted and multilevel
approach is necessary. To combat stigma, it is necessary to address
issues related to the many mechanisms that can emerge in the
context of disadvantaged outcomes. Consumer researchers have
mainly focused on understanding the consequences of stigmatiza-
tion for consumers and on identifying individual passive strategies
of stigma coping, as opposed to active strategies to change stigma.
Similarly, other social science research has paid limited attention to
active responses to stigma (Miller 2006). Despite a recent move
towards a more contextualized, less pathological view of stigmati-
zation (Dovidio, Major, and Crocker 2000, Miller and Major 2000),
active responses to stigma have received limited consideration. In
particular, collective responses have yet to be considered.

We propose that because they tend to challenge the legitimacy
of an existing status situation and involve the elaboration of
alternative meanings for individual and collective behavior while
fighting the economic and social aspects that underlie the stigma,
collectives fighting a stigma can be studied as a form of social
movement. On the macro level, the focus is on the role of culture in
giving rise to challenges to entrenched features of social structures,
such as those that support particular stigma. On the micro level, the
focus in on how individual identities and behaviors lead them to
challenges to specific features of such structures (Pichardo 1997).
The new social movement perspective and consumer culture litera-
ture lend support to our investigation of a collective of stigmatized
consumers. We are interested in identifying and explaining how
collectives attempt to deal with marketing practices that they view
as reinforcing aspects of a particular stigma. We are also interested
in how these collectives attempt to influence marketers to mitigate
stigma in society more broadly. Our research is conducted in an
online context by a qualitative investigation of the “Fat Acceptance
Movement” (FAM) which fights the stigma associated with fat.
This choice of context also contributes to extend our understanding
of stigma in consumption domains. Prior studies on stigmatized
consumers exclusively address domains where the stigma is con-
cealable or not readily apparent, as for low literacy (Adkins and
Ozanne 2005, Wallendorf 2001), subculture membership (Henry
and Caldwell 2006, Kozinets 2001), and senior age (Tepper 1994).
In face-to-face encounters, fat people cannot easily pass for “nor-
mal” (Goffman 1974) or conceal their stigma. Besides, heavy-
weight individuals are generally considered blameworthy, unlike
other physically stigmatized people, like the handicapped (Page
1984). Weight bias has existed for a long time, but only recently it
has received the attention of researchers, legislators, and advocates
(Brownell 2005).

The FAM is mostly an online phenomenon. Offline activities
associated with the movement are infrequent, while the online
group spreads globally over anet of interconnected blogs and social
networking websites (Samuel 2007). This online community de-
nounces the “weight loss industry,” questions the notion of an
obesity epidemic, advocates “Health at Every Size,” and fights

weight-based discrimination (Rabin 2008). It constitutes a site of
documented interactions that can provide insight into key aspects of
how a community manages the stigma. Consistent with the nature
of the phenomenon, we employ “netnography” (Kozinets 2002) to
orient data collection and analysis. The study also involves inter-
viewing individuals associated with the FAM movement and in-
cludes participant observation in offline settings. This method-
ological approach takes us closer to the meanings attributed by
members to their actions, and provides an understanding of issues
related to intersectionality (Gopaldas et al. 2008) and representa-
tiveness within the community.

A primary contribution of this investigation will be to explore
how the actions of collectives fighting a stigma impact on cultural
and marketplace practices, and, conversely, will illuminate the
evaluation of market practices’ impact on stigma-related issues. In
addition, this study will shift significantly our theoretical under-
standing of stigma management from an individual, passive, to a
collective, active perspective. This study will also have significant
implications for social scientists engaged in stigma related research
by addressing the stigma associated with fat, an important source of
debate and concern to public policy makers and to legions of
consumers who struggle with the embodied experience of being fat
in a society that reveres thinness. Our preliminary findings indicate
that, as a consequence of taking part in collective advocacy against
their stigma, these individuals become more critical of the social
scene, and highly conscious of human relations. In this sense, they
are more inclined to notice and discuss market practices that
represent their group in a positive or biased way. Furthermore, we
find support to prior research (e.g. Henry and Caldwell 2006, 1035)
suggesting that “in contrast to withdrawing into an enclave, the
stigmatized individual may respond by challenging the stigma label
by attempting to participate in the mainstream domains.” Our study
offers empirical evidence that endorses this assumption and also
identifies how a collective of stigmatized individuals interact with
the market to develop workable ways to fight the stigma and
achieve mainstream insertion.

“Understanding Stigma and Coping Strategies across
Resource and Literacy Barriers: A Cross-Cultural
Comparison”

Madhu Viswanathan, University of Illinois at Urbana-
Champaign, USA

This presentation will examine stigma and stigma manage-
ment among low-literate, low-income consumers in the US and
subsistence consumers and entrepreneurs in South India. Our
research has focused on understanding marketplace behaviors of
individuals living across literacy and resource barriers in the US and
in South India. We draw from 15 shopping observations and 35 in-
depthinterviews of students at adult education centers in the US and
from 75 in-depth interviews of low-income, low to moderately
literate buyers and sellers in South India.

Research on low-literate consumers in the US has highlighted
stigma and related coping strategies (Adkins and Ozanne 2005,
Viswanathan, Rosa, and Harris 2005). Adkins and Ozanne (2005)
employ dimensions of identity management strategies and accep-
tance or rejection of stigma arising from low literacy to identify
types of low-literate consumers. Researchers have noted that seem-
ingly straightforward events such as having insufficient money at
the checkout counter can be cause for despair for low-literate
consumers, attributed to not something as mundane as forgetfulness
but to the state of low literacy and the stigma attached to it (Gau and
Viswanathan 2008). Viswanathan et al. (2005) report a number of
coping strategies including avoidance, dependence on others, and



social deception. The contrast with even poor but literate consum-
ers who are not stigmatized by their literacy level is striking, in
terms of the willingness of such consumers to complain and seek
redress in the marketplace when compared to the relatively passive
reactions of low-literate consumers (Gau and Viswanathan 2008).

On the other hand, the nature of stigma associated with being
poor in an advanced country needs to be disentangled from the
stigma associated with low literacy. The social stigma of being
barely literate may heavily influence purchase decision-making,
such as giving up on functional attributes to avoid embarrassment.
In shopping contexts in the US where a certain level of literacy is
assumed, the presentation will examine the nature of stigma at-
tached to low literacy and low income as well as associated coping
strategies. Large retail settings, with advanced technology for
computation and symbolic package information assume certain
levels of literacy. Low-literate consumers negotiate shopping en-
counters apprehensive about being “caught” or “exposed” for their
lack of literacy. A sharp contrast is provided by a different setting
across the world where poverty and low literacy are both more
widespread. Our research on subsistence consumers and entrepre-
neurs in South India provides comparative insights on stigma and
its management. This intensely relational marketplace is character-
ized by 1-1 interactions and oral communications, with consumers
sharing adversity with small entrepreneurs. Much of the market-
place for the large population of poor, low-literate consumers is
relatively distinct from those for the middle and upper strata of
society. Subsistence consumers and entrepreneurs learn to evaluate
generic products, bargain, count money, and develop related mar-
ketplace skills despite their lack of literacy and low income. As a
result, we have described these marketplaces as being resource-
poor but network rich (Viswanathan 2007), and a stepping stone for
developing consumer skills.

With widespread poverty and low literacy, there is almost
camaraderie in an otherwise extremely harsh world among the poor
and social networks that provide support. The nature of stigma in
these settings may be quite different, arising to a lesser extent from
poverty or low literacy, but nevertheless existing at more extreme
levels of these dimensions. For example, with extreme poverty,
households have no choice but to renege on family traditions and
associated expenses relating to weddings, birth or death, often
leading to stigmatization and being ostracized from family circles.
Similarly, public humiliation, the method through which non-
collateral loans of astronomic interest are enforced, works by
stigmatizing the family for being unable to pay back money they
owe. Thus, the very same rich social networks that play a facilitat-
ing role can also amplify stigma and the need for its management.
Compared to poverty, low literacy leads appears to lead to distinctly
different and arguably more acute stigma, an issue that will be
explored in the presentation. Despite subsistence marketplaces that
do not rely on or assume a high level of literacy, low-literate
individuals view themselves as possessing an attribute with a
negative connotation, i.e., as a stigma, often an explanation for their
being in the state of poverty. Low literacy can lead to fear of
conversation and enquiry in s shopping context, feelings of futility
even when cheated, and an acceptance of conditions as they are—
often justified by the stigma of low literacy. Significant events such
as learning a specific trade can act to lessen the stigma of lacking
formal education. In summary, this presentation will take a cross-
cultural journey toward understanding the nature of stigma in
strikingly different marketplaces with distinctly different levels of
poverty and low literacy, while emphasizing the interplay between
low income and low literacy.

References available from the authors.

Advances in Consumer Research (Volume 37) / 31



SPECIAL SESSION SUMMARY

Talk the Green Talk, Shop the Green Walk?
Gary Bamossy, Georgetown University, USA
Basil Englis, Berry College, USA

SESSION OVERVIEW

While the environmental movement in the United States is not
new, its history is characterized by a series of stops and starts. Many
view Carson’s Silent Spring as the beginning of the modern envi-
ronmental movement. In exposing the toxic hazards many widely-
used pesticides and herbicides posed for non-targeted organisms,
Carson’s work raised awareness and prompted a new public dis-
course. American consumers began to re-conceptualize everyday
decisions as affecting the interconnecting environmental web.
Disturb the web in one area and the entire web trembles from the
impact (Carson 1962). In their growing concern about pollution,
suburbanization, and pesticides, American consumers began to
understand, or at least to develop incipient awareness that their
consumption choices have a broader, sometimes far-reaching im-
pacton the environment. Yet this begs the question of how much has
changed since the 1960s.

In 1989, just months prior to the 20th anniversary of Earth Day,
a nationally representative survey of 1000 American consumers
found that 89% of shoppers claimed to be concerned about the
environmental impact of the products and services they purchased.
Nearly as many (78 %) said they would be willing to pay a premium
for a product packaged with recyclable or biodegradable materials
(Makower, 2009). And the beat goes on...Numerous commercial
market research efforts provide consistent evidence that American
consumers are aware of and concerned about environmental issues
(MINTeL, 2008; American Environics, 2008; Bonini and
Oppenheim/McKinsey, 2008; Karel and Neufeld/Yankelovich,
2007; Pike et.al./Earth Justice, 2008; LOHAS, 2009). While all
these surveys report high levels of awareness and concern for issues
that are variously described as “Environmentalism,” “Sustainable
Consumption,” “The Environment,” or in its simplest and most
generic term, “Green,” these studies also consistently report that
few consumers translate their concerns into action. Most American
consumers will not go out of their way to find “green” products and
about one-half say that price premiums prevent them from buying
“green.” American consumers “Talk the Green Talk,” but do not
“Shop the Green Walk.” This chronically weak relationship be-
tween Green Awareness/Attitudes and Green Behavior provides
both the rationale and the focus of this Special Session proposal.

For decades, scholars have studied the relationships between
attitudes, social norms, cultural context(s), rational decision mak-
ing processes, and behaviors. With respect to Green in particular, a
key challenge becomes applying such research. Thus, the challenge
is to create a paradigm shift in how consumers’ think about and act
with respect to the environment. How can consumer behavior
research play arole in moving “green behaviors” (however broadly
defined) from being a set of values and behaviors that is present in
only small segments of American society to one of green(er) values
and behaviors that are part of the mainstream marketplace?

This special session offers theoretical perspectives and em-
pirical support that challenge us to take up and apply our discipline’s
talents for transformative research on an issue thathas meaning, and
does matter on the ground, in the market, right now (Mick, 2006;
2007). The likely audiences for this session includes researchers
with an interest in transformative consumer research as a general
domain, those with specific interests in green marketing and con-
sumption, consumer reactivity, consumer resistance and practice

theory, as well as colleagues with interests in applying theoretical
perspectives in the public interest.

Our focus is on proposing research perspectives to better
understand the multitude of reasons as to why consumers have been
so reluctant to move from high levels of awareness and concern for
the environment towards behaviors of sustainable consumption.
We argue that green consumption behaviors must be understood
within the context of a process of increasing individualization,
where consumers can find ways to feel both responsible and
empowered in dealing with environmental risks to both the wider
global planet and themselves. The papers in this session recognize
that Green is multi-layered and complex; that “Green-Washing”
makes consumers feel cynical and confused; that Green is imbued
with social status and is seen by many as divisive as opposed to
uniting; and that consumer’s feelings are accompanied by reactiv-
ity, resistance, doubts and insecurities about the consumer choices
we all face (Dolan, 2002; Connolly and Prothero, 2008; Kilbourne
and Carlson, 2008; Englis and Bamossy, 2009; Lorenzen, 2009;
LOHAS 2009).

EXTENDED ABSTRACTS

“Green Dilemma: Libertarian Values Trump Communal
Values”
Basil G. Englis, Berry College, USA
Gary Bamossy, Georgetown University, USA

We report the results of a large scale survey of American
consumers which segments the market on the basis of consumers’
attitudes toward the environment and how these different consumer
segments engage (or, more often, don’t engage) in pro-environ-
mental consumer behaviors. As noted earlier, various industry
studies estimate that 80-90% of American consumers are aware of
and concerned about environmental issues, but far fewer translate
their concerns into action. However, most consumers will not go out
of their way to find “green” products and about one-half say that
price premiums prevent them from buying “green” (Mintel 2008).
A key question that consumer researchers should address is how (or
perhaps, “can”?) we create a paradigm shift in how consumers’
think about and act withrespect to the environment. To contextualize
this research within the framework of Transformative Consumer
Research, how can we re-position sustainable consumption from
being a niche behavior to become a more widespread behavior
adopted in a more consistent manner by the majority of consumers?

There is some industry research which gives us insights on
segments of green consumers. One study found that approximately
12% of the U.S. population (about 35 million people) were “True
Green” consumers (Mintel 2008)—consumers who not only regu-
larly buy green products, but also incorporate green behaviors such
as reducing consumption, re-using products when possible, and
recycling. Another study identifies a population segment character-
ized by a “Lifestyle Of Health And Sustainability” (French and
Rogers 2008), and there is even a website devoted to the LOHAS
lifestyle (www.lohas.com). With a few exceptions (e.g., Dieckmann
and Preisendorfer 2003; Ger 1999; Thorson, Thomas and Moore
1995; Meijer and Schuyt 2005), we find far less emphasis in the
current consumer research or marketing literatures on studying
consumers attitudes toward environmental issues and how these
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attitudes do (or do not) impact consumers’ behavior. Our research
explores how the U.S. population is segmented according to their
attitudes toward environmental issues and how these attitudes map
onto pro-environmental behaviors.

We conducted a large-scale survey using a sample of 4,082
adults drawn from a commercially maintained online consumer
panel and matched to the demographic profile of the U.S. popula-
tion (income, gender, age, geography, and ethnicity). We asked
participants to fill out the New Ecological Paradigm Scale, an
instrument designed to capture respondents’ general orientations
toward the environment (see Dunlap et al. 2000 for a review of this
scale’s development). We also asked respondents to complete an
extensive battery of items about their pro-environment behaviors
(adapted from Barr 2006; Cordano, Welcomer and Scherer 2003;
McDonald and Oates 2006).

Using factor, cluster, and discriminant analyses to identify
consumer segments and provide various forms of evidence regard-
ing validity of the results, our analyses of this extensive attitudinal
and behavioral data reveal several interesting findings: consistent
with prior research (Mintel 2008) we found that nearly 70% of
consumers hold pro-environmental attitudes, although the correla-
tions between environmental attitudes and environmental behav-
iors vary greatly across segments, and for many types of behaviors,
within segments. Further, more than 30% of the population is
largely indifferent to environmental issues despite the large amount
of recent media coverage concerning global warming (e.g., An
Inconvenient Truth) and pollution (e.g., prior to the Beijing Olym-
pics). In addition to reporting on the underlying attitudinal and
behavioral differences between segments, we also have strong
empirical support regarding fundamental differences in beliefs
about our basic role as consumers, and the impact of our consump-
tion on the environment. One large segment of consumers believes
that there are basic limits to human growth, while another large
segment believes that growth can be achieved without harming the
environment. A third relatively small group (11%) expresses envi-
ronmental concerns but also believes that humans should “rule over
nature.” This segment of consumers tends to hold a more optimistic
view (e.g., that human ingenuity can overcome negative environ-
mental consequences), while also exhibiting just modest levels of
pro-environmental behavior overall.

The descriptive contribution of identifying different seg-
ments of consumers based on their attitudes and beliefs regarding
the environment, and examining their (lack of) green behavior is a
first step. The important second step is to recognize that within each
of these existing segments which vary in their attitudes and behav-
iors, there is a need for new understanding into how to further
cultivate and increase green behaviors. This goal is at the heart of
Transformative Consumer Research, and is the key focus of this
paper, and presentation.

“Change Is In the Air?”
Steven French, Natural Marketing Institute! , USA
This paper discusses key findings taken from NMI’s 2007 and
2008 Lifestyles of Health and Sustainability (LOHAS) Consumer
Trends Database® (LCTD), an annual quantitative study which
measures and describes the marketplace for LOHAS products, the

INatural Marketing Institute (NMI) is a strategic consulting, mar-
ket research, and business development company specializing in
the health, wellness, and sustainable marketplace. NMI is the
parent firm for LOHAS, with validated data from 35,000 consum-
ers across 10 countries. For more information on NMI, and
LOHAS, see: www.NMIsolutions.com and http://
www.nmisolutions.com/r_lohas.html
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consumers who use them, consumers’ expectations of corporate
behavior, and attitudes toward environmental and social issues. In
this presentation, particular attention is paid to evolving consum-
ers’ attitudes, behaviors, and product/service usage patterns. Based
on nationally representative surveys of 4,033 and 2,074 consumers
conducted in July 2008 and July of 2007 respectively, the data
clearly suggests that despite the economic crisis currently facing
consumers, there continues to be high levels of concern about
environmental issues and that consumers want to “act green.” But
at the same time, the findings point to a marketplace of consumers
who are overwhelmed with green information and green dilemmas,
tensions surrounding “green-washing,” and confusion about just
what is the best and most “green” course of action.

In just the past year, concern and discussion about environ-
mental issues has soared by 30% (from 2007 to 2008), with more
consumers reporting that “everywhere they turn people are talking
about the environment” (LOHAS, 2009). At the same time, con-
sumers increasingly do not want to make a sacrifice when buying
environmentally-friendly products. Rather, consumers report feel-
ing that manufacturers have had enough time to successfully
integrate green benefits into products and that the purchase of
“green” products should come without sacrifice in performance or
inconvenience in acquisition. Furthermore, there is evidence that
consumers are moving away from eco-friendly products that do not
deliver on traditional attributes and benefits of performance. Con-
sistent with this finding, the data also show that while consumer
concern about the environment is increasing, their purchasing
decisions continue to be determined mainly by price (a factor for the
acquisition of almost all goods and services).

Consumers are also more likely toreport feeling overwhelmed,
saying that it is too difficult to consider all of the impacts of their
actions. For example, upgrading old appliances to energy-efficient
models means that old appliances will be sent to a landfill since
appliance recycling can be inconvenient and costly. Buying Fair
Trade fruit from Chile means foregoing local options that require
fewer greenhouse gas emissions in transit. An issue in developing
more mainstream adoption of sustainable consumption behaviors is
that consumers feel it takes too much effort to consider all of the
implications of their decisions, let alone make the “right” one.

Within the context of this “eco-information overload”, this
study also reports on the beginnings of consumer efforts to become
more organized as well as consumer efforts at marketplace resis-
tance by using a variety of tools to express their sentiments and to
affect change. Increasing numbers of consumers are using social
networking tools such Al Gore’s “We Can Solve It”
(www.wecansolveit.org) network to influence political agendas,
and websites such as EnviroMedia’s Greenwashing Index
(www.greenwashingindex.com), which allows consumers to score
the credibility of sustainability-related advertising.

NMTI’s research findings suggest that sustainability clearly
remains on consumers’ radar screen despite the economic down-
turn, while at the same time, their expectations about green products
and information has changed. They are expecting all of the tradi-
tional and green benefits in a product/service at the right price, with
no sacrifice in convenience. They also want companies to cut
through the confusion and clearly spell out the environmental
benefits. Confusion over divergent marketplace signals and the
tensions among the myriad of “seemingly” green choices represent
key areas for consumer research. This presentation offers cutting
edge empirical findings that the green “rules of the game” have
changed markedly in just the past few years with respect to
consumer expectations—results which offer new perspectives on
developing relevant, transformative consumer research efforts.
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“Dispersed Practices and Cultural Models: Implications for
More Sustainable Electricity Consumption”
Eric J. Arnould, University of Wyoming, USA
Melea Press, University of Wyoming, USA

Our research aims to cast light on strategies of intervention to
induce more sustainable household electrical energy consumption.
Electrical energy consumption is crucial to the discussion of
sustainability because it is foundational to so many other consump-
tion practices that negatively impact the biosphere. We pay special
attention to consumer tendencies for evasion and participation in
the market system.

Based upon the limited research so far conducted on energy
consumption and sustainable consumption generally, our argument
is that classic approaches to mass behavioral change, such as
pricing and public information linked to social marketing, are not
likely to be effective in inducing more sustainable consumption.
The reason is that electrical energy consumption is embedded in
taken-for-granted dispersed behavioral practices. Practices are nor-
mative behavioral predispositions, something like the notion of
habitus in Bourdieuan theory. They are comprised of discursive
how-to knowledge, tacit know-how, and affective commitments
and typically interact with rhetorical practices of representation. In
contrast, specialized or “integrative” practices, for example, those
associated with brand community participation are constitutive of
particular domains or fields of social life and entail specialized behavioral
expertise and jargon (Schau, Muniz and Arnould, forthcoming). In
sum, practices are performative predispositions in which consump-
tion behaviors are embedded (Schatzki, Cetina and von Savigny
2001; Warde 2005).

Dispersed practices, unlike integrative practices, are inher-
ently more resistant to change because of their deeply tacit, rather
than discursive nature. The appropriate performance of gender or
composing a “proper’”’ meal are other examples of deeply rooted,
distributed practices. However, when distributed practices are
challenged by market signals, powerful cultural models may be
enlisted to defend them. For example, in North America, distinctive
beliefs about Americans rights in nature, as well as the ideology of
American exceptionalism may drive both resource intensive and
luxurious “green” lifestyles that are cloaked in an ideology of
frugality (Ludicke, Thompson and Giesler, n.d.). Furthermore,
consumers’ experience of macro-social phenomena associated
with the global risk society also provides a constraint to behavioral
change. Finally, misunderstandings about electric energy and alack
of household level tools for managing energy interact to inhibit the
emergence of more sustainable practices. Thus, approaches to
behavioral change based on a grasp of macro level social forces,
including general sociological drivers of consumer behavior such
as postmodern authority, consumer reactivity, social strain, and
Commons tragedies, midrange cultural models like American
exceptionalism, and dispersed practices associated with conform-
ing, innovative, ritualized, and retreatist, and rebellious responses
to innovation in electricity markets, are more likely to provide
actionable insight.

Our findings about energy consumption are based on ongoing
research conducted in energy markets in the Rocky Mountain west
in collaboration with electric energy providers. Data collection and
analysis will proceed during the spring and summer. Our research
aims to account for 1) the range in response to price and technology
innovations that cannot be explained by demographic characteris-
tics alone; 2) to identify the cultural and social drivers of resistance
to, and innovation in, demand for innovative energy solutions; and
3) to identify the informational and other tools firms may need to
move market segments to more active pro-innovative practices.
Our results have implications for so-called green marketing and

sustainable consumption generally (Bartiaux 2008; Beck 2006;
Maruyama, Nishikido and ITida 2007; Nash 1982; Owens and
Driftill 2008; Shove 2003; Warde 2005; Wilhite 2005; Wiistenhagen
and Bilharz 2006).
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SPECIAL SESSION SUMMARY

Money and People Make Strange Bedfellows
Deborah Small, University of Pennsylvania, USA

SESSION OVERVIEW

Money often has peculiar effects on social relationships.
Technically-speaking, money serves as a medium of exchange and
a measure of wealth. Yet the ways that consumers feel about and
behave with respect to money has implications that extend beyond
money’s economic purposes. Depending on the situation, money
can either draw people closer together or isolate them, it can make
them behave selfishly or altruistically, and it can engender relation-
ship satisfaction or relationship conflict. The objective of this
session is to discuss emerging research linking thoughts and feel-
ings about money to social behavior. It also seeks to explore how
such patterns ultimately influence relationship satisfaction and
happiness more generally.

The four papers included in this session represent different
perspectives on the role of money in interpersonal behavior. All
papers are in late stages of completion (working paper, under
review, and in press). The first two papers focus on relationships
with strangers and friends, and the latter two papers focus on
romantic relationships and marriage. Vohs will begin by examining
the reciprocal link between thoughts of money and social exclusion.
Then Norton will present research examining when spending
money on others is most likely to promote happiness for both those
on the spending and receiving end. Mead will move the focus to
communal relationships in presenting research showing that money
reduces felt moral obligations and trust in interdependent contexts.
Finally, Rick will present research examining how emotional
reactions toward spending money influence romantic attraction and
marital satisfaction. We expect these papers will provoke produc-
tive discussions about the multifaceted impact of money in relation-
ships. This session will appeal to a wide range of consumer behavior
scholars and especially among those focused on money and other
valued resources, interpersonal interactions, romantic relation-
ships, emotions, and well-being.

ABSTRACTS

“Social Rejection and Desire for Money”
Kathleen Vohs, University of Minnesota
Xinyue Zhou, Sun Yat-Sen University
Roy Baumeister, Florida State University
Prior work showed that reminders of money led people to put
more physical distance between themselves and another as well as
choose activities to be enjoyed alone rather than with friends and
family. These findings suggest that money reminders decrease
social needs. Does this extend to being rejected by others too? Three
studies tested the relationship between money reminders and social
exclusion. Interpersonal rejection caused an increase in the desire
for money. Counting slips of currency (compared to paper) reduced
feelings of distress after social exclusion. Being reminded of having
spent money, however, intensified the pain of social exclusion.

“Putting the “Social” in Prosocial Spending: Interpersonal
Giving Promotes Happiness”
Michael I. Norton, Harvard Business School
Lara Aknin, University of British Columbia
Elizabeth Dunn, University of British Columbia
Recentresearch has demonstrated the positive impact on well-
being of spending money on others. We explore the impact of
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increasing the “social” in prosocial spending, hypothesizing that
the benefits of such spending are amplified when giving takes place
in an interpersonal context. In a field study in which we gave
participants Starbucks gift cards, the benefits of having coffee with
a friend were particularly pronounced when participants treated
their friend to that coffee. In a dictator game, the amount of money
giventoreceivers was associated with happiness for both givers and
receivers only when offers were made face-to-face.

“Reminders of Money Weaken Sociomoral Responses”
Nicole Mead, Tilburg University
Kathleen Vohs, University of Minnesota
Krishna Savini, Stanford University
Tyler Stillman, Florida State University
Roy Baumeister, Florida State University
Money reminders evoke a self-sufficient state that implies that
each person take care of him/herself (Vohs, Mead, and Goode
2006). The present work tested whether money reminders produce
self-sufficient behavior even within communal domains, which
endorse of a code of caring for and respecting others (i.e., opposite
of self-sufficiency). Even within communal contexts, money re-
minders reduced sociomoral responses. In India, money reminders
diminished perceived moral obligations (experiment 1). In roman-
tic relationships, money reminders reduced willingness to help
(experiment2). Experiment 3 showed that money reminders height-
ened perceptions that other people act in their own self-interest,
which in turn reduced trust.

“Fatal (Fiscal) Attraction: Tightwads and Spendthrifts in
Marriage”
Scott 1. Rick, University of Michigan
Deborah A. Small, University of Pennsylvania
Eli J Finkel, Northwestern University
Although most attraction research suggests that “birds of a
feather flock together,” surveys of married adults reveal that oppo-
sites attract when it comes to emotional reactions toward spending
money. That is, “tightwads,” who find the prospect of spending
money painful and thus tend to spend less than they would like, tend
to marry “spendthrifts,” who find spending painless and thus spend
more than they would like, consistent with the notion that people are
attracted to mates who possess characteristics dissimilar to those
they deplore in themselves (Klohnen and Mendelsohn 1998).
Unfortunately, spendthrift/tightwad differences stimulate conflict
over money, diminishing marital satisfaction.
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SPECIAL SESSION SUMMARY

The Pitfalls of Fame: Insights from Human Brands
Marie-Agnes Parmentier, HEC Montréal, Canada

SESSION OVERVIEW

Consumers relate to brands of many types, but none more than
human brands, “one of several operationalizations of the broader
concept of a brand” (Thomson 2006: 104). Human brands (some-
time equated with celebrities) are a vital part of both contemporary
culture and the contemporary market economy. Given the centrality
of human brands to consumers’ lives, it is surprising that research
that touches directly on the topic is extremely limited within our
literature. The purpose of this symposium was to offer a forum for
scholars interested in how consumers relate to and co-create human
brands. Our aim was to provide insights on how human brands come
to have the meanings they do, the implications of having powerful
human brands, and the role consumers play in human brand
development. In the first presentation, Hope Jensen Schau (Univer-
sity of Arizona) and Cristel Antonia Russell (University of Auckland)
examined how the human brands developed by actors in television
series matter to the relationships consumers form with these actors
and the characters they portray. Next, Marie-Agnes Parmentier
(HEC Montréal) and Eileen Fischer (York University), using case
studies of David Beckham and Ryan Giggs, provided insights into
the factors at play in the emergence and evolution of human brands
with which consumers form relationships, and the practices that
help maintain and restore human brand equity in the eyes of both
fans and industry insiders when equity erodes. In the third presen-
tation, Susan Fournier (Boston University) discussed the approach
that has driven Martha Stewart’s brand building effort while reveal-
ing the flaws of this approach, highlighting how it falls short
because of its failure to take into account the full range of processes
that feed the creation of human brands. Finally, Matt Thomson
(University of Western Ontario), discussed the papers and offered
some concluding remarks on the issues raised as well as avenues for
future research.

EXTENDED ABSTRACTS

“The Ties that Bind: Consumer Engagement and
Transference with a Human Brand”
Cristel Antonia Russell, University of Auckland, New Zealand
Hope Jensen Schau, University of Arizona, USA

Beginning with Fournier (1998), research on consumer-brand
relationships has assumed a level of anthropomorphism and is
guided by the extant literature on interpersonal human relation-
ships, asserting that brands can be active relationship partners.
Research shows that consumers develop relationships with celeb-
rities (Thomson 2006), TV characters (Russell, Norman and Heck-
ler 2004), and service providers (Price and Arnould 1999) because
the human brand is capable of a wider range of attribute evolution
than an inanimate consumption object and has an enhanced reci-
procity potential. Human brands provide a vivid context to examine
consumer-brand relationships because they mature and adapt to
changing circumstances; or put simply they more closely mimic
relationships between and among people.

This research investigates another parallel with human rela-
tionships: transference, the tendency to carry over attachment
patterns from one relationship to the next. We focus on consumers’
experience of the cessation of a brand’s production, to identify
whether and to what degree transference occurs with subsequent
offerings of the human brand. The literature on human loss, and the

processes of grief, mourning, and recovery, provides a conceptual
basis for investigating the emotions and behaviors associated with
the departure of a favored brand and the process of transference
whereby new relationships are impacted by previous relationships.

According to adult attachment theory, previous relationship
patterns can reemerge when people form new relationships
(Andersen and Cole 1990). Past experiences and interpersonal
patterns learned are superimposed onto the new relationship, in-
cluding memories and affective responses. Transference is most
likely triggered when previous relationships are salient (Andersen
et al. 1995). In psychiatry, Freud (1917) proposed that the period
following a loss is used for decathexis, the incremental divestment
of libido from memories of the lost object, and that it eventually
leads to recathexis, the redirection of libido from the memory of the
lost person to available survivors which removes the cause of the
pain and renews opportunities for pleasure. Research shows that the
process of transference applies to a greater degree when there is
more resemblance between the old and the new relationship objects
(Brumbaugh and Fraley 2006). This process has clear implications
in the domain of human brands, but, as in the brand extension area
(Aaker and Keller 1990; Boush and Loken 1991), the process of
transference might apply best when consumers perceive coherence
between original and the extension.

The extant transference literature suggests that a brand’s
withdrawal might prompt the development of new consumer-brand
relationships where the previous relationship pattern resurfaces.
We test this proposition in the context of relationships formed with
a human brand within television programs. TV programs are
consumed in the intimate, domestic space, where the strongest
interpersonal relationships take place, and they promote the forma-
tion and development of deep and intense attachments with charac-
ters (Russell and Puto 1999). We analyze the process consumers go
through when TV programs with which they presume an active
relationship are discontinued, and assess the processes of transfer-
ence to subsequent programs featuring the same actor and role.

Observational and survey data were collected before, during
and following the final season of one of television’s most popular
and long-lived programs (Friends: 10 years, 238 episodes) and at
the onset of a spin-off program (Joey: 2 years, 47 episodes) that
features the same actor in the same role (Matt LeBlanc as Joey
Tribbiani). These data provide insights into how consumers cope
with the loss of their relationship partner and whether transference
occurs with the new program. Joey launched its first season with a
respectable audience of 11million; however, it ended with audi-
ences only slightly above 4 million. While Friends features an
ensemble cast, thisis a fragment of the Friends finale audience (52.5
million) and Joey’s following decreased over time.

We examine observational data collected on three online
forums centered on Matt LeBlanc and Joey (271,318 posts). Fans
“forced to live without Friends” expressed loss at its end and
excitement about Joey returning. Using the language of transfer-
ence, fans explicitly claim to be “shifting their alliance” to Joey and
“moving over with Joey” indicating that the main impetus for
watching the show is to transfer their bonds to the new program and
experience the continuation. Fan complaints about the show re-
volve around changes in continuity (Joey’s family, absence of other
“friends”) creating impediments such that they state their transfer-
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ence is “less than seamless,” “jarring,” and “unfulfilling;” further-
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more, Joey is perceived, even by his most ardent fans, as “a shadow
of himself.” Interestingly, prior to the cessation of Friends, these
fans expressed extreme allegiance to Joey and Matt LeBlanc
posting homage websites dedicated to following LeBlanc’s profes-
sional and personal life. These fan tributes are often referenced in
fans’ signature files that follow every post on a forum.

Survey data (N=262) were collected five months after the
withdrawal of Friends from a sample of viewers, ranging from
occasional to avid, and including 30% who had watched Friends
from the beginning. Along with participants’ histories of viewing
the original and spin-off series, the survey collected measures of
attitude and connectedness to both series, attachment to the Joey
character, as well as measures of the counteracting processes of
transference and counter-transference. The results indicate that
viewers maintain continuing bonds by watching re-runs and that the
intensity of their bond (in this context, connectedness) is a key
predictor of these continuing bonds. Connectedness is also a key
predictor of the process of transference and it affects transference
to viewing the spin-off series through the experience of grief.
Consumers experiencing strong bonds with the original series are
not only more likely to seek out the characters in their spin-off
afterlife but also to develop strong bonds with the characters in the
afterlife, in line with the transference process in adult attachment
theory (Andersen and Cole 1990; Brumbaugh and Fraley 2006). In
a manner typical of that observed in bereavement research, the
newly formed bonds provide liberation from the loss and grief
caused by the withdrawal of the original series.

We find that when a given program is discontinued, consum-
ers do experience transference when they have strong bonds with
human brands and when these human brands migrate from one
program to another. However countertransference is also present
where pre-existing strong bonds can inhibit the transference of
previous bonds because the expectations for the relationship are so
high they cannot be met and because the similarities with the
previous experience provide a hurtful reminder of the previous
relationship.

“Branded Like Beckham? An Examination of Dynamic
Processes in Human Branding”
Marie- Agnes Parmentier, HEC Montréal, Canada
Eileen Fischer, York University, Canada

Given recent work on consumers’ attachments to celebrity
brands (Thomson 2006), we are beginning to understand that
human brands are important to end consumers, to people building
their brands, to the industries in which the brands emerge, and to
economies as a whole. However, we have yet to develop systematic
insights into how such brands emerge and evolve as people’s
careers progress, as they engage with distinctive target audiences,
and as unforeseen or uncontrollable events occur that can challenge
a person’s brand equity.

In order to address this gap, our paper develops case studies of
soccer stars David Beckham and Ryan Giggs as human brands.
Drawing on definitions that emphasize consumers’ understandings
as the basis of brands (e.g., Keller 1993) we define a human brand
for a person engaged in a field of practice as the sets of associations
that audiences within and beyond the field identify with the indi-
vidual. Drawing on our two cases, we develop theory that helps
answer the following questions: What factors, including consumer
fans’ evolving relationships, contribute to the emergence of a
powerful human brand? What challenges can undermine equity for
such a human brand among consumers? And how can equity be
maintained or restored?

The data used to develop our case study is archival. For each
player, we collected: published biographies or autobiographies

(e.g., Beckham and Freeman 2001; Beckham 2005; Milligan 2004);
postings from websites (www.davidbeckham.com;
www.ryangiggs.cc); and websites maintained by and for fans (e.g.,
davidbeckham.fans-online.com; www.start.at/giggsy). Further, we
collected all articles that mentioned either Giggs or Beckham in:
Sports Ilustrated; World Soccer; ESPN the Magazine; Vogue UK;
and People. We also examined each player’s Facebook, MySpace,
and Twitter postings as well as media coverage describing fan
reactions to both Giggs and Beckham (e.g. http://www.helium.com/
debates/73611-does-ryan-giggs-have-david-beckham-to-thank-for-
his-career). Our analytic focus has been on identifying factors that
lead to equity, on categorizing challenges to equity, and on discern-
ing practices that have helped to maintain or to re-establish equity
with audiences.

In answering the first question regarding factors that contrib-
ute to the emergence of a powerful brand, the paper identifies two
distinct elements of human brand equity: professional equity and
celebrity equity. Our analysis suggests that while Giggs and Beckham
both have the former, Giggs lacks the latter. Professional equity is
earned among audiences within the field practice (e.g., professional
soccer). It is earned in part through demonstrating the ability to
perform well specialized activities valued within the field, but also
by forming upward reaching social networks with more powerful
actors in the field and by taking opportunities to achieve visibility
within the field (e.g., by choosing to play for the most storied
Manchester United club). Celebrity equity is earned outside the
field of origin among consumers (who in this case may well not be
soccer fans). And while professional equity can serve as a basis for
forming celebrity equity, celebrity requires the individual to culti-
vate an authentic persona (cf. Thomson 2006) that is of interest to
consumers relatively unfamiliar with the field (as Beckham has
done through his combination of dedication to a ‘manly’ sport
coupled with a high fashion sensibility), to develop field-spanning
networks (as Beckham has done by hiring Simon Fuller, a celebrity
impresario rather than a soccer agent), and to take opportunities to
achieve visibility beyond the field of origin (for example by
cultivating affiliations with celebrities in other fields, e.g., Tom
Cruise).

In answering our second question we identified challenges to
professional equity as distinct from threats to celebrity equity.
Factors that promote one type of equity can challenge the other. For
example, threats to professional equity can arise from publicly
visible performances that are interpreted (often with critical assis-
tance by fans and the media) as failures to demonstrate those
abilities most valued in the profession (as when Beckham was sent
off against Argentina in the 1998 FIFA world cup). These chal-
lenges can be compounded when it is perceived that opportunity-
seeking beyond the field of practice (such as the pursuit of endorse-
ments) is impeding performance within the profession. Celebrity
equity, in contrast, is threatened when visibility beyond the field
declines as may happen when individuals re-invest in their profes-
sion and withdraw from activities that attract media attention (as
Giggs has done).

In addressing our third question, we identify “balancing”
practices that simultaneously demonstrate the individual’s ability
to perform well within the standards of the profession while
providing opportunities to reinforce a persona that engages fans
attention and attracts media attention. Beckham’s move in 2007 to
the LA Galaxy team in the America, and his recent efforts to be
“transferred” to AC Milan can be interpreted as (unevenly effec-
tive) efforts to rebalance his brand equity. In the conclusions of our
paper, we discuss the implications of our insights for understanding
both consumers’ relationships to human brands, and the roles that
consumers may play in shaping the evolution of human brands.



“Taking Stock in Martha Stewart: A Cultural Critique of
the Marketing Practice of Building Person-Brands”
Susan Fournier, Boston University, USA

This inquiry concerns the phenomenon of the celebrity per-
son-brand: a productized, branded entity that derives its equity from
association with a celebrity that serves as creator, muse, and
steward of the brand. Celebrity person-brands are at once celebri-
ties (persons) and products (brands). They are a sub-class of
celebrity brands as both are marked by recognizability, visibility,
and attractiveness within the society (Gamson 1994; Turner 2004),
but not all celebrity brands have been productized (e.g., Sheryl
Crow, Barack Obama). In our hyper consumer culture, motivations
to commercialize celebrity to capture branded product value are
great (Lieb 2007).

Although recent research explores consumers’ relationships
with celebrity brands (Thomson 2006), insight into supply-side
mechanisms through which equity is developed in person brands is
lacking (for exception, see Lieb 2007). As paradigms for marketing
and entertainment increasingly collide (Donaton 2004), the need
for insights into celebrity brand-building grows. This research
imparts a deeper appreciation of the complex workings of the
process of celebrity brand creation, and the principles that guide
equity development of such brands over time.

Our research focuses on one person-brand exemplar: Martha
Stewart, as owned and managed under the entity Martha Stewart
Living Omnimedia (MSO). Our case selection follows the logic of
inquiries that inform their phenomena by focusing on that phenom-
enon in its extreme. While other celebrity person-brands exist—
e.g., Wolfgang Puck and Emeril Lagassi—these brands are nar-
rower in their productization, and weaker in markers of celebrity
overall. It is also significant for theory development purposes that
Martha Stewart experienced a lengthy, highly-visible crisis. In
2001, after thirty years in the making, the Martha Stewart brand
stood as one of the world’s strongest (Khermouch 2001). This
situation changed entirely in 2002 when word broke of an investi-
gation that eventually landed Stewart in jail. Though business
improved with Stewart’s return to MSLO as Chief Creative Officer
in Fall 2006, signs of recovery are mixed. Lost equity has yet to be
recovered, and analysts remain split in their forecasts. MSO’s crisis
serves as a critical inflection point in the trajectory of our phenom-
enon; the system in stress provides diagnostic learning opportuni-
ties by exposing the processes in play (Reis and Knee 1996).

This research advances the cultural branding paradigm (Holt
2004, Schroeder and Salzer-Morling 2005) by providing insight
into the fallible habits of mind that brought the Martha Stewart
brand to the brink of extinction. By popular accounts, MSO oper-
ated as best-in-class marketers and yet this acknowledged excel-
lence did not prevent them from jeopardizing their brand. We argue
that MSO’s predicament signals fundamental shortcomings in the
classic marketing principles managers apply to build, leverage, and
sustain their brands.

Data for our investigation include: four MSO business case
studies spanning from IPO to post-jail recovery (Fourier et al. 2001;
Fournier 2001; Fournier 2006; Glynn and Mihoubi 2000); biogra-
phies of Stewart and histories of MSO (Byron 2002); company SEC
filings, releases, and annual reports; MSO marketing campaigns;
media coverage of MSO. Using grounded theory, we first induct a
five-stage person-brand development model from the historical
archives of activities at MSO. The model reflects classic brand
leverage logic (Farquhar et al. 1992), whereby resources are first
devoted to establishing strength in the master brand (Martha Stewart
the Person) such that it can sponsor powerful extensions down-
stream. The model adopts a financial markets’ perspective, striving
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toward a self-sustaining, risk-tolerant multi-brand portfolio that
transitions from the parent brand. Intermediate stages in the model
differ with respect to the reflexive relationships existing between
the person and brand components, and the relative marketing
emphasis placed on person versus brand. Second, we critique
MSO'’s strategy from the perspective of cultural branding theory,
highlighting three blind spots that compromised development of
the person-brand: (a) Failure to consider multivocality of the person
and brand; (b) Denial of the reciprocating, non-linear system of
person-brand meaning making; and (c) [llusions of control over the
collaborative cultural process of person-brand meaning making.
Lastly we offer arevised framework for person-brand building that
contrasts with psychologically-oriented association models that
treat person-branding as a leveraging process (Keller 2003). In our
model the process is one of collaborative meaning making that
enables co-creation of the brand.
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SPECIAL SESSION SUMMARY
On Being the Same and Different: The Dynamics of Interpretation and Comparison in

Consumer Judgment
Femke van Horen, Tilburg University, The Netherlands

SESSION OVERVIEW

Symposium Objective. To comprehend an ambiguous product,
person or brand (is the product of high quality?, will she be a good
salesperson?) accessible information is used to guide evaluation
which may lead to assimilation or contrast. In the past, research on
accessible knowledge effects, both in social psychology and con-
sumer behavior, has focused on the various factors that determine
the direction of these effects, resulting in a host of moderators
predicting either assimilation or contrast. Recently however, social
cognition research has demonstrated how different types of pro-
cessing may produce assimilation and contrast effects (Forster,
Liberman and Kuschel 2008; Stapel 2007) and has shown that the
same accessible information may lead to assimilation or contrast
depending on the processing style, i.e. whether this information is
used as an interpretation frame or as a comparison standard. The
purpose of this symposium is to present research that builds on these
recent developments in social cognition research, which are bound
to have implications for our understanding of consumer behavior.

Overview. Traditionally, research on assimilation and contrast
effects in social psychology and marketing has focused on the
identification of moderating factors determining the direction of the
effect (assimilation or contrast). Such factors include the distinct-
ness of information (Stapel and Koomen 2000), extremity of
information (Herr 1989; Smeesters and Mandel 2006) and categori-
cal overlap (Mussweiler and Bodenhausen 2002). Instead of taking
this indirect route to investigate context effects, a more direct
approach has recently been taken through identification of the
specific processes that determine the effects. Fresh dual process
models in social cognition research, like the Interpretation Com-
parison Model (ICM, Stapel 2007) or the global/local processing
style model (GLOMO, Forster, Liberman and Kuschel 2008),
postulate a process distinction between assimilation and contrast.
The ICM for instance posits that when people use information as an
interpretation frame, assimilation is a likely outcome. However,
when people use information as a comparison standard, then
contrast is more likely to occur. GLOMO extends the inclusion/
exclusion model (Bless and Schwarz 1992) and demonstrates that
activating a global processing style results in assimilation, whereas
activating a local processing style results in contrast. This sympo-
sium is positioned at the forefront of these new developments by
showing how consumers use information (as acomparison standard
or interpretative frame) in product judgment. The symposium
builds on and extends the recent developments with a focus on
important issues for consumer behavior, i.e. when and how feature
characteristics of products and the consumer’s self-concept acti-
vate specific processing mindsets, which in turn guide product
evaluation and judgment.

Papers. The three papers in this set demonstrate how the type
of processing may influence the direction of context effects. The
first presentation focuses on the importance of interpretation pro-
cesses. Specifically, Reed, Forehand and Perkins reveal that con-
sumers who are high self-monitors, instead of low self-monitors,
tend to use an interpretative frame when accessible contextual
information is social but not when it is individual in nature. The
second presentation of Van Horen, Pieters and Stapel addresses the
evaluation of look-alike products. They show how a specific type
of product imitation activates comparative mindsets in consumers,
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and that as a consequence the imitation of highly similar, distinct
features (e.g. the color purple of the Milka chocolate brand) is liked
less than the imitation of subtly similar, diffuse themes (e.g. the
Alps with grazing cows of the Milka chocolate brand). The third
presentation of Meyers-Levy, Zhu and Liang integrates both of the
processing modes and examines the effect of distance on bodily
sensations affecting product evaluation. They find that bodily
sensations, elicited through floor tiling (comfort of carpet versus
discomfort of tiles) are used as a comparative standard when
distance is close, resulting in a contrast effect, but as an interpreta-
tive frame when distance is moderate, resulting in assimilation. In
all, this symposium presents the findings of various novel research
streams that both connects to the extant literature, and highlights
fruitful avenues for further research on the impact of context effects
on consumer behavior.

Contribution. Recent developments in social cognition theo-
ries on accessibility effects on judgment focus on the processing
styles, foci or mindsets behind these effects, instead of exploring the
specific factors that determine the effect. In this symposium we
build on this new development and address how different types of
processes (interpretation versus comparison) influence product
evaluation (assimilation or contrast). Each of the three papers in this
symposium presents novel and interesting results on this issue.
Taken together, they constitute a new perspective on how context
or priming effects determine the direction of product judgments,
which can stimulate a host of research ideas. All three papers
include multiple completed studies, are new and have not been
submitted. None of the papers has ever been presented at ACR.

Discussion Host. The symposium’s discussion host, Diederik
A. Stapel (TIBER, Tilburg University, The Netherlands), is a
thought leader in judgment theories in social cognition. He will
introduce the symposium by shortly presenting the new develop-
ments in dual processing models on comparison and interpretation
(5 minutes), and will introduce each of the speakers.

Likely Audience. We believe that this symposium will draw a
large audience of researchers and PhD students interested in funda-
mental social cognition theories that provide new insights into
consumer behavior. The presenters are at the forefront of research
on the impact of interpretative or comparative effects on product
judgment. We expect lively discussions that inspire new research
ideas on the impact of dual processes in product evaluation.
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EXTENDED ABSTRACTS

“The Color of the Chameleon Depends on the Prime Type”
Americus Reed II, University of Pennsylvania, USA
Mark Forehand, University of Washington, USA
Andrew Perkins, Rice University, USA

One of the most robust findings in psychology and consumer
behavior is that priming constructs can have an impact on attitudes,
judgments and behavior. For some time, a prime was just a prime.
Research was silent on the extent to which these primes were
actually relevant to a participant’s self-concept or not. For example,
in Bargh, Chenand Burrows’s (1996) classic study, it would be hard
to argue that their college student participants “had” an “elderly
identity” in walking slower in response to exposure to their subtle
cognitive primes (e.g., bingo, wrinkle).

Recent research however, has begun to more actively account
for prime to behavior effects by more explicitly considering the self.
DeMarree, Wheeler and Petty’s “Active Self Account” (2005)
argues that primes are more likely to affect behavior when the prime
temporarily alters self-perceptions. Their evidence for this relies on
the moderating role of “self monitoring” (Snyder 1974) where they
find that low-self monitors—consumers who tend to rely on their
internal stable beliefs, are more likely to assimilate to primed
constructs. They argue that this is due not to a need to “fit in” but
rather in the service of “being oneself” (DeMarree et. al 2005, page
659)—akind of “informational influence” that drives the assimila-
tion effect.

It seems at first glance odd that low self monitors would
exhibit greater shifting of behavior as compared to high self-
monitors in reaction to a cognitive prime. It is however not the case
that low self monitors self-concepts exhibits no stability, rather, the
stability lies in whatever internal self-representation is on top of
mind. Hence, cognitive primes may be more likely to affect low
self-monitors because they are more likely to react to information
referring to the internal nature of the self. If primes subtly activate
constructs that are perceived to be “diagnostic self-information”,
then one would expect these cognitive primes to have a greater
effect on low-self monitors rather than high self-monitors (Wheeler
and Petty 2001). However, some primes are more “social”’ in nature.
In other words, they emanate from situational cues that have direct
relevance to linking the self-concept to its connectedness to others
in the immediate social environment (Forehand and Deshpande
1999). These kinds of social primes should be much less likely to
be “misconstrued” as internal cues to the self. Hence, we argue that
these primes will have a different effect than the work done by
Wheeler and colleagues—and our research expands the view of the
Active Self account—by demonstrating this empirically.

In three experiments we test whether the role of self monitor-
ing in response to contextual triggers depends on the nature of the
trigger. Although traditional stimulus primes are more influential
on low self-monitors, situational or social triggers appear to me
more influential on high self monitors. We demonstrate this by
assessing response to social distinctiveness within low and high

self-monitoring populations. In the first experiment, we used a
subtle but “social” prime—the relative distinctiveness of the par-
ticipants’ ethnicity and gender on self-reported identification with
the primed concept. Students who are members of an ethnic
minority were more likely to mention ethnicity in a self-description
than those who were members of an ethnic majority (19% vs. 6%)—
replicating previous work (Forehand and Deshpande 2001;
Deshpande and Stayman, 1994). However, as predicted, High Self-
Monitors were more sensitive to the gender composition of the
room in which they completed the survey. Based on a median split
on the Self-Monitoring variable: when in “gender majority,” 12%
of high self-monitors reported their gender in self-descriptions,
whereas when in “gender minority” 30% of high self-monitors
reported their gender in self-descriptions. Low self-monitors dem-
onstrated the opposite reaction to gender-minority status (22%
mentioned when in majority, 13% when in minority). In the second
experiment, we manipulated minority/majority standing on racial
and gender dimensions and assessed activation of these compo-
nents in the self-concept using an implicit measure of self-concept
activation. The results showed that those exposed to the social
prime of highlighting their minority status on gender were more
likely to shift their working self- concepts —especially if they were
high self-monitors. In the third experiment, we extend the basic
moderation effect into work-group situations and assessed whether
cooperative/ competitive mindsets influence both self-concept ac-
tivation and whether that activation mediates other outcome mea-
sures.

The totality of our research elaborates on previous work. Our
analysis shows that it is important to understand the nature of the
prime under consideration. Primes that are cognitive like the ones
used in prior work may trigger an assimilation effect along the lines
explained by the Active Self account. However, social primes have
a completely opposite effect. This finding is important because
marketers will attempt to prime self-identities in different ways,
and the precise effects of primes under strategic consideration must
be considered to understand the likely success of using such tactics.
Moreover, our findings attest to the power of identity and its
flexibility in driving self-expression in response to self-concept
activation that may ultimately drive consumption.
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“On Subtle Themes and Blatant Features: The Effect of
Imitation-Type on Evaluation and Choice of Copycats”
Fembke van Horen, Tilburg University, The Netherlands
Rik Pieters, Tilburg University, The Netherlands
Diederik A. Stapel, Tilburg University, The Netherlands

Suppose you are in Safeway for your grocery shopping. In the
potato chips section you encounter Safeway’s private label chips,
packaged in a bright red, rectangular tube with plastic, see-through
cap; features that are also used by the Pringles brand. You walk
further, into the aisle with spreads, and see that the package of
Safeway’s spreadable butter with olive oil displays a Tuscan farm
on a hill with olive- and pine trees; a theme that is used by the
Bertolli brand as well. Which of the two types of imitation (imita-
tion of the more blatant features versus imitation of the more subtle
theme) would you evaluate more positively? Previous literature
would predict that imitation of more blatant, distinct features would
be evaluated more positively, as similarity with the leader brand is
higher when blatant features, as compared to when subtle themes,
are copied (Kapferer 1996). We argue, instead, that blatant imita-
tion of distinct features may backfire and reduce the evaluation of
copycats, whereas copying subtle themes can increase the evalua-
tion of the copycat. To date little is known about how type of
imitation (what is copied as compared to how much is copied)
affects copycat evaluation. Further, because the focus has tradition-
ally been on highly similar copycats, the effects of more subtle
degrees of copycatting are still largely unknown.

Copycats imitate aspects of the trade-dress of leading brands
to free-ride on the positive associations attached to these brands
(Zaichkowsky 2006). When copycats imitate leading brands, they
often choose to imitate the distinct, prototypical features (the
specific colors, lettering and shapes), instead of the more subtle
themes (referents to the country of origin, benefits and values).
Copying the distinct features that are uniquely associated with the
leading brand, will increase similarity more than imitating subtle
themes, which would result in a more positive evaluation (Loken,
Ross, and Hinkle 1996; Warlop and Alba 2004).

We posit however that attaining high similarity through copy-
ing the prototypical features results in contrast, as a distinct repre-
sentation of the leader brand will become accessible (Stapel and
Koomen 2000) which, in turn, will make consumers more aware of
the practices employed by the copycat (Campbell and Kirmani
2000). Copying more subtle themes on the other hand will result in
assimilation as more generic, diffuse associations will be activated,
which are more likely transferred to the representation of the
copycat. Support for these ideas would show that the type of
imitation importantly determines copycat evaluation. Further, it
would reveal that copying subtle themes is sometimes more benefi-
cial than copying blatant features. This would point out that more
subtle copycatting practices are in need of greater attention from
brand management and trademark legislation, and worthy of more
consumer behavior research.

Four studies were conducted to test the hypothesis if type of
imitation (theme versus feature-based) affects the evaluation and
choice rate of copycats. Study 1a and 1b tested the prediction that
theme-based copycats are evaluated more positively than both
feature-based copycats and products that show no similarity with
the leader brand. Participants were asked to evaluate either a
feature-based copycat in which the specific features of the Milka
brand was copied (e.g. the lilac color, a Milka-like cow), or the
theme-based copycat in which the theme communicated by the
Milka brand was imitated (cows grazing in the Alp-mountains), or
a visually differentiated product. In Study 1b a different product
category was used (“Margarine with olive oil”), in order to prove
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the robustness of the effects. The results of Study 1aand 1b showed,
as predicted that theme-based copycats were evaluated more posi-
tively than feature-based copycats and visually differentiated prod-
ucts. Study 2 tested whether the feature-based copycat increased
awareness of insincere tactics of marketers more than the theme-
based copycat. In support of the predictions, participants rated the
feature-based copycat as less trustworthy, less sincere and less fair
than the theme-based copycat. In Study 3 we posited and showed
that the negative evaluation of the feature-based copycat as com-
pared to the theme-based copycat is mediated by persuasion knowl-
edge. It further showed that the effects on evaluation transferred to
willingness to buy and choice. These results show the positive
effects of subtle imitations of themes as compared to blatant
imitation of features. The present findings show that copycat
evaluation is not just determined by how much is copied, but also
by what is copied, which may contribute to a better understanding
of the effectiveness of copycatting.
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“When Bodily Sensations Elicit Context Effects: The
Moderating Role of Physical Distance”
Joan Meyers-Levy, University of Minnesota, USA
Rui (Juliet) Zhu, University of British Columbia, Canada

Extending on existing research which indicates that people’s
incidental affective feelings are often assimilated with their assess-
ments of unrelated items, we demonstrate that more localized
bodily sensations, which emerge when people’s sensory receptors
come in contact with external sensory stimuli (e.g., textures), can
produce either assimilation, contrast, or no effects on assessments
of target products. Specifically, we show that the physical distance
from which a person views a product when standing on an
(un)comfortable hard tile or softly carpeted store floor can moder-
ate the direction of the resulting context effects on people’s product
assessments.

Our theorizing anticipating such outcomes draws on the con-
text effect literature. Such work indicates that the direction of
context effects critically depends on how people use contextually
activated data (e.g., a concept, sensation) during two stages: when
encoding or interpreting the target product, and when rendering a
formal judgment of it by comparing it with a standard. Further,
some research shows that the clarity of the mental representation
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people form of a target product can influence how contextually
activated data will be used at each stage, thereby determining
whether assimilation or contrast effects obtain. Specifically, when
one’s mental representation of a product is poorly (clearly) defined,
assimilation (contrast) effects should occur.

We reasoned that in most instances, the clarity of the mental
representation that one forms of a product should increase as the
distance between the person and the product decreases. Thus, if the
texture of the flooring on which a consumer stands during product
examination (i.e., the hardness of the tile or softness of the carpet-
ing) prompts the consumer to experience bodily sensations of
discomfort or comfort, the influence of these sensations on viewers’
product assessments should vary as a function of the distance that
separates the consumer from the product. Specifically, because a
product displayed at a moderate distance is apt to prompt a some-
what ill-defined product representation, viewers should assimilate
their bodily sensations with target product assessments. However,
because a product displayed at a close distance should yield a clear
product representation, these viewers’ bodily sensations may be
used as a comparison standard and prompt a contrast effect on their
assessments. Finally, a product that is displayed at an extremely far
distance may render its product features so blatantly ambiguous that
viewers may recognize that their bodily sensation of (dis)comfort
could not have emerged from the barely visible product. Thus, in
this instance, we reasoned that individuals may discount their
sensations, resulting in no context effects.

In Study 1 each participant stood in a specific location on
either carpeted or hard tile flooring and viewed a target vase placed
on the floor at a close (6 inches), moderate (5 feet), or extremely far
(10 feet) distance from them. Then, participants assessed how
comforting the target vase’s appearance was. The results supported
our predictions. When individuals viewed the product from a
moderate distance, they assimilated their bodily sensations with
their product assessments, but when the product was viewed from
a close distance a contrast effect emerged. When individuals
viewed the target product from an extreme distance no context
effects emerged. Study 2 theoretically replicated these findings by
using a different dependent variable, namely the firmness of the
product, and demonstrated that when people are made aware of the
source of their bodily sensation, these effects go away.

While these findings are encouraging, questions could arise
about whether the outcomes were truly attributable to people’s
bodily sensations per se. It is possible that they actually reflect
people’s use of semantic concepts that were primed by the contex-
tual flooring. In turn, these primed semantic concepts—not people’s
bodily sensations of (dis)comfort—could have served as contextual
cues that shaped people’s product assessments. Study 3 sought to
distinguish whether our findings reflect such cognitive priming, or,
as we propose, the influence of bodily sensations. It also explored
whether bodily sensations elicit context effects that are confined to
assessments that relate to the relevant sense, versus, overall affec-
tive assessments of the target product. To test whether our results
were driven by people’s internally experienced bodily sensations
versus widely shared semantic concepts associated with the floor-
ing, we examined whether differences in participants’ self-moni-
toring would moderate our context effects. Hence, if our findings
reflect people’s reliance on people’s internal sensations, the effects
should emerge primarily among low, not high, self-monitors, as
prior research has shown that they base their responses by attending
to their own internal states or bodily sensations. Results from this
study supported our notion that the context effects occurred because
of how people used their bodily sensations (not cognitive concepts)
aroused by the flooring. Further, no context effects emerged on

participants’ overall affect toward the target product, indicating that
context effects spawned by bodily sensations may be more limited
in scope. Study 4 provided further support for our theorizing by
experimentally focusing people’s attention on either their bodily
sensations or cognitions. As anticipated, the context effects ob-
served before only emerged when people were primed to focus on
their inner sensations.
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How Environmental Cues Impact Consumer Judgments
Leonard Lee, Columbia University, USA
Michel Tuan Pham, Columbia University, USA

SESSION OVERVIEW

A substantial body of research has established the critical
effects that a consumer’s encompassing environment has on his or
her judgments and decisions. A cohesive framework that can be
used to conceptualize the different ways in which environmental
cues canimpacthow consumers think, feel, and behave isillustrated
in Figure 1.

Moving from the more concrete to the more abstract, our
environment can not only increase our awareness of our available
choices and influence the specific goals we pursue, it can also alter
how we process external stimuli as well as affect our attributions of
outcomes.

This session brings together an integrated set of four recent
papers that document these four dimensions. Berger, Sorensen, and
Rasmussen show that, contrary to lay beliefs, negative environmen-
tal publicity (e.g. rumors and reviews) can have an unexpected
upside—creating greater awareness and boosting consumption of
available options (e.g. books), particularly if these options come
fromrelatively unknown producers. Environmental cues also change
the goals we pursue and influence how we evaluate brands, even
brands that are irrelevant to our goals, e.g. Dalton, Fitzsimmons,
Fitzsimmons, and Chartrand found that priming a creativity goal
not only improved evaluations of goal-relevant options (e.g. Apple
laptops) but also hurt evaluations of goal-irrelevant options (e.g.
Dell or IBM laptops). More generally, adopting a dual-system
model, cues in our environment can also influence whether we rely
on intuitive experiential processing or deliberative cognitive pro-
cessing in responding to external stimuli. For example, Lee and
Thomas show that environmental music can induce greater experi-
ential processing, which in turn, increases consumers’ penchant for
hedonic products and innate retrieved preferences. Finally, Pham,
Goukens, Stuart, and Lehmann demonstrate the surprising power of
seemingly trivial environmental artifacts (e.g. mirrors, video cam-
eras)—heightening consumers’ self-awareness and increasing their
own-attributions of both positive and negative outcomes; in a retail
context, for instance, these cues can increase customer satisfaction
for an unfavorable service interaction but decrease satisfaction for
a favorable service interaction.

Interestingly, many of these effects occur outside of consum-
ers’ conscious awareness, whether it’s the potentially positive
effect of negative publicity on product evaluation, or the consump-
tion goals or processing style that external cues activate, further
highlighting the counter-intuitiveness of these findings. Overall,
given the fundamental relevance of these effects to consumers’
daily lives, this session should be of substantial interest not only to
marketing researchers and psychologists, but also to anyone who is
fascinated by how environmental factors can affect consumer
judgments and behavior, be it consciously or unconsciously.

EXTENDED ABSTRACTS

“Positive Effects of Negative Publicity”
Jonah Berger, University of Pennsylvania, USA
Alan Sorensen, Stanford University, USA
Scott Rasmussen, Stanford University, USA
Negative publicity often hurts. Negative rumors (e.g., a com-
pany uses worm meat in their hamburgers) decrease brand evalua-

tions (Tybout, Calder, and Sternthal 1981) and negative reviews
hurt purchase likelihood and sales (Basuroy, Chatterjee, and Ravid
2003; Huang and Chen 2006). At the same time, however, some
intriguing examples seem to contradict these findings. A wine
reviewed as being “redolent of stinky socks,” for example, saw its
sales increase by 5%, and after a popular movie made relentless fun
of Kazakhstan, there was a 300% increase in requests for informa-
tion about the country. Can negative publicity actually have a
positive effect? And if so, when?

We argue that negative publicity can positively affect con-
sumer choice by cueing, or priming people to think of the product.
Just as environmental cues, such as advertising, can make people
more aware, even negative cues can be useful by making products
more top of mind. Accordingly, we suggest that whether negative
publicity has positive or negative effects will depend on existing
product awareness. When product awareness is already high, nega-
tive publicity should have little ability to boost awareness (see
Nedungadi 1990), but should lower product evaluation, and conse-
quently, decrease consumer choice. When product awareness is
low, however, negative publicity should increase awareness and
may boost choice if awareness and publicity valence become
dissociated in memory. Similar to the sleeper effect (Hannah and
Sternthal 1984), people may have a feeling of awareness, or
remember they heard something about the product, but the valence
may be forgotten. Due to decreased processing and encoding in
memory of unknown product information, this dissociation should
be particularly likely when product awareness is low. Three studies
test these hypotheses using a combination of experimental methods
and econometric analysis.

Study 1 investigates the effect of publicity valence and product
awareness on actual book sales. We estimate the impact of New
York Times book reviews on sales of over 200 hardcover fiction
titles. To avoid potential endogeneity bias, our analysis focuses
solely on reviewed books, and we examine whether positive and
negative reviews have different effects on post-review sales pat-
terns. We systematically classified reviews as positive or negative
using a textual search algorithm. We then examine the post-review
sales patterns among new and well established authors (i.e., those
that have published more than 10 books).

As predicted, analyses revealed a review valence by product
awareness interaction. While a positive review increased sales of
both new and established authors (between 32% and 52%), the
effect of negative publicity depended on whether the author was
well known. Negative publicity decreased (-15%) sales of estab-
lished authors, but it had the opposite effect on relatively unknown
(new) authors, increasing sales by 45%.

Study 2 investigates these effects in a more controlled labora-
tory setting. We suggested that positive effects of negative publicity
might be caused by the dissociation of valence in memory over time
for unknown products, so to test this possibility, we manipulated
whether people reported purchase likelihood either right after
reading a product review, or after a delay. We also manipulated
review valence and product awareness (i.e., whether an unknown or
well-known product was reviewed).

As expected, analyses revealed a 3-way interaction. For well
known products, there was only a main effect of review valence:
Participants reported they would be more likely to purchase well
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known products that were positively (vs. negatively) reviewed,
regardless of whether they reported purchase likelihood right away,
or after adelay. In contrast, for unknown products, delay moderated
the effect of review valence on purchase likelihood: Review va-
lence had an effect when participants reported purchase likelihood
right away, but this dissipated such that after delay, purchase
likelihood was similar after a positive or negative review.

Study 3 directly examined the mediating role of increased
awareness. First, participants reported their awareness of a number
of books. They were then exposed to either a positive or negative
review about either a well known or unknown book from the set.
Finally, after a long delay, participants again reported product
awareness (which allowed us to calculate whether publicity af-
fected awareness) as well as product evaluation and purchase
likelihood.

Results support the expected pattern. For well-known prod-
ucts, being reviewed did not affect awareness. But while positive
reviews increased purchase likelihood, negative reviews decreased
it, and these outcomes were mediated by product evaluations
(which were driven by review valence). For relatively unknown
products, in contrast, review valence had little effect on product
evaluations. Both positive and negative reviews boosted purchase
likelihood, however, and this was mediated increased product
awareness.

Overall we demonstrate that even negative cues can some-
times have positive effects. Our findings delineate conditions under
which negative publicity will have positive versus negative effects
on purchase likelihood and actual sales, while also shedding light
on the mechanism behind these effects.

“When does Priming Cause Us to Value or Devalue a
Brand?”
Amy Dalton, Hong Kong University of Science and Technology,
China
Grdainne Fitzsimons, University of Waterloo, Canada
Gavan Fitzsimons, Duke University, USA
Tanya Chartrand, Duke University, USA
Activating (or priming) a mental construct can produce wide-
ranging effects on choices, behaviors, and evaluations. In terms of
evaluations, priming nonconsciously boosts evaluations of prime-
relevant stimuli relative to prime-irrelevant stimuli. Although sev-
eral studies have documented this effect, few studies have decom-
posed it to address whether priming is boosting evaluations of
stimuli associated with a primed construct (valuation), and/or
hurting evaluations of stimuli that are irrelevant to a primed
construct (devaluation). Moreover, the few studies that have sepa-
rated valuation and devaluation effects have not reliably yielded
evidence for each, nor have they revealed when priming causes one

effect or the other. It is possible that prior research has not reliably
obtained both valuation and devaluation effects because these
effects are associated with the priming of different types of mental
constructs, i.e., priming of semantic associations versus goal asso-
ciations. Along these lines, we propose that both goal priming and
semantic priming can unobtrusively boost evaluations of prime-
relevant stimuli (valuation), but only goal priming can reduce
evaluations of prime-irrelevant stimuli (devaluation).

The purpose of Experiment 1 was to demonstrate nonconscious
valuation and devaluation of consumer products as a function of
brands and goals. Experiment 1 used a 2 (creativity prime vs.
neutral prime) X 2 (evaluate Apple vs. IBM brand) between-
subjects design. First, a scrambled sentence task was administered
to supraliminally prime a creativity goal (or no goal). Participants
then read a description of a new laptop that was supposedly
designed by Apple or by IBM and were asked to evaluate it. We
predicted that the Apple laptop would be more attractive following
creativity goal priming because the Apple brand image is one of
innovativeness and uniqueness. We further predicted that the IBM
laptop would be less attractive following creativity goal priming
because the IBM brand image is irrelevant to creativity. This pattern
is precisely what we found. Thus, experiment 1 demonstrated the
basic effect: that priming can simultaneously boost evaluations of
a prime-relevant brand and hurt evaluations of a prime-irrelevant
brand.

Experiment 2’s purpose was to replicate and extend the basic
valuation and devaluation effects in two ways. First, we manipu-
lated product features in addition to brands and second, we used an
entirely different product domain, automobiles. Thus, experiment
2 used a 2 (morality prime vs. neutral prime) X 2 (Prius vs. Echo
brand) X 2 (fuel efficient vs. inefficient car) between-subjects
design

In experiment 2, after being supraliminally primed with a
morality goal (or no goal), participants evaluated one of four
vehicles. Two vehicles were the brand Prius, which is associated
with morality via fuel efficiency and environmental consciousness.
The other two vehicles were the brand Echo, which is not associated
with morality. Within each brand category, one vehicle was de-
scribed as having a low environmental impact, while the other
excelled on other dimensions, including performance. We pre-
dicted and found that morality goal priming caused valuation of
fuel-efficient vehicles and devaluation of fuel-inefficient vehicles.
But this effect was qualified by an interaction. The Prius brand gave
a fuel-efficient vehicle an extra evaluative boost and buffered a
blatantly fuel-inefficient vehicle against evaluative costs. These
findings suggest that products are valued and devalued based on
brand and features, and as a function of consumers’ goals. But do
valuation and devaluation occur independently?



We posit that semantic activation can produce valuation
through a non-motivational process of spreading activation, but
only goal activation leads to both valuation and devaluation.
Experiment 3 tested this hypothesis using a satiation paradigm.
Satiation should eliminate goal-based but not semantic priming
effects—devaluation, but not valuation, according to our hypothesis.

Experiment 3 used a 2 (creativity prime vs. neutral prime) X
2 (evaluate Apple vs.Dell brand) X 2 (satiation vs. no satiation)
between-subjects design. The methods were identical to experi-
ment 2 except that the brand Dell was used (not IBM) and satiation
was manipulated such that half the participants satisfied their
creativity goal before evaluating a laptop. As we would expect, the
results of the no satiation condition replicated experiment 1. More-
over, as predicted, satiation reduced devaluation but not valuation.
Thus, experiment 3 showed valuation for goals and semantically-
activated constructs, but devaluation only for goals.

Taken together, these studies show that product evaluations
can be colored by 2 independent evaluative biases—valuation and
devaluation. These effects occur nonconsciously and can be based
on tangible product attributes and brand names. Moreover, valua-
tion occurs following either goal or semantic priming, while de-
valuation is unique to goal priming. Devaluation, therefore, is one
way to disentangle goal-based from semantic priming.

“The Effect of Music on Retrieved and Constructed
Preferences”
Leonard Lee, Columbia University, USA
Manoj Thomas, Cornell University, USA

The effects of music on diverse facets of human emotion and
cognition have been well documented (Kellaris 2008). As the
number of headphones-wearing iPod owners sauntering through
the streets continues to skyrocket, it is important to understand how
music can influence how we think, feel and behave. Building upon
extant research on music and preference, we examine the effects of
music on retrieved and constructed preferences.

In Experiment 1 we examine the effect of music on preferences
for books. Based on a pre-test, we gathered that men are more likely
to prefer books on power/politics relative to those on pain/suffer-
ing. We hypothesized that listening to music will increase the
propensity to retrieve these pre-existing genre-based preferences
rather than constructing preferences based on the details of the
book. One hundred and fifty two undergraduate and graduate
students participated in this study. They were randomly assigned to
one of the two conditions: music or control. Pairs of books were
used as stimuli in this experiment. In each pair, one book was on
power and politics while the other book was on the pain and
suffering in life. In one of the pairs, participants chose between
“The Federalist,” a series of essays on the constitution of America,
and “Candide,” the adventures of a youth forced into the army,
flogged, shipwrecked, and separated from his beloved. In the other
pair, they chose between “An American Slave,” an autobiographi-
cal account of slavery in the United States, and “Lost Illusions,” on
the disastrous journey of a naive young poet who left his home to
seek fortune in Parisian society. The experiment was titled “Book
Evaluations” and was conducted on computers. The music was
introduced subtly such that it would appear as a natural element of
the study. After the audio instructions, participants saw an hour-
glass-wait icon, requesting them to wait for a minute as the
computer sorted the books to be tested in a random order for each
participant. Participants assigned to the music condition heard
background music as they waited for the book evaluation task to
begin. After a minute of waiting, they saw the pairs of books on the
screen, one pair at a time. On each screen, they saw descriptions and
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posters of two books, and indicated their relative preference for
these two books by clicking a button on an 11-point scale shown
below the two books. Consistent with our hypothesis, we found that
under conditions of music, men were more likely to prefer books on
power and politics than women. Further analyses revealed that
gender had a significant effect on preferences in the music condition
(p<.01) but not in the control condition (F<1).

In Experiment 2, we wanted to replicate and extend these
results to a different context. Further, we wanted to examine the
effects of different types of music. A total of 211 participants were
recruited for a study on “Foreign Movie Evaluation” and randomly
assigned to one of three conditions: control, slow music, and fast
music—we included two music conditions to rule out the possibil-
ity that any observed effects were caused by idiosyncratic effects
(e.g. tempo or fit) due to any particular piece of music. Participants
in both music conditions listened to background music on head-
phones during the primary task while those in the control condition
did not. Participants were shown eight pairs of movies and asked to
rate (on a 11-point scale) their relative rental preference between
each pair. For four of the movie pairs, one movie belonged to the
action/crime genre, whereas the other, the romance/comedy genre;
the remaining four pairs were designed as control movies and were
all documentaries. Consistent with our hypothesis, we found that in
the music conditions (compared to the control condition), males
and females were more likely to rent action/crime and romance/
comedy movies respectively, suggesting a stronger preference for
retrieved preferences when listening to music. This effect was
mediated by participants’ self-reported movie genre preferences
and did not apply to the documentary movies.

Experiment 3 is a field study conducted in a mid-size conve-
nience store selling a variety of common grocery products. Ninety-
three customers entering the store received a $2-off coupon each
and were randomly assigned to one of two conditions—approxi-
mately half of the customers were handed an iPod pre-loaded with
instrumental music and asked to listen to the music while shopping
(music condition), whereas the other half were not handed an iPod
(control condition). Subsequently, we collected these customers’
receipts when they redeemed their coupons after shopping and
asked them to complete a short post-shopping survey. Consistent
with our prediction, we found that participants in the music condi-
tion bought significantly more items from hedonic categories
(p=-04) based on product ratings from two independent coders
(inter-rater reliability=80%); however, customers across both con-
ditions did not perceive any difference in changes to the amount
they had spent compared to previous visits (p=.3), suggesting that
customers in the music condition were not consciously aware of the
effect that the music had on their shopping.

Together, these experiments demonstrate how music-induced
experiential processing can influence consumers’ preferences and
shopping behavior.

“Shaping Customer Satisfaction through Self-Awareness
Cues”

Michel Tuan Pham, Columbia University, USA
Caroline Goukens, University of Maastricht, The Netherlands
Jennifer Ames Stuart, Bayer Healthcare, USA
Donald Lehmann, Columbia University, USA

Improving customer satisfaction is obviously of great impor-
tance to marketers. Although satisfaction is obviously a function of
the level of product/service performance vis-a-vis customers’ ex-
pectations, it also depends on the outcome attributions that are
made. Studies generally find that, in case of delivery failure,
dissatisfaction with the provider is stronger if the failure is attrib-
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uted to the provider than if it is attributed to the customer or to an
external cause. On the other hand, in case of delivery success,
satisfaction with the provider tends to be greater if the success is
attributed to the provider than if it is attributed to the customer or to
an external factor.

Findings from the social psychology literature suggest a
person’s state of self-awareness can influence people’s attributions.
In particular, high self-awareness prompts people to make more
internal attributions, and does so independently of the outcome to
be attributed. If customer satisfaction is a function of the perceived
locus of responsibility for product/service performance, and if the
perceived locus of responsibility can be shifted by states of self-
awareness, it should be possible to influence customers’ satisfac-
tion by varying the customers’ level of self-awareness while hold-
ing objective product/service performance constant. This predic-
tion was tested in a series of six studies (including one field
experiment) involving four different types of service interactions
and four different manipulations of self-awareness.

Ineach study, participants whose self-awareness was manipu-
lated were exposed to information about different service interac-
tions and asked to rate their satisfaction with the service. The first
two experiments tested the basic prediction that mere exposure to
innocuous cues that heighten self-awareness can influence custom-
ers’ satisfaction with a service provider. It was found, across two
different service interactions and across two different self-aware-
ness manipulations, that heightened self-awareness increased satis-
faction when the outcome of the interaction was unfavorable, but
lowered satisfaction when the outcome was favorable. These ef-
fects were mediated by an increased perceived responsibility of the
self for the outcome under high self-awareness.

The third experiment tested whether the effects of self-aware-
ness on customer satisfaction are driven by changes in the encoding
of the service interaction or by changes in the summary interpreta-
tion of the interactions. The results favor the latter explanation.
Given these results, the next experiment examined whether the
same effect would hold if the service interaction occurred much
earlier (e.g., several months ago). College students whose self-
awareness was manipulated were asked to assess their satisfactions
with college courses they were currently taking versus courses they
had taken earlier. The results showed the self-awareness on satis-
faction extends to current satisfaction with real service interactions
that occurred much earlier. This latter finding reinforced Study 3’s
interpretation that the source of self-awareness effects on satisfac-
tion lies at the moment of impression formation rather than at the
encoding of the service interaction. From a substantive standpoint,
the finding suggests that marketers may be able to shape not only
satisfaction with recent service interactions but also satisfaction
with past ones.

The fifth experiment identified a boundary condition for the
above-found effects. That is, the results of this study showed that
while raising self-awareness may increase the overall satisfaction
with service interactions with an unfavorable outcome, it will only
do so when there is mixed responsibility for the outcome. If
responsibility for the outcome rests entirely with the provider,
raising the customer’s self-awareness may backfire and further
decrease his or her satisfaction. This backfiring effect seems to be
due to the triggering of ego-defense mechanisms under high self-
awareness when the customer bears no responsibility for the out-
come.

A sixth, field experiment, shows that the key effect—the
increase in satisfaction after negative outcome interactions—also
holds in a real retail setting. The study was conducted in a clothing
retail store in New York City. The results show that customers who

were about to return or exchange merchandize at the store’s
customer service desk were more satisfied (less dissatisfied) with
the merchandize they were about to return when mirrors were
placed in the customer service desk area than when they were no
mirrors.

In sum, these six studies provide strong evidence that subtle
cues that raise self-awareness can influence satisfaction with ser-
vice providers, even if the objective service performance remains
constant. This effect has obvious managerial implications for
marketers looking for ways to improve their customers’ satisfaction
following delivery failures. Satisfaction-through-self-awareness
tactics can be implemented relatively inexpensively (e.g., mirrors
at customer service desk, addressing customers by their names,
etc.), especially compared to the cost of true product/service deliv-
ery improvements.
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Plates, Smiley Faces and Price Tags: How Contextual Factors Bias Consumption
Meng Zhu, Carnegie Mellon University, USA

SESSION OVERVIEW

Decades of research in judgment and decision making (e.g.,
Tversky & Kahneman 1974; Chaiken, Liberman & Eagly 1989;
Sloman 1996) has established the view that everyday behaviors are
often guided by simple heuristics instead of deliberative reasoning.
Although relatively effortless, simple heuristics can lead to system-
atic biases. While a great deal of research has focused on investigat-
ing heuristics and biases in judgments (e.g., Tversky & Kahneman
1974; Kahneman, Slovic & Tversky 1982) and choices (e.g.,
Huber, Payne & Puto 1982; Simonson 1989; Simonson & Tversky
1992), little attention has been given to how heuristic cues can bias
consumption decisions. In a few notable exceptions, consumption
behaviors have been shown to be influenced by package size
(Wansink 1996), container shapes (e.g., Wansink & Ittersum 2003),
and serving units (e.g., Cheema & Soman 2008).

Given the crucial role consumption plays in today’s economy,
health care, and its impact on the natural environment, it is critical
to understand how people’s consumption decisions can be swayed
by different contextual factors. In this session, we present three
papers that add to the emerging view that consumption behaviors
are largely constructive and context-specific. The papers demon-
strate how different subtle contextual cues (e.g., the plating and
presentation of a food, the image of a smiling face, and prices of
weight loss pills) can produce systematic impact on people’s
consumption behaviors across different domains (e.g., food, per-
sonal care products, and dieting and exercising programs), thus
providing an opportunity to establish linkages between various
research streams..

In the first paper, Payne and Wansink show that visual cues can
induce a generalized “halo effect” and bias the consumption expe-
rience of food products. In particular, they show that the plating and
presentation (e.g., presenting a brownie on a china plate, a napkin
or a paper plate) significantly influence ratings of a food’s taste and
how much someone is willing to pay. Their results suggest that the
heuristic-based “what is beautiful tastes good” association provides
abetter explanation of how favorable food-related visual cues (e.g.,
a china plate) bias post-consumption evaluations than does the
conventionally used “confirmation bias” perspective.

The second paper by Zhu, Billeter and Inman illustrates how
visual cues bias consumption in an advertising context. Their
findings suggest that consumers rely on pictures rather than product
descriptions in advertisements to infer product effectiveness and
accordingly decide how much to consume. They demonstrate that
pictures (e.g., a smiling face with great teeth) can increase per-
ceived effectiveness of the advertised products (e.g., a whitening
rinse) and concomitantly reduce usage amount of the featured
products. They provide evidence that this negative impact of
pictures on consumption mainly arises from heuristic processing
and is attenuated by cognitive deliberation.

Finally, Bagchi and Cheema look at how contextual factors
affect consumption of goal-relevant alternatives in consumer con-
sumption context. They demonstrate that rather subtle cues (e.g.,
paid price for weight loss pills) can induce different efficacy
perceptions about whether the goal is easy or hard and hence
systematically impact consumption of goal-consistent (e.g., exer-
cising to lose weight) vs. goal-inconsistent (e.g., avoiding rich
foods) alternatives. Their results suggest that efficacy increases
motivation to pursue goals when individuals focus on engaging in

goal-consistent consumption alternatives (e.g., exercising), but
hurts when the focus is on avoiding goal-inconsistent consumption
alternatives (e.g., dieting).

Taken together, the three papers (all in advanced stages) in this
session examine the largely underexplored relationship between
contextual factors and consumption and present a consistent picture
suggesting that consumption decisions are largely constructive,
context-specific, and are often determined by heuristic cues rather
than deliberate thoughts and stable preferences. As the session
integrates diverse research, it is expected to appeal to a broad
audience, including those interested in consumption, decision-
making, information processing, judgment biases, advertising and
goals.

EXTENDED ABSTRACTS

“What is Beautiful Tastes Good: Visual Cues, Taste, and
Willingness to Pay”
Collin Payne, New Mexico State University, USA
Brian Wansink, Cornell University, USA

The plating and presentation of a food, much like the attrac-
tiveness of a person, could induce a generalized halo for it. For
example, if a food is presented on an attractive plate with an
attractive presentation, one might assume this food to have other
related positive characteristics. Once this assumption is made,
favorable assessments of the food may be generated before itis even
consumed (Mela, 1999). The assumption of a direct association
between favorable food-related visual cues (plating and presenta-
tion), perceived taste, and “willingness to pay” is the basis for a
proposed “what is beautiful tastes good” perspective of food
ratings.

In contrast to the “what is beautiful tastes good” perspective,
it may be that the plating and presentation of a food may create a
belief about how much one is willing to pay for it that typically
would be confirmed (rather than disconfirmed) through its per-
ceived taste (“confirmation bias” perspective) (Wason,1960). For
example, if a food is presented on an attractive plate with an
attractive presentation, a restaurant patron may assume that the
food is “good” or high quality and initially believe that they would
be willing to pay more for it. Once this belief is made, patrons will
be biased in their search for positive taste evidence that confirms,
rather that disconfirms, their initial belief of their willingness to pay
more for it.

Where these two perspectives differ is the importance given to
such taste evaluations. The confirmation bias perspective assumes
the taste of a food must first be confirmed before one will be willing
to pay more for it. In contrast, the “What is beautiful tastes good”
perspective assumes that “there is enough information” in the
plating and presentation of the food to affect not only perceived
taste, but also how much one is willing to pay for it. We suggest that
visual cues of plating and presentation provide enough information
to influence one’s willingness to pay, which is minimally influ-
enced by an actual taste experience.

Study 1 involved 119 students (68.1% female; 19.1 years old)
who were regular diners in a cafeteria. While still seated, each
participant was shown a salad, sandwich, and brownie, which were
all presented in one of three presentation styles (on a paper plate, on
a glass plate, or on a glass plate with a garnish of parsley). Both the
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presentation order of the foods and its presentation style were
systematically rotated. After seeing each food, participants were
asked to fill out a brief questionnaire which included the question,
“If this was a new menu addition in the cafeteria, what is the most
you would pay for this food?”

There was a notable increase in how much people would pay
for a food item based on its presentation for the sandwich [F (2,
226)=28.81, p<.001], the brownie [F (2,225)=6.69, p=.002], and to
a lesser extent, the salad [F (2, 223)=2.86, p=.059]. All possible
post-hoc contrasts for sandwich were significant (all p’s<.01)
while—for the brownie—significant differences were found be-
tween the presentation of it on a paper plate versus glass plate with
garnish (p=.001) and between its presentation on a glass plate and
a glass plate with garnish (p=.029). No significant differences were
found for the salad. No explicit measures were taken to check for the
participants’ evaluation of the appearance of the food in Study 1.
The subsequent study evaluates the appearance of food as a function
of its presentation and also includes an actual consumption experi-
ence.

One hundred seventy-five cafeteria diners (72% female; 26.2
years old) participated in this study. They were asked if they would
like to sample a free brownie. A brownie was then presented to the
seated participants in one of three ways: on a napkin, on a paper
plate, or on a china plate. After consuming the brownie, participants
were given a questionnaire, which assessed their perception of the
brownie’s taste and how much they were willing to pay for it.

A manipulation check showed plating and presentation im-
proved appearance ratings of the brownie, F (2, 172)=39.87, p<.001.
All possible post-hoc contrasts for appearance were significant and
in the anticipated direction (all p’s<.01). An increase in the per-
ceived taste of the brownie as a function of plating and presentation
was also found [5.22,5.61,and 6.16; F (2, 172)=13.9, p<.001]. This
result supports the idea that the plating and presentation of a food
can influence subsequent taste. Post-hoc analyses indicated that the
significant differences were found for “taste” between presentation
of a brownie on a napkin and glass plate (p<.001) and also between
a brownie presented on a paper plate and glass plate (p<.01).

To test whether plating and presentation significantly affected
“willingness to pay” after controlling for taste, we conducted a
Sobel test (see Baron & Kenny, 1986). This test specifically
assesses whether the relationship between plating and presentation
and “willingness to pay” can be accounted for by perceived taste. If
the relationship is significantly reduced, the relationship is said to
be accounted for by taste. The Sobel test resulted in nonsignificance
(Sobel Test=1.6, p=.11). Improvements in plating and presentation
influenced how much a person indicated they would be willing to
pay. Improving plating and presentation in Study 1 led participants
to indicate they would pay the equivalent of 22.6% more for a
brownie, 14.5% more for a salad, and 60.6% more for a sandwich.
In Study 2, participants given the attractively presented plate after
eating their lunch were willing to pay 139.6% more for it ($0.53 vs.
$1.27). It appears that a person’s evaluation of willingness to pay
for a food can be better explained by a person’s initial impression
of the appearance of the food than by their subsequent taste of it.

“Can Pictures in Advertisements Curb Consumption?”
Meng Zhu, Carnegie Mellon University, USA
Darron Billeter, Brigham Young University, USA
J. Jeffrey Inman, University of Pittsburgh, USA
Marketers often use pictures in advertisements with the hope
and conviction that they would produce a positive impact on
consumer preferences. Accordingly, the effect of pictures on adver-

tising has been studied extensively by marketing researchers.
Pictures have been shown to have a positive impact on advertising
effectiveness, by enhancing consumer’s recall of brand name (e.g.,
Lutz and Lutz 1977), facilitating retrieval of attribute information
(e.g., Houston et al. 1987) and forming favorable attitudes towards
the brand and advertisement (e.g., Mitchell 1986). However, whether
the positive effect of pictures on advertising effectiveness leads to
higher consumption volume remains an uninvestigated and intrigu-
ing question that has both theoretical and practical marketing
implications.

The purpose of this paper is to systematically investigate the
impact of pictures in advertisements on consumption. Building on
an emerging stream of research showing that consumption behav-
iors are often guided by simple heuristics rather than deliberative
thinking (e.g., Wansink 1996; Wansink and Ittersum 2003; Cheema
and Soman 2008), we suggest that consumers use pictures in
advertisements to simplify their consumption decision. Particu-
larly, we suggest that the impact of pictures on consumption is
mediated by perceived product effectiveness. That is, consumers
infer effectiveness of the advertised product from pictures pre-
sented in the advertisement. In deciding how much of a product to
consume, people rely on their perceptions of product effectiveness
as an indicator for what amount is required. Because a more
effective product often requires a smaller amount to accomplish the
same objective, we propose that pictures that increase perceived
effectiveness of the advertised products will reduce usage amount
at a single occasion. As this effect mainly arises from heuristic
processing, we predict that cognitive deliberation will attenuate the
negative impact of pictures on consumption. Further, we predict
that other marketing variables, such as brand names, can also serve
as heuristic cues for inferring product effectiveness and conse-
quently generate a similar systematic impact on consumption.

Study 1 is designed to demonstrate the proposed main effect.
In particular, we study whether adding the picture of a smiling face
with great teeth to an otherwise text-only rinse advertisement
reduces consumption volume at a single occasion. Subjects were
shown an ad for a new teeth whitening rinse, either with or without
a smiling face, and then asked to estimate how much rinse they
would use at one time. We found that adding the image of a smiling
face with great teeth reduced the estimated consumption rate of the
advertised rinse by 42.35%.

Study 2 investigates whether the negative impact of pictures
on consumption occurs primarily due to heuristic processing and is
attenuated by cognitive deliberation. We directly manipulate cog-
nitive deliberation by asking half of the subjects to rate the impor-
tance of each product description presented in the advertisement
(Wilson & Schooler, 1991), before estimating the consumption
volume. As expected, without rationalization manipulation, sub-
jects indicated less rinse needed for a single occasion when the
image of a smiling face was added to the otherwise text-only rinse
ad; in support of the proposed heuristic account, we find that the
negative impact of the picture on consumption decreased in the
rationalization conditions.

Study 3 demonstrates the proposed main effect in an actual
consumption scenario. We presented subjects with the actual teeth
whitening rinse featured in the advertisement and asked them to
pour the amount of rinse they would use into a plastic cup provided
by the experimenter. Our results indicate that adding the image of
a smiling face reduced actual usage amount of the advertised new
teeth whitening rinse by 26.54%. The results of Study 3 also provide
further support for the proposed heuristic processing account by
showing that pictures mainly influenced the consumption rate of



individuals whose need for cognitive thinking was low, rather than
individuals who had a higher natural tendency to engage in delib-
erative processing.

Study 4 investigates the boundaries for the proposed negative
impact of pictures on consumption. We choose three different
pictures found in actual advertisements of existing insect repellents,
that is, a plant, a live bug and a crossed-out bug, to create advertise-
ments for a new herbal insect repellent. Consistent with previous
findings, the addition of a picture that enhanced judgment of
product effectiveness (a crossed-out bug) led subjects to use less of
the advertised product (insect repellent). Additionally, we find that
pictures that generated worse effectiveness judgment (a live bug)
and did not directly influence perceived effectiveness (a plant), led
anincrease and no difference respectively in consumption. The data
confirmed the significant mediating role of perceived product
effectiveness in the relationship between pictures and consump-
tion. Study 5 extends the impact of pictures on consumption to
brand names in another product category, toilet bowler cleaner. We
find that the brand name “BalanceClean” as compared
“BalanceGreen” led to increased effectiveness judgment about the
featured toilet bowler cleaner and consequently decreased con-
sumption volume.

The present research offers implications for marketing practi-
tioners. Contrary to the common belief that pictures in advertise-
ments generate positive influences on consumer demand, we show
that pictures, particularly those images that increase perceived
effectiveness of the advertised products, can inadvertently decrease
sales volume due to reduced usage amount at a single occasion and
lengthened repurchase cycle. Our results also indicate that pictures
that decrease perceived product effectiveness can in fact increase
consumption, implying that choosing pictures or brand names that
do not enhance perceived effectiveness for new products and brand
extensions may be a viable marketing strategy.

“The Ironic Effect of Efficacy on Consumer Consumption”
Rajesh Bagchi, Virginia Tech, USA
Amar Cheema, Washington University/University of Virginia,
USA

Literature on goal-pursuit reveals that self-efficacy percep-
tions enhance effort and persistence of individuals pursuing a goal
(Bandura 1977). Individuals also exert more effort when pursuing
easy-to-achieve (vs. hard-to-achieve) goals and when the likeli-
hood of reaching the goal is higher (Naylor and Ilgen 1984).
However, other research suggests that when goals conflict (Shiv
and Fedorikhin 1999), individuals sometimes decrease their effort
towards one goal and focus on a competing goal. Koo and Fishbach
(2008) label this as balancing and suggest that, when provided with
information on how much effort remains to achieve a goal, indi-
viduals who are uncertain about their commitment towards the
focal goal shift efforts to a competing goal, while those who are
certain highlight the focal goal. Related research suggests that
remedial products, such as a patch to quit smoking, increases
incidence of smoking among existing smokers (Bolton, Cohen, and
Bloom 2006). Thus, it is not evident how increased efficacy
(effectiveness) influences goal-pursuit in the presence of compet-
ing goals.

We focus on situations where multiple competing goals exist,
specifically in the context of losing weight. In this context, indi-
viduals try to manage goals of eating tasty (and often unhealthy)
foods with a weight-loss goal, which requires exercising and
dieting (avoiding rich foods). We argue that the type of action
considered (engaging in goal-consistent action vs. avoiding goal-
inconsistent action) will moderate the effect of efficacy on goal-
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pursuit. Specifically, when considering engaging in goal-consistent
actions (exercising), increased efficacy will enhance goal-pursuit.
However, when considering avoiding goal-inconsistent actions
(dieting), increased efficacy will decrease goal-pursuit.

We expect that elaborating on goal-consistent actions will
increase goal commitment. Higher efficacy will make the desirable
goal easier to achieve and will enhance goal-pursuit. In contrast,
elaborating on goal-inconsistent actions will decrease commitment
towards the focal goal. In this context, making the focal goal easier
to achieve (through increased efficacy) may encourage balancing.
We demonstrate these effects in two studies.

In study 1, participants learn that they are trying to lose weight
by exercising and by dieting. We measured participants’ willing-
ness to persist in actions to achieve this goal. We manipulated the
type of action between subjects. Half the participants were asked
how likely they were to continue working out, while the rest
indicated how likely they were to continue on a diet. Participants
also responded to a seven-item efficacy scale. We classified each
participant as being low, medium, or high in efficacy related to the
action asked. Thus, the study was a 2 (action: avoiding goal-
inconsistent actions versus persisting in goal-consistent option) x 3
(efficacy: low, medium, high) mixed between-subjects design.

An ANOVA with likelihood of goal-pursuit as the dependent
measure and type of action and efficacy as the predictors elicited a
significant action x efficacy interaction, F (2, 146)=3.82, p<.05.
Among participants considering the goal-consistent action (exer-
cise), high- (vs. low-) efficacy led to greater likelihood of goal-
pursuit (M high-efficacy=6.55 vs. M low-efficacy=5.38). Moder-
ate-efficacy people were also more likely to pursue their goal (M
moderate-efficacy=6.21) than low-efficacy people. There was no
significant difference between moderate and high-efficacy partici-
pants considering the goal-consistent action.

In contrast, among participants considering avoidance of the
goal-inconsistent option (diet), high-efficacy participants were
significantly less likely to pursue the goal than moderate-efficacy
participants (M high-efficacy=5.36 vs. M moderate-efficacy=6.28).
However, consistent with a beneficial effect of efficacy, moderate-
efficacy participants were more likely to pursue their goal than were
the low-efficacy participants, (M moderate-efficacy=6.28 vs. M
low-efficacy=5.00). While high-efficacy participants were
directionally more likely to pursue their goal than low-efficacy
participants, this difference was not significant. Thus, moderate
levels of efficacy increase goal pursuit, while high levels of efficacy
decrease goal-pursuit when the individual focuses on goal-incon-
sistent options. Using a continuous measure of efficacy, with a
squared term for the non-linear effect, also led to similar results. In
study 2, we replicate these results by manipulating perceptions of
efficacy.

The scenario indicated that participants were trying to lose
weight and that the university was providing free weight loss pills
to help. We manipulate perceived efficacy by indicating whether
the university paid full price for these pills or not. Research suggests
that full-priced drugs are perceived to be more efficacious (Shiv,
Carmon, and Ariely 2005). Participants then responded to likeli-
hood of pursuing their weight-loss goal. We also manipulated type
of action between subjects as in study 1. Thus, the study was a 2
(action: avoiding goal-inconsistent actions versus persisting in
goal-consistent option) x 2 (efficacy: low, high) full factorial
between-subjects design.

An ANOVA with likelihood of goal-pursuit as the dependent
measure and type of action and efficacy as the predictors elicited the
predicted action x efficacy interaction, F (1, 136)=17.52, p<.0001.
Among people considering the goal-consistent action, those in the
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high-efficacy condition are more likely to pursue the goal (M high-
efficacy=6.23 vs. M low-efficacy=5.40). In contrast, among people
considering the goal-inconsistent action, increased efficacy de-
creased likelihood of goal-pursuit (M high-efficacy=5.11 vs. M
low-efficacy=5.80). These results were consistent with those from
study 1.

Thus, efficacy increases goal-pursuit when individuals elabo-
rate on goal-consistent actions, but hinders goal-pursuit when
individuals focus on goal-inconsistent actions. We believe this
process occurs because elaboration of goal-inconsistent actions
decreases individuals’ commitment towards the goal and licenses
the individual to focus on goal-inconsistent actions (Fishbach and
Dhar 2005). We also discuss theoretical and managerial implica-
tions and suggest future extensions.
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SPECIAL SESSION SUMMARY

Constraints and Consequences: Psychological Reactance in Consumption Contexts
Amit Bhattacharjee, The Wharton School, University of Pennsylvania, USA

SESSION OVERVIEW

The purpose of this special session is to explore the importance
of psychological freedom and reactance in consumer contexts. The
marketplace is replete with promotional and social influences,
persuasion attempts, advertisements perceived to be manipulative,
firm and government regulations, and product unavailability or
other barriers (Clee and Wicklund 1980). All of these factors may
threaten the ability of consumers to make free and unconstrained
choices. Psychological reactance concerns a motivation to restore
a threatened freedom (Brehm 1966), and has unique and specific
implications for behavior. Though researchers have suggested that
psychological reactance is an important construct to study in the
field of consumer behavior (e.g. Clee and Wicklund 1980), the topic
has received scant empirical attention. The three papers in the
proposed session illustrate the versatility and universality of reac-
tance processes, demonstrating the influence of this understudied
construct in various novel contexts.

Bertini and Dholakia investigate how common marketing
promotions may undermine intrinsic motivations and arouse reac-
tance, inducing more price-sensitive, cautious decision-making by
consumers and leading to less favorable managerial outcomes.
These findings provide an important counterpoint to the notion that
consumers respond favorably to incentives. The second presenta-
tion, by Bhattacharjee and Berger, examines how identity market-
ing messages that are positioned too strongly, though unwittingly
favored by managers, may provoke reactance in consumers. Iden-
tity marketing reactance not only results in worse managerial
outcomes, but may impact the way consumers see themselves,
influencing downstream identity-relevant decisions. The final pre-
sentation, by Leander, Chartrand, Shah, and Fitzsimons, explores
how differences in chronic reactance may alter the effects of social
influences, giving rise to either assimilation or contrast effects.
Highly reactant individuals are likely to act in opposition to social
pressures, with important implications for consequential behaviors
such as underage drinking.

Together, these papers highlight some of the ways in which
consumers strive to assert control over their decisions and choices
by countering external influences that are perceived to diminish
their freedom. Specifically, the symposium demonstrates that both
firm-generated promotions and peer and social influences can
threaten perceived freedom and arouse reactance. Furthermore,
reactance may potentially influence managerial and purchase out-
comes, consequential health behaviors, and the way in which
consumers see themselves. Given the widespread applicability of
the issues discussed, it is expected that the session will be attended
by researchers with interests in decision-making, communication
and persuasion, promotions, identity, social influence, and con-
sumer welfare and well-being. Following Kivetz (2005), we hold
that psychological reactance is a mechanism critical to consumer
functioning within the marketplace. As such, we believe that
psychological reactance is a crucial avenue for future consumer
behavior research. We hope that the diverse approaches to con-
sumer freedom and reactance represented in this session will
generate a lively and fruitful discussion.

EXTENDED ABSTRACTS

“Financial Incentives and Consumer Product Choices”
Marco Bertini, London Business School, UK
Utpal (Paul) Dholakia, Rice University, USA

A cardinal argument in managerial economics is that individu-
als respond to financial incentives. This intuition follows from the
assumption that money affects effort and performance such that
rewards reinforce desired behaviors while penalties mitigate un-
desired ones. Social and cognitive psychologists, on the other hand,
often claim the opposite is true. For example, they argue that
behavior is primarily driven by intrinsic motivations (e.g., altru-
ism), and that compensation, an extrinsic motivation, can crowd out
the first to the point that the activity becomes less appealing (Deci,
Koestner, and Ryan 1999). Similarly, researchers have also sug-
gested that financial incentives undermine performance because
they violate social norms of approval (Fehr and Falk 2002) and
reciprocity (Fehr, Gichter, and Kirchsteiger 1997), or because they
induce behavioral justifications that damage interpersonal judg-
ments (Bem 1967; Kelley 1971).

The ongoing debate on the merits and shortcomings of eco-
nomic concessions has important implications in the field of mar-
keting, where consumers are constantly offered discounts in ex-
change for buying certain products or quantities. As recently as
2004, for example, approximately 30% of marketing mix budgets
in the United States (US) was spent on promotional activities.! In
the United Kingdom (UK), £19 billion was spent in 2007 alone,
with up to 60% of the population responding to one or more
campaigns in any given month (Mullin and Cummins 2008).

Building on the notion that providing incentives undermines
an individual’s intrinsic motivation and arouses reactance and
suspicion, we propose that the mere presence of promotional
instruments (all involving a lower purchase price) induces more
price-sensitive, cautious consumer decision-making among exist-
ing (but not new) customers of a firm. This proposition was
supported in six studies, four laboratory experiments and two field
studies, conducted using a variety of different incentives in differ-
ent contexts. Specifically, we studied the effects of five common
marketing tactics: (1) bundling products at a lower aggregate price,
(2) offering a quantity discount on larger purchases, (3) providing
an initial payment to consumers that switch suppliers and become
customers, (4) giving a price reduction for transactions made
through a low-cost channel (e.g., the Internet), and (5) giving a
referral discount to customers for signing up their family, friends,
or coworkers. In each of these cases we found that the monetary
incentive “backfired.”

In study 1, the addition of bundled offers to a line of individual
products decreased the likelihood that participants elected to pur-
chase from this store. Moreover, participants spent significantly
less money per transaction when bundles were made available. In
study 2, selling two different sizes (small and large) of the same
branded products led to an increase in the proportion of respondents
preferring the lower priced, lower quality option. We also observed
a shift in attention from quality attributes (quality ratings) to price

IPromotion Marketing Association (2005), 7" Annual State-of-
the-Promotion Industry—2005 Report.
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during decision-making. In study 3, cellular phone services with
either a short (3 months) or long (2 years) contract term were offered
to new customers who contacted the firm on their own initiative or
were given $75 to switch providers. In the latter case, participants
were more likely to choose a less expensive plan and spend less on
add-on services, but only for the contract of longer duration.
Finally, in study 4 we examined the effect of offering a discount for
using an online channel to sign up for cable TV and Internet service.
In this experiment, participants that were offered an incentive were
less likely to pick a premium (more expensive) channel package and
also more likely to select a lower-speed Internet connection.

Study 4 included two different tests of referral discounts. The
first was conducted with 98 patrons at a café. Participants were
given a screenshot of an eBay CD auction, with a picture of the CD
cover, a description, a starting price of $0.99, and shipping costs of
$5. The seller’s feedback rating was displayed on the top right-hand
corner. We manipulated whether the seller offered a referral dis-
count or not. Specifically, only participants in the Incentive condi-
tion read the following additional message: “I offer a referral
discount. Get your friend to bid and win one of my other auctions
within seven days of yours and receive 10% off your winning bid.”
After reading their respective version of the stimulus, respondents
noted the maximum amount they would be willing to bid for this
CD. Participants that were offered a financial incentive (the referral
discount) from the seller entered a lower maximum bid ($5.89) than
those in the Control condition (M=$8.25, p<.05). A second test,
involving evaluation of a pre-approved credit card offer from a
bank, showed that participants in the Incentive condition were less
likely to apply for the credit card (M=4.06) and liked the offer less
(M=4.94) than those in the Control condition (likely to apply:
M=5.16; p<.02; liking of offer: M=6.03; p<.02).

These laboratory results provide initial evidence that firms
may in fact be better off not offering monetary incentives to
consumers. In an effort to provide real-life evidence to support this
claim, we then conducted two longitudinal field studies and found
consistent results. One was conducted in cooperation with an
automotive services firm and revealed that the detrimental effects
of being given a coupon were limited to the firm’s existing custom-
ers. In contrast, its new customers did not show any adverse effects.
The last field study was conducted in cooperation with amajor bank
and showed that the preferences of its existing customers for
incentive-based promotions foreshadowed their relational behav-
iors towards the firm over the course of a year afterward. Taken
together, the results of these varied tests provide convergent evi-
dence for our proposition and provide new insights into the role of
reactance in customer decision making. In our presentation at the
conference, we plan to present the results for a selection of these
studies and discuss the theoretical and practical implications of our
research.

“Escaping the Crosshairs: Reactance to Identity Marketing”
Amit Bhattacharjee, University of Pennsylvania, USA
Jonah Berger, University of Pennsylvania, USA

Researchers and practitioners alike have long acknowledged
the importance and potential of marketing appeals based on iden-
tity. For decades, academics have looked beyond the functional
aspects of products to examine the symbolic nature of consumption
(e.g., Levy 1959). A sizeable literature has established that the
identities consumers hold drive them to select constellations of
products and services that maintain and strengthen those identities
(e.g., Forehand Deshpande and Reed 2002).

Given that consumers are attracted to brands and products that
reflect the identities that they possess (Forehand et al. 2002), brand

managers and marketers presumably are smart to attempt to posi-
tion brands and products in order to reflect particular social identi-
ties: fostering this sense of connection may lead to a deeper, more
persistent sense of consumer loyalty (Reed 2004). Achieving a
sense of congruence or fit between the product, marketing appeal,
and the consumer is thus seen as mutually beneficial, helping both
the company and the consumer (Sirgy 1982).

But can targeted identity marketing messages have a dark
side? Research suggests that consumers are inherently motivated to
avoid biasing factors such as marketing influence (Wegener and
Petty 1997). Similarly, Friestad and Wright (1994) have argued that
the marketplace is fraught with situations in which consumers must
interpret and react to persuasion attempts and marketing messages.
As such, consumers develop a store of personal knowledge of
persuasion tactics, and are constantly employing these skills in
negotiating the social environment (Wright 1986).

The current research examines when identity marketing may
backfire. In particular, we suggest that if messages are too strongly
targeted, consumers may react against them, leading to decreased
evaluation and choice. Consumers often choose products and
cultural tastes in order to construct their identities and communicate
information to others (e.g., Berger and Heath 2007; Douglas and
Isherwood 1978; Shavitt 1990), and they are motivated to protect
their sense of individual agency, such that they can ensure that their
expressions of identity are intrinsically motivated and not influ-
enced by external factors (Kivetz 2005; Lepper 1981). The theory
of psychological reactance concerns freedom of choice (Brehm
1966). Reactance itself is defined as “the motivational state that is
hypothesized to occur when a freedom is eliminated or threatened
with elimination” (Brehm and Brehm 1981 p. 37). In other words,
the theory contends that when an existing freedom is threatened,
people are motivated to reassert the freedom. Thus, the present
research proposes that identity marketing messages that are too
strongly targeted—that is, messages that infringe on the consumer’s
ownership of the identity, or that threaten the intrinsic nature of the
expression of that identity—may threaten the freedom of consum-
ers to freely express the targeted identity, resulting in consumer
reactance. As aresult, consumers may turn on the brand, leading to
lower evaluation and purchase likelihood.

Three experiments begin to test this theorizing. The first study
tested managerial intuition about potential reactance in identity
marketing. Undergraduate business majors were shown three mar-
keting messages (one strongly targeted: ““You’re not green unless
you clean with Charlie’s!”, one moderately targeted: “Two green
thumbs up for Charlie’s!”, and one with no targeting: “Two thumbs
up for Charlie’s!”) for a biodegradable cleaning product identity-
relevant to “green”, environmentally friendly consumers, and told
to choose the most effective one to reach this segment. Results
revealed that the strongly targeted message was favored over the
nontargeted message and the moderately targeted message, and was
predicted to result in the highest consumer evaluation and purchase
likelihood.

But while these results are consistent with the thrust of the
identity literature, study 2 demonstrates that stronger is not always
better. Participants were primed with green versus neutral identi-
ties, and viewed the advertisement for a biodegradable cleaning
product from the study 1, accompanied by one of the three identity
marketing messages. Results indicated that participants with acti-
vated green identities felt significantly less freedom to express their
identities, and indicated lower product evaluations and purchase
likelihood when they had viewed the strongly targeted advertise-
ment, relative to participants who viewed the other messages.
Furthermore, a meditational analysis showed that freedom to ex-



press identity mediated the relations between message targeting
and the outcome measures of product attitude and purchase likeli-
hood. Together, study 1 and study 2 suggest that managers may not
anticipate reactance, and may unwittingly prefer those messages
most likely to provoke this response in consumers.

In addition to these managerial consequences, study 2 pro-
vides initial evidence that identity marketing reactance alters the
way in which consumers see themselves: consumers targeted with
strong identity marketing appeals may experience a threat to the
identity, subsequently de-emphasizing it and reducing its central-
ity. Study 3 extends these findings, demonstrating an impact on
downstreamidentity-relevantdecisions: participants who had viewed
astrongly targeted message for the biodegradable cleaner indicated
significantly less willingness-to-pay for an unrelated green iden-
tity-relevant item, relative to moderately targeted and nontargeted
messages. This result did not hold for a neutral, non-identity-
relevant item.

Taken together, the current results indicate that targeted iden-
tity marketing appeals may have a dark side. Strongly targeted
messages can restrict consumer freedom, provoking consumer
reactance and resulting in unfavorable outcomes for both the brand
and the consumer. Consistent with research suggesting that indi-
viduals shiftidentities strategically in response to threat (Mussweiler,
Gabriel, and Bodenhausen 2000), identity marketing reactance
may have important downstream consequences. The current re-
search underscores the importance of crafting promotions and
advertisements that maintain a sense of consumer agency, particu-
larly for products and domains relevant to the way in which
consumers see themselves.

“Feeling the Pressures: Considering the Context-
Dependencies of Reactance Motivation in Underage Alcohol
Consumption”

N. Pontus Leander, Duke University, USA
Tanya Chartrand, Duke University, USA
James Shah, Duke University, USA
Gavan Fitzsimons, Duke University, USA

Every parent of a teenage son or daughter has struggled with
how best to introduce and manage the subject of alcohol consump-
tion with their child. Should a parent offer their sixteen year old son
a beer while out fishing in the hopes of demystifying alcohol? Or
should that parent suggest to their son that he not have his first beer
until he turns 21, the legal drinking age, and turn a blind eye to the
social realities of teenage life? In our paper, we examine the
influence of the social environments in which underage potential
drinkers find themselves on their drinking related attitudes. We
introduce into this research domain an important psychological
moderator of peer influence, namely chronic reactance (Brehm
1966).

Psychological reactance was defined by Brehm as a motiva-
tional state in which an individual seeks to restore a restricted
freedom. In other words, when someone feels that you are taking
away one of their choice freedoms, they will experience a desire to
reassert that freedom. A typical example of such arestriction would
be a parent, teacher or authority figure telling a teenager that they
are forbidden from engaging in a certain activity (e.g., using drugs,
drinking, unsafe sex, etc.). A reactant response to such a restriction
would be a desire to be able to choose for themselves whether or not
perform such a behavior. Such reactance is typically manifested in
two ways. First, the restricted freedom (e.g., drinking, drugs, etc)
becomes much more attractive. Second, the source of the restriction
(e.g., the parent or teacher) becomes derogated.
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More recently, researchers have argued that not all individuals
experience reactance in similar magnitudes, but rather that some
individuals are likely to experience reactance more intensely than
others (Hong and Faedda 1996). In our work, we build on this basic
notion and argue that the individual tendency to experience reac-
tance is a critical moderator in determining the alcohol related
attitudes and behaviors of consumers under 21 years of age. This
group is particularly likely to experience reactance in this domain
as prior research has found that younger consumers are more
reactant than older consumers, and more importantly, that prior to
21, the law explicitly prohibits the consumption of alcohol in the
United States, serving as a major restriction of a young person’s
freedom to consume alcohol. Across three studies, we explore
situations in which trait reactance moderates underage consumers’
reactions to social cues that could be perceived as restrictions to
their alcohol related freedoms.

In study 1, we explore whether the choices a friend makes
concerning underage drinking will impact participants. Specifi-
cally, we ask participants to imagine that a friend either made a
choice to go drinking that night, or has a choice to go drinking, with
the premise that a friend who has made a choice will be more of a
social threat to freedom than one who simply has a choice. We later
measure time spent considering alcohol related advertisements by
our participants as an indirect measure of their inclination towards
alcohol consumption (i.e., the more time they spend examining an
alcohol related ad the more they are predisposed towards alcohol
consumption). Our results show that for consumers low in trait
reactance, the made/has a choice manipulation did not affect
alcohol ad reading time. But as anticipated, for consumers high in
trait reactance, when a friend had made a choice to go drinking (thus
threatening the participants ability to choose not to go) alcohol ad
reading time is significantly lower than when a friend simply has an
option to go drinking, but has yet to make the choice. In other words,
for reactant individuals, a choice by their friends to go drinking
actually reduces the attractiveness of drinking for the participant.

In study 2, we examine an additional moderator of the effect
observed in study 1, namely closeness of the other person making
the drinking decision. In essence we argue that a choice by a close
other should be substantially more threatening to a reactant indi-
vidual than should a choice by a more distant other. This is precisely
what we observe. When a close other chooses to pursue a drinking
goal (i.e., to go to a party) those low in reactance also want to drink
much more than if a distant other makes the same choice. However,
this effect is reversed for those high in trait reactance. These
consumers express more pro-drinking implicit behavior when
those distant from them choose to drink than when those close to
them do (as the close others choice to drink serves to threaten the
high reactance consumers freedom to choose to drink, or not to
drink). Study 3 extends these basic results by examining whether
the context interacts with the choices of social others to influence
reactant response to alcohol related choices. We find, for example,
that a choice by another to have a non-alcoholic beverage in a bar
serves as a highly threatening choice to consumers high (but not
low) in trait reactance, and leads to more pro-alcohol related
attitudes and behavior.

In summary, we find that trait reactance is a very important
moderator of underage consumers’ reactions to the alcohol-related
choices of social others. We hope our research serves to stimulate
research in the domain of teen drinking behavior, and its interaction
with the desire to maintain one’s freedom to choose. To date,
campaigns such as “Just Say No,” a famous/infamous advertising
campaign against drugs that targeted a highly reactant population,
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suggest a deeper understanding could be highly beneficial from a
public policy perspective.
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SPECIAL SESSION SUMMARY

The Effects of Process and Outcome Simulations on Decision Making
Michal Herzenstein, University of Delaware, USA

SESSION OVERVIEW

Process and outcome mental simulations have been researched
in psychology for over two decades; however, the marketing
literature has only recently begun exploring their effects on con-
sumer behavior. Process simulation focuses on the process of
reaching a goal (or using a product) while outcome simulation
focuses on the benefits of reaching a goal (or the benefits that are
derived from product usage.) Which simulation is better for con-
sumers, and under which conditions? The research presented in this
session addresses these questions by examining the positive and
negative effects of these simulations on effort, choice, product
evaluations, and decision making.

Three papers, each with multiple studies, were presented. The
first paper shows that when a product is instrumental to goal pursuit
then process simulation increases its appeal, but when it is not
instrumental then outcome simulation increases its appeal. The
second paper shows that process-focused simulation can enhance
the judgments of consumer segments that resist effortful process-
ing, because the beneficial effects of process-focused thought can
be obtained without increases in cognitive effort. Finally, the third
paper examines the effect of these simulations on the evaluation of
really new products (RNPs) and finds that outcome simulation
under a cognitive information processing mode or process simula-
tion under an affective information processing mode is more
effective in increasing the evaluation of RNPs. The reverse is found
for a distant future time frame.

EXTENDED ABSTRACTS

“The Journey to Goal Attainment: When Process Focus is
Engaging”
Michal Herzenstein, University of Delaware, USA
Aparna Labroo, University of Chicago, USA

Prior research distinguishes between two types of mental
simulations, outcome and process (Taylor et al. 1998). Process
simulation focuses on the process of reaching a goal while outcome
simulation focuses on the benefits of reaching a goal. Which
simulation encourages proactivity? The literature provides mixed
findings. On one hand, outcome simulation increases effort and
choice. For example, Thompson, Hamilton, and Petrova (2009)
show that in the face of a tradeoff between a desirable option (e.g.,
a camera with many features that is difficult to use) and a feasible
option (e.g., acamera with less features that is easy to use), process-
oriented thinking increases decision difficulty because individuals
focus on the tradeoff attributes. As a result, choice was delayed and
task performance was degraded. Similar results were obtained in
the context of consumer saving (Baumeister 2002)—consumers
perceive saving money as important when its benefits are men-
tioned, but find it less important when the process of savings is
mentioned. This is because the process of saving money highlights
its difficulty and as a result consumers yield to temptations (spend-
ing now rather than in the future.)

On the other hand, process simulation increases effort and
choice. For example, Pham and Taylor (1999) show that students
who simulated the process for doing well on an exam (good study
habits) studied more and received better grades compared with
those who simulated the desired outcome (getting a good grade).
Escalas and Luce (2003, 2004) show that when advertising argu-

ments are strong, process (vs. outcome) oriented thinking increases
behavioral intentions because it delineates the path consumers
should take.

The distinction between the above two streams seems to be
that in the latter (process simulation is better) participants pursued
a goal while in former (outcome simulation is better) they did not.
Is goal pursuit the explanation for these differences? Specifically
we ask: when consumers encounter a product, under which condi-
tions process simulation (how to use the product) increases its
appeal and under which conditions outcome simulation (the ben-
efits of using the product) increases its appeal? The answer, we
suggest, largely depends on the extent to which one considers the
product to be relevant and instrumental to goal attainment. When a
product is perceived as relevant then process simulation will
increase its appeal, because it maps the path to goal attainment (the
necessary steps required to use the product and achieve the goal.)
However, when the productis notrelevant then outcome simulation
will increase its appeal because it focuses on the benefits which are
important even to those who do not pursue a goal.

We support our claims in three experiments using different
manipulations, products (hedonic or utilitarian), and behavioral
measures, including actual behavior. In all experiments we manipu-
late focus by creating two ads for the same product, one highlights
the process of using the product and the other, the outcome
(benefits) of using it.

In experiment 1 we measured the individual inclination to-
ward success vs. enjoyment goals, and manipulated outcome vs.
process focus using two ads for a new business magazine. The
process ad focused on what needs to be done in order to find a good
job (with the help of the magazine), while the outcome ad focused
on the benefits of finding a good job (again, with the help of the
magazine.) As predicted, the magazine was more appealing to
participants who saw the process focused ad and have a success (vs.
an enjoyment) orientation, and to participants who saw the outcome
focused ad and have an enjoyment (vs. a success) orientation. Next
we explore the important role of instrumentality of the product as
means to goal attainment in driving this result.

In experiment 2 participants adopted either an enjoyment or
self control goal, and read one of two ads for new imported
chocolate truffles. The ads either focused on the outcome of eating
the chocolate (sensual, delightful, luxurious taste) or the process of
eating the chocolate (opening the box, smelling the chocolate,
unwrapping it while making sure not to drop even the minutest
chocolate dusting). We note that the ads did not alter the importance
participants assigned to their adopted goal. Results show that the
chocolate was perceived as more instrumental to feeling good and
more appealing to participants who saw the process focused ad and
adopted an enjoyment (vs. self control) goal and to participants who
saw the outcome focused ad and adopted a self control (vs. enjoy-
ment) goal. Regression analyses show that increased instrumental-
ity of the chocolate as means to feeling good mediated the effect of
process vs. outcome focus on the chocolate’s appeal.

Finally, we tested our predictions with real choice behavior in
experiment 3. Participants adopted either a health or enjoyment
goal, saw an ad for a health drink based on vinegar that is “really
good for you but not so tasty”, and rated its instrumentality to
becoming healthier. Our main dependent variable is the amount
participants drank from the “health drink” (they were given a mix
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of water and vinegar). Consistent with our previous results, those
who saw the process focused ad and adopted a health goal and those
who saw the outcome focused ad and adopted an enjoyment goal
found the health drink more instrumental to becoming healthier and
actually drank more. Regression analyses show that increased
instrumentality of the health drink as means to becoming healthier
mediated the effect of focus on the amount of participants drank.

The literature is inconclusive regarding the effects of process
and outcome simulation on effort and choice. In goal pursuit, Pham
and Taylor (1999) show that process simulation is better, but when
people do not pursue a goal, Thompson et al. (2009) show that
outcome simulation is better. Our research contributes by explain-
ing why we see this difference. Instrumentality of the means (e.g.,
to what extent chocolate truffles are considered a means to a feel-
good outcome) is the driver of this difference.

“Using Process-Focused vs. Outcome-Focused Thought to
Enhance Consumer Judgment”
Jennifer Escalas, Vanderbilt University, USA
Mary Frances Luce, Duke University, USA

One of the most important goals of the marketing discipline is
to assess and increase consumer decision quality. However, in-
creasing the quality of many everyday consumer judgments is
complicated by the fact that a clear cut behavioral rule is not
feasible. That is, consumers cannot (and should not) be told to stop
purchasing food, to avoid all use of over-the-counter drugs, or to
avoid going outdoors during daylight to reduce the risk of skin
cancer. However, these everyday decisions often lead to negative
outcomes and the standard, normative advice to work harder or
think more carefully, is often resisted in practice. In this paper, we
argue that encouraging process-focused mental simulation is a
creative option that will lead to more appropriate choices for
consumer segments with low motivation to engage in decision
effort.

Traditional consumer research approaches suggest increasing
cognitive effort as the primary pathway for improving the quality of
consumer decisions. However, our research suggests that decision
quality can sometimes be improved through the form rather than the
amount or effortfulness of decision-related thought. Specifically,
process-focused (versus outcome-focused) thought can improve
decision making without increasing the cognitive effort required in
decision making. In two experiments, we show that process-
focused thought can improve decision quality for low-motivation
consumers. We believe that this is particularly important because
low-motivation consumers seem particularly unlikely to respond to
interventions designed to increase the amount of processing. We
also show that the beneficial effects of process-focused thought do
not extend to high motivation segments.

Escalas and Luce (2003, 2004) demonstrated that focusing on
the process of using fictitious vitamin and shampoo products show
enhanced sensitivity to argument strength, such that process-fo-
cused instructions enhance the favorable effect of strong arguments
and the unfavorable effect of weak arguments. However, these
beneficial effects of process-focused thought occurred only under
conditions when consumers do not engage in systematic process-
ing. Escalas and Luce (2004)’s results are consistent with the
argument that relatively spontaneous planning processes are evoked
by process-focused thought. When consumers engage in process-
focused thought, they naturally attempt to link actions and out-
comes to each other in the context of forming a plan. Thus, process-
focused participants accept (or reject) the link between advertised
behavior and outcomes as they spontaneously formulate (or veto)
such a plan. There is also some evidence that higher elaboration

actually dilutes or undermines these beneficial effects (Escalas and
Luce 2004).

Given these prior findings, we predict that the advantages of
process-focused thought in increasing sensitivity to argument
strength will be greatest under low- to moderate-elaboration condi-
tions. We expect that process-focused types of thought have the
potential to increase decision accuracy holding constant the amount
of thought; process-focused thought is naturally occurring and does
not require significant amounts of cognitive elaboration. On the
other hand, high levels of elaboration are necessary for outcome-
focused though to elicit sensitivity to argument strength, consistent
with traditional findings of dual process models such as the elabo-
ration-likelihood model. Thus, we expect “accuracy without effort”
effects for process-focused mental simulation specifically, and not
for outcome-focused thought. Process-focused thought should be a
relatively easy way to improve judgment quality, particularly for
those segments that are resistant to increased cognitive effort. In
this research, we focus on segments that are resistant to engage in
effortful thought processes due to low motivation

In our first experiment, we tested the effect of mental simula-
tion in a college exam setting to test whether the beneficial effect of
process-focused thought on study behavior is moderated by both
motivation to elaborate and the appropriateness of that behavior in
the student’s particular context (a corollary of strong vs. weak
arguments in an advertising context). We found a three-way action
appropriateness by thought-focus by motivation to elaborate inter-
action for our plan to study dependent variable (F(1, 194)=5.74,
p<.05). High motivation participants differentiated between strong
versus weak action appropriateness under both conditions of out-
come- and process-focused thought. On the other hand, low moti-
vation participants differentiated between strong versus weak ac-
tion appropriateness only under conditions of process-focused
thought. Thus, our results support our assertion that under condi-
tions of low to moderate levels of elaboration motivation, students
are more sensitive to action appropriateness when given process-
focused (vs. outcome-focused) instructions. In this way, process-
focused thought led to more discerning consumer judgments.

In our second study, we examined the interactive effect of
process versus outcome thought-focus and argument strength on
behavioral intentions (BI), in the context of print advertisements for
a fictitious vitamin and a healthy bread product. Our results again
supported our expectation that argument strength will differentially
affect BI under process-focused thought for participants who are
low in need for cognition (NFC) and thus not motivated to elabo-
rate. We found a significant three-way argument strength by thought-
focus by NFC interaction for BI (F(1,205)=3.87, p=.05). There was
a differential effect of argument strength in the process condition
for participants who are low in NFC, but in the case of the outcome
condition, the differential effect of argument strength only existed
for participants who are high in NFC.

Our research shows that focusing on the process of using a
product can improve consumer decision quality in common, low-
motivation to elaborate settings. Encouraging consumers to focus
on the process of using a product may be a good method for
improving consumer decision-making in low motivation segments,
without the perhaps unattainable goal of convincing consumers to
engage in effortful elaboration. This seems to be particularly
promising for those consumers likely to resist the call to increase the
amount of their elaboration or the complexity of their decision
processes, because process-focused thought can do so without
relying on appeals that consumers “think” or “work™ harder. Thus,
we believe it will be easier to motivate low-involvement consumers
to “think better” (by encouraging them to think about the process



involved, which is a relatively natural and easy thing to do) than to
motivate them to “think more.”

“Process- versus Outcome-focused Simulation and the
Evaluation of New Products: The Temporal Effects on the
Affective and Cognitive Dimensions”

Min Zhao, University of Toronto, Canada
Steve Hoeffler, Vanderbilt University, USA
Gal Zauberman, University of Pennsylvania, USA

In this research, we examine the role of process- versus
outcome-focused mental simulation in the learning of really new
products (RNPs). Research in psychology has identified two dis-
tinct types of mental simulation: process simulation that is focused
on the process of reaching a goal versus outcome simulation that is
focused on the desirable outcome of achieving the goal (Taylor et
al. 1998). Process simulation has been found to be generally more
effective than outcome simulation in facilitating goal attainment
(e.g., Tayloret al. 1998) or behavioral intentions (Escalas and Luce
2003, 2004). However, we believe that when applied to the new
product domain, process simulation is only more effective for INPs,
for which people are able to figure out how to use the product
(Hoeffler 2003), whereas for RNPs which evoke high learning cost
association (Mukherjee and Hoyer 2001), process and outcome
simulation with a traditional approach does not lead to enhanced
product evaluation.

We demonstrate how manipulating the type of information
processing mode (cognitive vs. affective) with a different temporal
perspective elicits the unique effects within process and outcome
simulation on the evaluation of RNPs. Much previous research on
mental simulation has either confounded process and outcome
simulation with cognitive and affective components (i.e. process
simulation with a cognitive focus vs. outcome simulation with an
affective focus (Taylor et al. 1998), or has incorporated both
cognitive and affective components into process and outcome
simulation (Escalas and Luce 2003, 2004). We attempted to tease
apart the cognitive and affective processing focus and to investigate
the unique effect of process and outcome simulation on the evalu-
ation of RNPs under each type of processing when a different
temporal perspective is involved. We predict that in an instant
evaluation scenario where the learning cost is salient, when evalu-
ating the RNP with a cognitive focus, outcome simulation will lead
to higher product evaluations than will process simulation, whereas
the reversal is true when these products are evaluated with an
affective focus. However, when we introduce a distant future
perspective for the product evaluation such that consumers’ natural
focus of the RNPs is shifted to the product benefits, we hypothesize
that outcome simulation under an affective mode or process simu-
lation under a cognitive mode will be more effective in increasing
the evaluation of RNPs.

In Experiment 1, we first examined the role of traditional
process and outcome simulation (i.e. combined focus on both the
cognitive and affective components) on the evaluation of RNP (i.e.,
AudioPC) compared with INP (i.e., ThinkPad). We asked partici-
pants to practice either a process-oriented (i.e. visualizing the steps
of using the product) or outcome-oriented (i.e. visualizing the
benefits of using the product) simulation task after they read the ad.
The results showed that the positive effect of process simulation
was only replicated for the INP, whereas for the RNP, which
naturally evoked high learning cost association, the effect of pro-
cess and outcome simulation on product evaluation did not differ.

Experiment 2 investigated the specific effects of process and
outcome simulation on the evaluation of RNPs (i.e., AudioPC) by
teasing apart the effect of cognitive vs. affective processing mode
in an instant evaluation scenario where consumers’ natural focus of
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RNP is on the learning cost. Participants performed either a pro-
cess-focused or outcome focused visualization task that empha-
sized either the cognitive or affective components. The results
indicated that under a cognitive processing mode, outcome simula-
tion increased product evaluation more than process simulation,
whereas under an affective mode, process simulation was more
effective than the opposite type of simulation. In addition, we found
a partial mediating role of product uncertainty on this pattern.

In Experiment 3, we explicitly introduced different temporal
frames by asking the participants to evaluate a RNP (a new video-
editing software in this study) in a distant future scenario which
enhanced participants’ construal level and evoked benefit-related
considerations, or in a near future scenario which evoked default
usage process consideration and served as our control conditions.
The results showed that when the usage process information was
more salient (i.e. in the near future conditions which were similar
to the settings in experiment 2), we replicated the findings of
experiment 2. However, when the novel benefits became more
salient, the effect of mental simulation was reversed such that
process simulation led to higher product evaluation under a cogni-
tive processing mode, and outcome simulation led to higher evalu-
ation under an affective processing mode. In addition, product
uncertainty mediated this interactive effect between time, simula-
tion type and processing mode.

Our research centers on the role of process- and outcome
simulation in the evaluation of RNPs. Our findings showed the role
of affective and cognitive considerations in the different effective-
ness of these two types of simulations under a different temporal
perspective. We further identified performance uncertainty as a
mediator. We believe that our research provides some answers to
the open questions about new product preference development, and
well as the open questions about the exact nature of different types
of mental simulations and their effectiveness.
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SPECIAL SESSION SUMMARY

Multiple Systems for Choice and Valuation: New Perspectives from Decision Neuroscience
Ab Litt, Stanford University, USA

SESSION OVERVIEW

Typical consumer decisions involve the consideration and
integration of a diverse range of information about the appeal of
available options, decision context and situational history, and the
importance and implications of making the ‘right’ choice. While
behavioral studies have illuminated much about the nature of
consumer decision making, teasing apart differences in how con-
tributing underlying processes operate is a difficult problem for
these approaches alone. Neuroscientific investigations of decision
making offer direct and real-time access to these component pro-
cesses, and so can crucially augment and enrich our current under-
standing of consumer decision making.

The objective of this session is to present an interlocking set of
such insights into the multi-dimensional bases of decisions. The
common thread is exploring precisely how different aspects of
decision making marshal common versus dissociable underlying
processing systems, and the predictive and explanatory implica-
tions thereof for central issues in consumer psychology and behav-
ioral decision research. Bolstered by pertinent behavioral results,
we employ functional magnetic resonance imaging (fMRI) to
develop a more complete picture of the nature of decisions in
scenarios akin to many typically faced by consumers. These find-
ings in turn may inspire and shape further neural and behavioral
investigations into how dissociable underlying choice and valua-
tion systems may be divergently affected under specific conditions.

Hytonen, Baltussen, van den Assem, Klucharev, Smidts and
Post present strong evidence for distinct neural networks active
during and after experiencing gains and losses, and for how these
distinguishable circuits drive path dependence in risky decision
behaviors. From such prior-history effects on choices we move to
future-reward discounting, where Figner, Johnson, Krosch,
Steffener, Chu and Weber reveal distinguishable neural systems
underlying asymmetric expressions of relative impatience across
differently framed decisions regarding immediate versus future
rewards. Neural circuits for affect, valuation, and action-impulse
that these papers identify obtain converging support from the
findings of Litt, Plassmann, Shiv and Rangel dissociating compu-
tations of motivational salience from valuation at the time of
decision making. The striking divergences they observe support
growing interest by behavioral decision researchers in teasing apart
these components of value, and are consistent with our overarching
theme of illuminating the importance of disentangling multiple
distinct systems underlying valuation and decision making.

The papers in this special session feature data collected using
both behavioral and neuroimaging measures. Our discussion leader,
Carolyn Yoon, has conducted important behavioral studies of
valuation, memory, and decision making, and is at the forefront of
decision neuroscience research in consumer contexts and broader
domains. While our techniques will appeal directly to those inter-
ested in (or who appreciate the growing importance of)
neuroscientific and physiologically informed consumer research,
our results are of broader significance to an audience interested in
the nature of consumer decision making. Taken together, the
findings described in this special session help to pry open the
‘black-box’ of the act of deciding, by revealing precise mechanisms
for how dissociated and shared contributing sub-systems are en-
gaged, interact, and lead to specific patterns of overt behavior.

EXTENDED ABSTRACTS

“Brain Processes Underlying the Influence of Prior Gains
and Losses on Decisions under Risk”
Kaisa Hyténen, Erasmus University Rotterdam, The Netherlands
Guido Baltussen, Robeco, The Netherlands
Martijn van den Assem, Erasmus University Rotterdam,
The Netherlands
Vasily Klucharev, Erasmus University Rotterdam,

The Netherlands

Ale Smidts, Erasmus University Rotterdam, The Netherlands

G. Thierry Post, Erasmus University Rotterdam,

The Netherlands

A large body of behavioral experiments has convincingly
shown that the risk attitudes of consumer decision makers for a
given risky choice problem generally depend on the outcomes of
previous choice problems (i.e., path dependence). Most notably,
Thaler and Johnson (1990) showed that the average decision-maker
tends to take more risk if she has a chance to gain back a previously
experienced loss, the “break even effect”. Moreover, after experi-
encing a gain which cannot be lost, she also has a greater risk
appetite, the “house money effect”. These effects are pervasive
outside the laboratory (Post et al., 2008), and they are expected to
be common in, for example, sequential choice behavior by private
investors.

In this fMRI experiment we study the behavioral changes and
brain activations related to prior experiences in decision making
under risk. First, we test whether removal of options from a set of
possible outcomes is interpreted as a positive or negative event in
the brain, relative to the overall composition of an outcome set.
Second, we explore how affective neural reactions to gains and
losses influence and drive future choices.

Task. Subjects (N=22) undergoing fMRI made decisions
between risky lotteries and sure amounts of money (offers). Each
choice problem consisted of either one or two sequential stages,
depending on a subject’s behavior. In the first stage, subjects
selected between a lottery with three outcome options and an offer.
If a subject chose the offer, they proceeded to the next choice
problem. If a subject took the risk of choosing the three-outcome
lottery, one outcome option was randomly removed from the lottery
(outcome phase). The subject then proceeded to the second stage of
the choice problem, where they chose between a lottery with the
remaining two outcome options and an updated offer. The choice
problems where designed so that subjects faced a fixed set of 24
lotteries and offers following a previously experienced relative gain
(smallest outcome option removed), neutral outcome (middle out-
come option removed), and a relative loss (highest outcome option
removed). The 24 lotteries were thus replicated three times, with the
same second-stage lottery evaluated after a loss, gain and neutral
outcome. This within-subjects design enabled us to isolate the
effects of previous relative gains and losses on future choices
between lotteries and offers.

Analysis. To test the nature of subjects’ risk-seeking attitudes
after relative gains and losses, we compared the percentage of
lottery choices for identical sets of second-stage choices across the
three conditions, i.e., following a previous relative gain, neutral, or
relative loss outcome. In the analysis of the brain data we concen-
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trated on two time windows: the outcome phase, where one out-
come option was removed from the lottery, and when making the
second-stage choice. For both time windows we located brain areas
that were sensitive to relative gains and losses in the choice
problem. Using regression analyses we examined which neural
regions activated during the second-stage correlated with changes
in the percentages of lottery choices between the conditions.

Behavioral Results. Participants showed decreased risk aver-
sion (i.e., an increased percentage of lottery choices), relative to
following a prior neutral outcome, following both a prior relative
gain (p<0.05) and a prior relative loss outcome (p=0.06). These
results indicate that prior experiences influence future choices
under risk in accordance with the house money and break even
effects, even in a within-participants design.

Neural Results. In the outcome phase, where one of the three
lottery prizes was randomly removed, we found activity in the
ventral striatum and medial prefrontal cortex. These areas were
most active when participants experienced a relative gain and least
active when a relative loss occurred. These brain areas have been
previously related to the processing of unexpected rewards
(O’Doherty, 2004; Delgado, 2007). Furthermore, these regions
deactivate for losses even more strongly than they activate for
gains, reflecting loss aversion (Tom et al., 2007). The present
findings thus indicate that the brain does indeed process lottery
prize removals as relative gains and losses, even before the actual
lottery win or loss is revealed. This is an important extension of
existing results on reference dependence of lottery outcomes (Breiter
etal., 2001).

The effects of previous outcomes during the second-stage
choice were reflected by activity in the operculo-insular cortex and
anterior cingulate cortex, regions known to be related to cognitive
control, emotions, and pain processing (Carter et al., 1999; Frot &
Mauguiere, 2003). Activity was higher in these regions in the loss
condition than in the gain condition. In an additional regression
analysis, we found that the insular cortex activity correlated with
decreased risk aversion in the loss condition as compared to the
neutral condition (b= 0.5, p<0.05), which is consistent with prior
findings linking insular activity to choosing high-risk options (Platt
& Huettel, 2008). Another region showing increased activity after
loss outcomes during the second-stage choice was the right inferior
frontal gyrus, which has previously been related to suppression of
responses, and linking emotional reactions and motor actions
(Garavanetal.,2006; Schulz, 2009). Here we found that the smaller
the difference in right inferior frontal gyrus activity between the
gain and neutral conditions, the more lottery choices increased
relatively after a gain (b=-0.43, p<0.05). These results suggest that
prior events can lead to an increase in affect-related neural activity
and a decrease in control in subjects vulnerable to biases.

In sum, these results demonstrate that removal of an option
from a set of possible outcomes is processed in the brain as a
positive or negative event relatively to the original outcome set, and
that activity involved in processing emotions and control distin-
guishably drives path dependence in risky decision behaviors.
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“Impatient No More! Impulsivity in Choice Depends on How
you Frame the Question”
Bernd Figner, Columbia University, USA
Eric Johnson, Columbia University, USA
Amy Krosch, Columbia University, USA
Jason Steffener, Columbia University, USA
Eustace Hsu, Columbia University, USA
Elke Weber, Columbia University, USA

One of the most important consumer decisions is whether to
consume now, or wait until later. This willingness to trade imme-
diate rewards for later benefits determines how much we save for
retirement and whether we have that extra drink at a party (Mischel
etal., 1969; Weberetal.,2007). While classical economics assumes
exponential (constant per-period) discounting, people in fact dis-
count future outcomes more steeply when they have the opportunity
for immediate gratification than when all outcomes occur in the
future, that is, they exhibit hyperbolic discounting (Frederick et al.,
2002).

Many different explanations exist for hyperbolic discounting.
A prominent example is the beta-delta model (Laibson, 1997), in
which total discounting is the (quasi-hyperbolic) sum of two
exponential discounting components, one (delta) that is present in
all intertemporal choices, the other (beta) that is present only when
immediate rewards are one of the choice options. Imaging evidence
for this form of discounting decomposition was provided by McClure
and colleagues (2004).

However, this approach and many other analyses ignore a
robust empirical fact: people are much more impatient when
delaying consumption (e.g., demanded price reduction for a down-
grade from express to regular shipping) than when given the
opportunity to accelerate consumption (e.g., willingness-to-pay for
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an upgrade from regular to express shipping; see Loewenstein,
1988). Loss aversion, as formalized by prospect theory (Kahneman
& Tversky, 1979), has been used to explain such asymmetric
discounting. People are assumed to encode delay of consumption as
a loss and acceleration as a gain, and delays are thereby proposed
to be more painful than accelerations are pleasurable. This account
is silent, however, regarding the precise psychological mechanisms
giving rise to any such loss aversion and consequent asymmetric
discounting. Moreover, it predicts a non-existent relation between
anindividual’s degree of loss aversion and the degree of impatience
asymmetry.

An alternative, more process-specific class of explanations
suggests that different kinds of valuations (acceleration vs. delay;
buying vs. selling prices) shift the decision-maker’s focus of
attention, consistent with differences in implicit goals (Fischer et
al., 1999; Weber & Kirsner, 1997). Query Theory (Johnson et al.,
2007) hypothesizes that decision defaults influence the sequence of
retrieval of evidence, with the expected option (immediate con-
sumption in delay decisions, larger but later consumption in accel-
eration decisions) being considered first, and with initial queries
generating output interference that reduces the output of subse-
quent queries.

Task. To explore these questions regarding the basic processes
underlying asymmetric discounting and impatience, we ran an
online investigation of choices made by 20 participants undergoing
fMRI. Participants made binary choices between gift certificates,
using stimuli based on those used by McClure et al. (2004). In each
of approximately 120 trials, participants made a delay or accelerate
decision between a smaller/sooner (SS) and a larger/later (LL)
reward. Amounts (ranging from $15 to $85), times of delivery
(either immediately, i.e., day-of-participation, 4 weeks later, or 6
weeks later), and relative time difference between SS and LL (either
2 or 4 weeks) varied across trials. After finishing the scanning
portion of the experiment, one of the participant’s choices was
randomly selected and paid out for real, and at the designated time
of delivery for that prize on that trial, participants received the gift
certificate they had chosen in the selected trial. This design enabled
us to investigate neural activation differences underlying observed
impatience asymmetries between delay decisions and accelerate
decisions, further contrasting (a) choices between an immediate
and a future reward; with (b) choices between two future rewards.
This allowed investigation of relative differences in hyperbolic
discounting between delay and accelerate decisions.

Behavioral Results. We observed significant effects (all
p’s<.001) of the length-of-delay-time difference (with participants
being more patient for shorter wait periods), the magnitude of the
earlier reward, and the relative difference between SS and LL
(indicating a trade-off between the cost of waiting and the increased
reward of the LL). Moreover, and as predicted a priori based on
Query Theory, we found hyperbolic discounting only in the delay
condition, and not in the accelerate condition, with more impatient
choices if a reward was immediately available as opposed to when
both rewards were only available in the future.

Neural Results. The fMRI data revealed important differences
in the two ways of measuring preference that were consistent with
Query Theory. Contrasts comparing delay and accelerate decisions
confirmed three hypotheses. First, as consistent with the Direction
Hypothesis, greater activation in delay decisions was observed in
key valuation-related brain regions: ventral striatum, medial pre-
frontal cortex, and orbitofrontal cortex. This suggested the distin-
guishable involvement of valuation circuits for each direction,
delay or accelerate. Since Query Theory suggests that these judg-

ments are constructed from recollection, our observation (particu-
larly with immediate rewards) of activation of bilateral hippocam-
pus and an additional network involved in prospective judgment
confirmed the Memory Hypothesis. Finally, we predicted and
indeed observed increased activation of anterior cingulate cortex in
delay decisions, a region crucial to the monitoring of response
conflictand online performance (e.g., Carteretal., 1998; Botvinick,
Cohen, & Carter, 2004), and so consistent with our Conflict
Hypothesis.

In ongoing additional analyses, we are relating individual
differences observed in this study to (1) results of Diffusion Tensor
Imaging (DTI) measurement of white matter neural-tract connec-
tivity between key regions of interest, (2) observed activations in
target regions, and (3) eye movement recordings done during
imaging. These approaches provide further evidence for specific
relationships between our results and similar phenomena and
neural activation patterns studied in extant research on memory,
choice, and valuation.
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“Distinguishable Neural Circuits for Motivation and
Valuation Underlying Decision Making”
Ab Litt, Stanford University, USA
Hilke Plassmann, INSEAD, France
Baba Shiv, Stanford University, USA
Antonio Rangel, California Institute of Technology, USA

Many common consumer decisions involve considerations of
value, to determine the type or nature of appropriate response; and
motivational salience, influencing strength of engagement in both
decision context and response implementation. Mounting research
indicates important ways in which valuation and motivational
components of decisions are dissociable in terms of underlying
psychological processes and behavioral outcomes (e.g., Higgins,
2006). While conceptualizations of this disjunction vary—from
“hedonic states” versus “hedonic stakes” (Lyubomirsky & Ross,
1999) to wanting versus liking (Winkielman & Berridge, 2003)—
the notion that valuation and motivation may act in different ways
and through distinct means seems of express importance to under-
standing the bases of consumer decision making.

Neuroscientific investigations of motivation and valuation
have proven very effective in establishing the extent and limits of
disjunctions between these psychological constructs, by revealing
how their respective biological substrates differ, overlap, and
interact (Berridge, 1996; Zink et al., 2004). This in turn sheds light
on the basic psychological mechanisms influencing observed pat-
terns of overt behavior. We conducted an fMRI study that explores
dissociations in humans between specific valuation and motiva-
tional processes active and involved at the time of decision making,
using an explicit and clear conceptualization of such a disjunction.

Task. During scanning, subjects (N=20) made a series of 240
choices involving different appetitive and aversive foods (60 dis-
tinct items, randomized and repeated once per session, for two
sessions). Subjects were instructed, for each trial, to indicate
(within a 2s interval) their willingness to eat the displayed food-
item at the end of the experiment, using one of four response keys:
“Strong No”,*“No”, “Yes”, or “Strong Yes”. Subjects were told that
at the end of the experiment, a random trial would be selected: they
would actually receive that trial’s food item to eat if they responded
“Yes” or “Strong Yes” on the trial, but would not if they responded
“No” or “Strong No”. It was reiterated to subjects that “the response
you gave on that [randomly chosen] trial will determine whether or
not you will be asked to eat that food item at the end of the
experiment.” Thus, subjects faced response decisions involving
valuations of food items under motivation to respond accurately in
line with those valuations. Subjects were asked not to eat immedi-
ately prior to the experiment, and were pre-screened for at least
occasionally eating the food stimuli generally classifiable as ap-
pealing (snack foods, chocolate, etc.).

Analysis. Valuation was captured by observing the specific
response given on any trial, and taken to be increasing from “Strong
No” to “No” to “Yes” to “Strong Yes”. In contrast, we conceptual-
ized motivation as the cross-valence strength of the response given
on a trial: i.e., “Strong” responses were considered to be of greater
motivational engagement than non-“Strong” responses. We thus
coded the four possible trial responses as RESP {“Strong No”=-2,
“No”=-1,“Yes”=+1,“Strong Yes”=+2},and included RESP (valu-
ation) and IRESPI (motivation) as modulators of food item presen-
tation in the AR(1) GLM estimated to analyze trial events in the
experiment. Single-subject and group-level contrasts were calcu-
lated to determine brain regions in which activation during decision
trials was 1) modulated by valuation, but not motivation; 2) modu-
lated by motivation, but not valuation; and 3) modulated by both
motivation and valuation.
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Behavioral Results. In line with our conceptualization of
motivation as response strength, subjects responded significantly
faster for Strong Yes/No than non-strong Yes/No (t(77)=4.22,
p<.00005, computed across subjects using means pooled within-
subject). Additionally, subjects’ responses were correlated to a pre-
scanning task in which they rated their overall liking of each food
item used in the experiment, in order to test whether scanning-trial
responses accurately matched valuations in both valence and inten-
sity/strength. This correlation yielded R?=.9514, supporting this
contention.

Neural Results. Increased activity modulated by valuation was
observed bilaterally in medial orbitofrontal and rostral anterior
cingulate cortices, consistent with a wide range of findings in the
cognitive neuroscience of decision making (e.g., Plassmann,
O’Doherty, Shiv, & Rangel, 2008). Activity observed in dorsal
posterior cingulate is consistent with work on reward-related sig-
nals in monkeys (McCoy et al., 2003). Additional valuation-
modulated activity in precuneus and parahippocampal gyrus may
be related to memory retrieval-related functionality previously
observed for each of these regions: foods valued more highly by
subjects are likely to be more familiar than the foods chosen to be
generally unappealing (e.g., squash baby food, clam juice).

Increased activity modulated by motivational salience was
observed bilaterally in posterior insula, dorsal anterior cingulate,
supplementary motor areas, and primary motor cortex. This net-
work of brain regions suggests several important conclusions
regarding how motivational salience is represented in the brain and
directs overt behavior. Insula activity correlated with cross-valence
motivational salience is in contrast to a preponderance of work
showing insula encoding primarily negative responses, such as
disgust. These previous findings might be re-interpreted as indica-
tive of the relatively greater motivational salience of those strong
negative feelings, in a manner analogous to what has been argued
for the amygdala (Anderson et al., 2003). In line with findings
showing addiction and craving disruption with insula damage
(Nagvi, Rudrauf, Damasio, & Bechara, 2007), our findings suggest
that increased (cross-valence) motivation engages the insula, and
that this representation of a high motivational state activates the
planning and selection of an appropriate response action in dorsal
anterior cingulate and downstream motor regions (similar to an
account of ADHD by Bush et al., 1999).

Finally, different sub-regions of the nucleus accumbens (NAcc)
were either distinctly or overlappingly modulated by valuation and
motivation. This suggests a potential resolution to an ongoing
debate over whether activity in NAcc is involved in encoding actual
levels of reward or valuation, or rather representations related to the
incentive salience or behavioral relevance of stimuli (Rodriguez,
Aron, & Poldrack, 2006; Cooper & Knutson, 2009). Our results
suggest that these divergent functionalities may be implemented in
distinct but partially overlapping sub-regions of NAcc. Thus,
consumer decision making seems grounded in dissociable but not
disjoint sub-systems computing choice value and motivational
salience.
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SPECIAL SESSION SUMMARY

Other People’s Things: Perspectives on Ownership Transfer and Sharing
Zeynep Arsel, Concordia University, Canada

SESSION OVERVIEW

Ownership and possession practices have historically been a
central interest to Consumer Culture Theory (Arnould and Thomp-
son 2005). While there is an increased interest in boundary condi-
tions of ownership, such as the disposal of possessions (Lastovicka
and Fernandez 2005; Price, Arnould, and Curasi 2000), access in
contrast to possession (Chen 2009) and sharing of possessions
(Belk forthcoming), these boundary conditions still remain an
under-explored territory. This session threads three empirical stud-
ies that examine boundary conditions of ownership, more specifi-
cally ownership transfer and shared ownership. We seek to address
the following issues:

1. Exploring how attachment to and appropriation of ob-
jects are performed in these boundary conditions.

2. Demonstrating how emerging marketplace structures
mediate these hybrid and transient forms of ownership.

3. Investigating the ways individuals manage symbolic and
physical contamination of goods that are shared with or
transferred from others.

4. And lastly, highlighting the ecological and political is-
sues that arise in the context of these transient and
alternative forms of ownership models.

These three papers provide a focused, but multifaceted and
multi-method treatment of the topic. The specific contexts that the
presenters ground their theories in are also novel: second hand
clothing users, online bartering communities and shared car own-
ership. These marketplace contexts promise many discussion op-
portunities and further theory development.

This session is likely to attract three groups of ACR members:
(1) researchers that are interested in ownership and identity (2)
those who study emerging marketplace structures that mediate new
forms of exchange, consumption and divestment (3) a broader
audience that consists of Consumer Culture Theory researchers and
students. We anticipate alively dialogue facilitated by John Deighton,
who will tie the session together, highlight theoretical and practical
implications of the papers and offer insights for further inquiry.

EXTENDED ABSTRACTS

“Identity and Self-Territory in Second Hand Clothing
Transfers”
Dominique Roux, IRG-Université Paris-Est, France

Previous studies have highlighted the emotion of disgust and
the negative representations associated with possible reuse of other
people’s possessions (Gregson and Crewe 2003). Anthropologists
and psychologists attribute this taboo to the principle of sympa-
thetic magic and its two laws (Frazer 1950; Mauss 1902/1972;
Rozin et al. 1993). The law of contagion recognizes the offensive
effect that slight or incidental contact with a polluted object may
have, even long after the pollution, whereas the law of similarity
assumes that things that resemble each other are from the same
essence. Because clothing intimately links with the body, negative
contagion both through similarity and contact, may impede the
reappropriation of unknown people’s possessions (Gregson and
Crewe 2003; O’Reilly et al. 1984). However, these principles
sharply contrast with the development of second hand markets, in

which clothing is an important if not central category among the
wide range of goods for sale. The volume of commerce in second-
hand clothes seems to contradict prevailing theories about contami-
nation and disgust, especially when the social distance from previ-
ous owners increases.

The gap between theory and consumer practices originates in
the assumptions that unfamiliarity inevitably triggers a fear of
contagion but is also supported by experimental methods that tend
to emphasize specific contamination cues. For example, Rozin and
Fallon (1987) gather reactions to different disgust elicitors, which
represent artificial situations that consumers seldom face in reality
(e.g., wearing a laundered sweater that belonged to Adolf Hitler).
Similarly, recentinvestigations of consumers’ reactions to products
touched by others in retail contexts (Argo et al. 2006) manipulate
explicit contamination cues that might not be as salient in natural
settings. When patronizing second-hand channels, consumers are
perfectly aware that clothes have been previously worn. This
research thus aims to understand how people, in anonymous but
normal contexts of exchange, manage to reappropriate clothing
from unknown owners and what distinguish them from those who
reject pre-used garments.

In the literature devoted to second hand markets and ex-
changes, very few studies have examined appropriation or rejection
processes of previously worn clothes. What they bring to light are
the specific conditions that increase or reduce the perceived risks
and facilitate or limit the transfers of garments. For example,
O’Reilly et al. (1984) indicate that the newness and the quality of
the merchandise strongly affect their resale. Gregson and Crewe
(2003) confirm that specific conditions such as the absence of signs
of wear, temporal distance from the former wearer, cleansing rituals
and exclusion of certain types of garments are preconditions for a
possible reuse of second hand clothes. As a consequence, under-
wear is considered as never reusable, even if washed or laundered
(O’Reilly et al. 1984). The continuity of links within, and beyond,
transmission has also been stressed by Lastovicka and Fernandez
(2005) who emphasize the “common-identity shared self” that
underlies transmission processes, even in non-family contexts.

In this study, I examine the meanings and representations that
second hand buyers attached to other’s possessions and contrast
them with those of people who refuse to wear used clothes. More
precisely, I try to uncover the reasons that are put forward to support
their appropriation versus rejection processes and the underlying
mechanisms that are at stake. The data come from a three-year
survey conducted between 2003 and 2005 in Paris, France, that
followed three steps: a first sample of eighteen second hand
shoppers was recruited in different second hand outlets and settings
to ensure a diversity of motives, profiles and types of clothes
purchased; a second data set of 212 second hand consumers and
non-consumers was built in order to get a broader knowledge of
general behaviors toward previously worn clothes and to offer
alternative insights; a third data set of twenty-two informants
consisted in selecting respondents who could complete less com-
mon profiles such as male or older informants, enlighten unusual
standpoints and provide negative cases.

The findings show that the appropriation/rejection processes
of pre-used garments are both grounded in the categorization of the
previous owner and in a possible or impossible negotiation of his/
her territory. First, while for non-consumers the law of similarity is
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confirmed along the lines of “the garment makes the man”, the fact
that the former owner could be socially distant, totally unknown or
morally unacceptable is not the only cause triggering rejection. This
phenomenon is also linked to the feelings of deterritorialization and
depersonalization that derive from the difficulty of re-inscribing the
self into objects that remain first and foremost “inhabited”. From
this standpoint, reusing second hand clothing prevents these re-
spondents from extricating themselves from a confusion of identity
with the other. Second, although the law of contagion states “once
in contact, always in contact” (Mauss 1902/1972), the results seem
also to contradict this assertion, as several respondents testify to the
possibility of wearing used clothes under particular conditions,
such as a second hand evening dress or suit for a fancy dress ball or
a special event. Third, a large number of respondents occasionally
(20%) orregularly (2 %) purchase and/or wear second-hand clothes,
even of unknown origin. The appropriation mechanism is based on
aprocess of categorization of the seller as another oneself, someone
who could be the buyer in his/her role of buyer, thus freeing the
objects of their history and provenance. Clothes can thus be
“emptied” of the presence of a prior owner and become re-appro-
priable by virtue of the exchange process. This neutral, deperson-
alized view of the object does not support the existence of a shared
self in the sense intended by Lastovicka and Fernandez (2005), but
of a shopping role community experienced in second hand buying.

“Exploring the Social Dynamics of Online Bartering”1
Zeynep Arsel, Concordia University, USA

Informal exchange of used commodities has been an ongoing
interest of consumer culture researchers. In their influential meth-
odological piece that introduced the naturalistic inquiry to con-
sumer researchers, Belk, Sherry and Wallendorf (1998) depict a
swap meet as an anachronistic but alternative medium of exchange.
Other studies of ownership transfer (Lastovicka and Fernandez
2005; Arnould and Curasi 2000; Herrmann and Soiffer 1984;
Nelson, Rademacher and Paek 2007) explore similar angles and
depict socio-cultural aspects of transferring personal goods to
others. While previous researchers have exemplified many ritual-
istic, meaning-making and identity effects of ownership transfer,
the social dynamics of the process and the way emerging market-
place structures function in these dynamics is an understudied
territory.

This research explores how informal marketplace structures,
more specifically bartering communities, mediate ownership trans-
fer. While bartering might be perceived as an outdated form of
exchange, quite a number of online bartering communities were
formed in the last few years. Through online messaging and
matching systems, individuals could participate in non-monetary
transactions of a gamut of consumer goods such as video games,
craft supplies, clothes, books, diapers, plant seeds and even used
cosmetics. In the case of cosmetics, bartering sites provide a
secondary market for goods that are otherwise disproportionally
depreciated, contaminated, or even deemed illegal to sell in the
formal economic markets. The system theoretically provides better
efficiency in trade by reducing waste and establishing exchanges
that account for the use value of commodities rather than their
depreciated market values.

However, the system also introduces numerous consumer
vulnerabilities. For example the ability to exchange previously un-
marketable goods encourage some participants to act impulsively,

IThe author thanks ACR Transformative Research Grants and
Social Sciences and Humanities Research Council of Canada for
their financial support for this project.

increase their perceptions of disposability, perpetuate compulsive
variety seeking and foster the over-glorification of the treasure-
hunt aspect of the medium. Furthermore, a great proportion of the
products that are bartered with complete strangers are previously
used cosmetics items that potentially pose health risks to their new
owners. Likewise, these grassroots marketplace systems are also
structurally vulnerable, in the sense that the usual safeguards of
formal economy, such as consumer protection institutions, do not
support them. Lastly, the social stigma of seeking returns from
goods by violating the alienability and hygiene norms of the formal
marketplace creates anxieties in the participants.

Drawing from multi-sited netnographic fieldwork and in-
depth interviews, I explore the social dynamics of this complex
marketplace system. My presentation aims to highlight four pro-
cesses that sustain this otherwise risky and stigmatizing exchange
behavior: humanizing (de-commercializing and de-stigmatizing),
hedging (risk reducing), circulating (alienability) and vigilantism
(policing). Humanizing is performed by socializing throughout the
exchange and ritualizing the process akin to reciprocal gift giving.
Furthermore, the participants challenge the apprehensions of using
potentially contaminated products through apotheosizing the previ-
ous owners and differentiating them from the hoi polloi in terms of
personal ethics and hygiene. Hedging is maintained by a complex
status hierarchy where the majority of the risk is transferred to
newer members of the community until they are proven reliable.
Furthermore, members of swapping communities protect them-
selves by establishing idiosyncratic principles of exchange and
shipping. Circulating corresponds to perpetual re-bartering items
after a period of use, which is subjectively experienced as borrow-
ing or sampling, rather than owning. This serves as a preventative
strategy to hoarding, while satisfying variety-seeking impulses.
Lastly, since there are almost no consequences of fraud within these
communities, members seek justice through vigilantism, more
specifically by publicizing and slandering the names of those who
act dishonestly through third party web sites they establish.

Through these four processes, the participants of this online
community create a self-sustaining, self-regulating and interactive
marketplace system, which facilitates exchanges that customarily
violate the legal, economic and hygiene norms of the formal
marketplace. My findings not only theoretically advance our under-
standing of ownership transfer, alienability, risk and consumer
communities, but also highlight issues that are of interest to market-
ing practitioners and policymakers and provide them with direc-
tions to make better informed decisions and policies regarding
secondary markets.

“Market-Mediated Collaborative Consumption in the
context of Car Sharing”

Fleura Bardhi, Northeastern University, USA

Giana M. Eckhardt, Suffolk University, USA
Rifkin (2000) suggests thatintoday’s hypercapitalisteconomy,
buying and owning things are outmoded ideas. Rather, consumers
want access to goods, and prefer to pay for the experience of using
a consumption object rather than buying it. Indeed, during the last
decade, we have seen the development and popularity of alternative
consumption models which involve sharing or pooling of re-
sources/products/services (Belk 1997, forthcoming). Examples of
such collective consumption models vary from time-share real-
estate, to more recent developments in car-sharing programs (e.g.
Zipcar.com), bag sharing programs (e.g. Bagborroworsteal.com),
and jewelry renting programs (e.g. Adornbrides.com and
Borrowedbling.com). While sharing has been and continues to be
the norm in some cultures and social contexts, such as within the
family (Belk forthcoming; Epp and Price 2008), observers argue



that models of collaborative consumption mediated by the market-
place, such as Zipcar, are and will continue to gain popularity fueled
by the internet, as well as by a capitalist marketplace trading in
cultural resources rather than material objects (Belk forthcoming,
Rifkin 2000). The goal of this research is to examine this model of
collective consumption when it is mediated by the marketplace.

Shared consumption has received little attention in the market-
ing literature. Recently Belk (2007, forthcoming) conceptualizes
sharing in consumption as an alternative to the private ownership
emphasized in both marketplace exchange and gift-giving. In
sharing, two or more people may enjoy the benefits and costs that
flow from possessing a thing. “Rather than distinguish what is mine
and yours, sharing defines something as ours” (Belk 2007, p. 127).
Sharing includes joint ownership, voluntary lending and borrow-
ing, pooling and allocation of resources, and authorized use of
public property. There are two types of sharing: sharing in and
sharing out (Belk forthcoming), which correspond to altruistic
sharing and what we call collaborative consumption. Sharing in is
altruistic, involves gift-giving, and expands the extended self by
expanding the domain of common property. Examples of this are
the consumption of shared property or shared meals within the
family by family members. Within the sharing-in consumption
model, Belk (forthcoming) finds that shared consumption enables
family members to create bonds/feel part of a collective, extend the
self to the family, and is guided by norms of generalized reciprocity
(Sahlins 1972). However, the marketplace mediated shared con-
sumption models such as Zipcar, or collaborative consumption
(Felson and Spaeth 1978), divides a resource among discrete
economic interests, preserves the self/other boundary and does not
involve expanding the sphere of aggregate expended self beyond
the family. In this sharing out model of consumption, consumers do
not own or possess the product/services, but share its consumption,
which is motivated by non-altruistic concerns. While altruistic
sharing is beginning to be investigated in the literature (Belk
forthcoming), collaborative consumption has not been examined.

As such, in this study we examine the role of the marketplace
in collaborative consumption. Belk (2007) suggests that
commoditization of shared possessions doesn’t change or eliminate
its value. We examine this claim empirically in the context of car
sharing. More specifically, we examine consumer motivations for
participating in car sharing, compare and contrast the model with
car ownership, and investigate the role of the company in mediating
the model. The data for the study is based on 45 semi-structured
interviews with Zipcar customers. Zipcar is currently the market
leader in car-sharing in the US. Zipcar has 180,000 members, who
pay at least $50 a year to access cars in 50 cities in US and the UK
and its business hit $100 million in revenue in 2008 (Frankel 2008;
Naughton 2008). For about $10 per hour, which includes gas and
insurance, Zipcar customers can use any car located conveniently
near them. Our results highlight the lack of brand community, the
paradox of freedom within car sharing, and the lack of responsibil-
ity present in the model. We discuss the implications of our findings
for theories of brand building, brand community, and gift giving/
sharing.
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SPECIAL SESSION SUMMARY

Customization and Consumer Choice
Aner Sela, Stanford University, USA

SESSION OVERVIEW

Marketing is increasingly seen as an interactive process in
which sellers and buyers rely on each other to co-create value (Alba
et al. 1997). One of the most prominent strategies reflecting this
development is offer customization, the process by which indi-
vidual components of an offer are selected and modified to provide
consumers with offers that match their individually stated prefer-
ences (e.g., Ansari and Mela 2003; Pine, Peppers and Rogers 1995).
The assumptions underlying customization are that if consumers’
preferences can only be revealed, customized offers will provide
them with superior fit and satisfaction, reduce information over-
load, and ultimately increase perceived value, purchase likelihood,
and loyalty (Simonson 2005).

However, despite the importance of customization, we still
know relatively little about the conditions under which these
fundamental assumptions actually hold. The present session seeks
to address this topic and provide new insights into the factors that
determine consumers’ choices under different customization modes,
their evaluation and likelihood of acceptance of the customized
offer, and their ensuing satisfaction.

One of the central variables in every implementation of
customization is the procedure by which preferences are elicited.
This is especially true in the case of self-customization, the process
by which consumers customize offerings to their own preferences.
The paper by Ana Valenzuela, Ravi Dhar, and Florian Zettelmeyer
examines whether and how the self-customization procedure (by-
attribute versus by-alternative) influences the subjective experi-
ence of making the decision and, consequently, the construction of
preferences. This research suggests that because customization by-
attribute is associated with a smaller choice conflict, it tends to
increase the willingness to purchase the customized option as well
as the satisfaction consumers derive from it.

Another important question relates to the consequences of
customization in different contexts. Providing consumers with
individually customized offers is an effective strategy in general,
but are there conditions under which customization can actually
undermine, rather than enhance, the attractiveness of offers? The
paper by Aner Sela, Itamar Simonson, and Ran Kivetz suggests that
explicit customization by the marketer can undermine the per-
ceived value of seeming “opportunities”, such as offers presented
as special bargains. This is because customized offers tend to be
perceived as reflecting the marketer’s self-interested intentions,
thereby reaping any above-normal gain from the transaction. Thus,
although customization is a positive signal by itself, indicating a
better fit to the consumer’s preferences, this research suggests that
its effect on value perceptions may depend on other characteristics
of the transaction.

Finally, self-customization typically involves either sequen-
tial or simultaneous evaluation of the offer’s individual compo-
nents. The paper by Alexander Chernev examines the impact of the
evaluation mode on consumers’ perceptions of the customized
offer’s overall value. The investigation is conducted in the impor-
tant context of selecting food items from a menu to form a custom-
ized meal. Specifically, when evaluating vice and virtue combina-
tions simultaneously, consumers tend to underestimate overall
calorie content such that the combined meal can be perceived as
having fewer calories than the unhealthy item alone. When a virtue
item is evaluated before a vice item, however, consumers tend to
overestimate the overall calorie content of the customized meal.

This session highlights the importance of understanding how
specific procedures (e.g., presentation order and evaluation mode)
and contexts (e.g., bargain offers) can affect consumers’ percep-
tions and acceptance of customized offers. The session would be of
interest to researchers and marketers interested in consumer judg-
ment and decision making and choice theory.
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EXTENDED ABSTRACTS

“Contingent Consumer Response to Self-Customization
Procedures: Implications for Decision Satisfaction and
Choice”

Ana Valenzuela, Baruch College, USA
Ravi Dhar, Yale University, USA
Florian Zettelmeyer, University of California—Berkeley, USA

The opportunity to self-customize products and services tai-
lored to individual preferences is viewed as an important way to
enhance customer relationships and reduce competitive threats. An
implicit assumption for the superior value of self-customization is
the notion that consumers have inherent preferences (Simonson
2008) and are able to construct the customized offer that best fits
their preferences compared to a non-customized offer. This paper
focuses on comparing two formats designed to help consumers self-
customize a product among a large set of feasible options. We
demonstrate that the two most common methods for self-
customization can result in a different consumer construction
processes as well as different options being chosen as most pre-
ferred.

Furthermore, consistent with the established notion that con-
sumers have limited insight into their preferences (Simonson 2005),
the construction process of self-customization may also determine
consumers’ post-hoc evaluations of the customized option. In
particular, customers’ assessment of the customized option is likely
to be affected by the ease or difficulty experienced in the process of
customizing (e.g. Novemsky, Dhar, Schwarz and Simonson 2007).
In this paper, we differentiate between two sources of difficulty
associated with the constructed choice. One source arises from
choice complexity due to the sheer amount of information that
requires processing as the number of available options increases
(Huffman and Kahn 1998). A second source is based on an explicit
consideration of between-attribute tradeoffs (Dhar 1997), that is,
the extent to which the customization format makes trade-offs
between competing characteristics (or quality attributes) more or
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Volume 37, © 2010



70 / Customization and Consumer Choice

less explicit. Regardless of the source of difficulty (i.e., whether it
is based on processing large amount of information or based on
making fewer effortful competing tradeoffs), we show that the
subjective feeling of difficulty during self-customization may af-
fect choice processes and outcomes.

Specifically, the studies in this paper highlight the effect of the
two most often used self-customization procedures on consumer
choice processes and preferred outcomes: i) the by-alternative
customization method, which allows consumers to customize by
identifying their most preferred option from a set of fully specified
products; ii) the by-attribute customization method, which lets
consumers decide one-by-one the desired level of each product
attribute. Studies la and 1b show that consumers tend to choose
intermediate options significantly more often when they customize
a product by-attribute than when they customize by-alternative.
This implies that when consumers have to make price-quality trade-
offs for each attribute in isolation, they base their choices on the
ordinal position of options in the choice set. As a consequence, they
perform a series of two-dimensional “compromises” between price
and the particular (quality) attribute being customized. On the other
hand, respondents in the by-alternative customization procedure
have to perform multiple-way tradeoffs between different attributes,
which makes it much harder for them to identify these “2-dimen-
sional compromises” and, therefore, the compromise option itself.

Two additional studies support that self-customization proce-
dures influence the construction of preferences and the subjective
experience of making the decision. In particular, Study 2 shows that
by-attribute customization reduces choice difficulty, enhances sat-
isfaction and increases the probability that the customized option
will actually be purchased. However, the decrease in experience
difficulty in by-attribute customization is not solely due to the
reduced choice complexity and information overload but is also
driven by the fact that tradeoffs among competing characteristics
are less explicit. By-attribute self-customization reduces emotional
trade-off difficulty because of framing choice as a decision between
each individual (quality) attribute level and price. In contrast, by-
alternative self-customization makes consumers explicitly give up
one specific (quality) attribute for another. Accordingly, if consum-
ers were to encounter a by-attribute self-customization task which
made competing (quality) attribute tradeoffs explicit, they should
experience the same negative effects found in Study 2 for by-
alternative self-customization. In line with this, Study 3 shows that
when tradeoffs among attributes are made salient, decision conflict,
satisfaction, and willingness to purchase are at a similar level to that
associated with by-alternative customization.

Our findings contribute to the literature in several different
ways. Customization allows consumers to exert control over shop-
ping decisions. Our findings empirically show that differences in
the experience of decision difficulty in the two self-customization
modes affect consumers’ decision satisfaction and their willingness
to purchase the customized option. Results also support that the
decrease in experienced difficulty in by-attribute customization is
not solely due to the reduced choice complexity and information
load but rather to less explicit tradeoffs among competing charac-
teristics.
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“Negative Effects of Explicit Customization on Perceptions
of Opportunity”
Aner Sela, Stanford Univeristy, USA
Itamar Simonson, Stanford University, USA
Ran Kivetz, Columbia University, USA

Marketing researchers and practitioners alike have long em-
phasized the benefits of customizing offers to match consumers’
individual needs and preferences (e.g., Ansari and Mela 2003; Pine
et al. 1995). Customization can reduce information overload,
provide consumers with superior fit and satisfaction, and increase
loyalty and purchase likelihood. Moreover, because consumers
often do not have well-defined preferences, a “customized” label,
by itself, can increase the perceived fit of the offer, thereby
increasing its attractiveness (Simonson 2005).

However, are there conditions under which customization can
undermine, rather than enhance, the attractiveness of offers? The
present research suggests that under certain conditions, marketing
offers that are presented as tailored to the consumer’s individual
circumstances or preferences may be perceived as less attractive
than self-discovered opportunities that consumers perceive as valu-
able to them by coincidence.

Specifically, it is proposed that consumers seek opportunities
to “beat the market” by taking advantage of offers they believe
happen to be more valuable to them, due to favorable personal
circumstances, than what was intended by the marketer. Thus, the
allure of such perceived opportunities is based on the implicit
assumption that the consumer’s distinctive circumstances indeed
have not been taken into account by the marketer when the param-
eters of the offer (e.g., price) were designed. It is suggested that
consumers tend to place a large weight on whether the fact that the
offer has above-normal value for them is “transparent” to the
marketer. Consequently, opportunities that are self-discovered and
appear to the consumer as “unforeseen” by the marketer tend to be
perceived as more attractive. In contrast, when consumers believe
that the circumstances that make a certain option particularly
advantageous for them have been “factored-in” by the marketer,
they may perceive the deal as “fairly priced” for them rather than as
representing above-normal value. Over-relying on such a cue can
lead consumers to prefer a dominated, non-tailored option over a
superior option which has been specifically tailored for them.

Four studies, involving both real and hypothetical choices,
support these propositions. Study 1 suggests that explicitly custom-
izing a bargain offer, based on the stated preferences of the con-
sumer, can undermine the attractiveness of the offer among people
who believe they value the product more than the average person.
Participants were offered to buy a subscription for The Economist
magazine at 30% off the regular price. Half of them were told that
the offer they received was selected randomly. The other half were
told that the offer had been customized for them, based on their
previously stated preferences. The results suggest that people who
had indicated they were more interested in economic magazines
than the average person were more likely to take advantage of the



offer when they believed it matched their preferences by coinci-
dence (23%) than when it was said to be tailored for them based on
the questionnaire (3%). Importantly, the effect of customization on
choice was not affected by the chronic tendency to experience
psychological reactance, casting doubt on the possibility that reac-
tance was driving the effect.

Study 2 suggests that consumers who believe they value a
particular option more than the average person may find a bargain
offer more attractive whenitis framed as designed to attract average
consumers than when it is framed as designed for people “like
them”. Half of the participants were offered a subscription for The
Economist at 25% off the regular price, framed as “intended to get
the average person excited about The Economist”. The other half
were offered a subscription at 30% off the regular price, framed as
“intended for the classic reader of The Economist: a special offer for
people who would naturally find it interesting®. Participants who
had indicated that they were more interested in economic maga-
zines than the average person were subsequently more likely to take
advantage of the offer when it was framed as intended for average
(27%) rather than for “classic” readers (4%).

Study 3 extends these findings to a situation where the offer is
tailored to consumers’ distinctive circumstances rather than their
preferences. Participants received an offer to join a frequent flyer
program. Half of them were required to accumulate 14,000 miles to
receive a free ticket. The other half were required to accumulate
15,000 miles but were told that the 700 miles just traveled on their
incoming flight would qualify toward their reward. Participants
who received a 700 miles head-start were willing to pay more in
order to join the program ($9.5) than those who did not ($3.6).
However, the effect disappeared when the offer was said to be
tailored for the particular flight people came with ($5.3 vs. $7,
respectively). The effect of offer customization was mediated by
the extent to which consumers believed it would be easier for them
to accumulate the required mileage than would normally be the
case.

Study 4 examines the role of accessible concepts and norms
related to competition and self-interestedness in these effects.
Participants were primed with either business-related or neutral
stimuli (Kay et al. 2004). They then considered a bargain offer
which either seemed particularly valuable to them by coincidence
or was targeted at them by a marketer who was informed about their
circumstances. Participants found the offer less attractive when it
had been tailored for them (M=4.2) than when it matched their
preferences by coincidence (M=5.2). However, this effect was
significantly stronger among participants primed with business-
related stimuli (M=3.3 vs. M=5.3). This result is consistent with the
notion that the effect of customization on choice is driven by
consumers’ lay theories about marketers’ self-interested behaviors
(Friestad and Wright 1994; Wright 2002).

Taken together, the studies suggest that consumers tend to
associate offers with above-normal value more when they perceive
them as self-discovered and “unforeseen” by the marketer, rather
than as tailored especially for the consumer’s individual circum-
stances. These findings have theoretical implications for under-
standing consumers’ perceptions of marketing offers, as well as
important practical implications for designing customized offers
and targeted promotions.
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“Menu Customization and Calorie Estimation Biases in
Consumer Choice”
Alexander Chernev, Northwestern University, USA

Customization of offers typically involves deciding on which
components to combine, as well as deciding on the sequence in
which these items are presented to consumers. This research ex-
plores the impact of these decisions on consumer value judgments
in the context of food consumption, where value is reflected in
consumers’ evaluations of the calorie content of the available items.
For example, assembling a full meal from an a la carte menu might
involve evaluating the caloric content of individual dishes in
different categories. In particular, this research examines consumer
evaluations of combinations of items classified as vices and virtues.
From a conceptual standpoint, the issue of how consumers estimate
the calorie content of vice/virtue combinations raises the more
general question of how individuals derive numeric estimates of
categorically opposite items. The goal of this research, therefore, is
to investigate the decision processes leading to the formation of
caloric estimates of vice/virtue combinations in a customized
bundle and identify potential biases that are likely to occur in
deriving such estimates.

Conventional wisdom suggests that deriving calorie estimates
of combinations of food items should be fairly trivial, such that the
calorie content of a meal comprising several items should be equal
to the sum of the calorie estimates of the individual items. This
research argues, however, that this is not always the case and that
people display systematic biases in evaluating the calorie content of
combinations of items. Specifically, when evaluating vice/virtue
combinations, consumers tend to underestimate their calorie con-
tent, such that the combined meal can be perceived not only as
having fewer calories than the sum of its individual components,
butalso as having fewer calories than the unhealthy item alone. This
leads to the paradoxical finding that adding a virtue to a vice can
lower the perceived calorie content of the combined meal.

This research further documents that the underestimation
effect in evaluating vice/virtue combinations is contingent on the
mode in which information is presented, and that it occurs only in
scenarios in which options are presented simultaneously. When
items are presented sequentially, however, the nature of the estima-
tion bias is a function of the sequence in which options are
presented, such that a virtue followed by a vice leads to an
overestimation (rather than an underestimation) of their combined
calorie content.
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These underestimation/overestimation biases are attributed to
the qualitative nature of people’s information processing, stem-
ming from categorizing food items into virtues and vices. It is
argued that when evaluating combinations of vices and virtues,
people use an averaging heuristic, which leads them to believe that
the combination of a vice and a virtue has fewer calories than the vice
alone. In contrast, when options are presented in a sequential manner,
consumers tend to anchor on the virtue and overestimate the calorie
content of the vice—a contrast effect resulting from the semantically
opposite nature of virtues and vices. These decision biases are
examined in a series of six empirical studies, which investigate their
underlying mechanisms and identify boundary conditions.

The first set of three experiments examines the underestima-
tion bias in simultaneous evaluations of vice/virtue combinations.
In particular, Experiment 1 documents the existence of the bias and
shows that adding a virtue to a vice can lead to an underestimation
bias, whereby the vice/virtue combination is perceived to have
fewer calories than the vice alone. Experiment 2 further investi-
gates the underestimation bias by documenting that it is likely to be
afunction of the extremity of the virtue added to the vice and is more
pronounced in the presence of more extreme virtues. Building on
these findings, Experiment 3 examines the availability of alterna-
tive means for inferring calorie content, showing that the underes-
timation bias can be attenuated and even reversed when option size
is made salient and individuals use it to infer options’ calorie
content.

The second set of experiments examines the overestimation
bias in sequential evaluations of vice/virtue combinations. Experi-
ment 4 documents the presence of contrast effects in sequential
evaluations, showing that consumers tend to overestimate the calorie
content of a vice preceded by a virtue. Experiment 5 further tests the
theory by illustrating that contrast effects are a function of the type of
categorization and that they are more pronounced when the vice/
virtue categorization is made more salient and attenuated when an
alternative (price-based) categorization is made salient. Finally,
Experiment 6 lends support to the categorization theory by providing
evidence that the observed contrast in numeric estimates is a function
of individuals’ awareness of the magnitude of the differences be-
tween the available options, such that it is attenuated in cases when
the sequential evaluation is preceded by an initial overall evaluation
of the options in the choice set.
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EXTENDED ABSTRACTS

“Vicarious Goal Fulfillment: When the Mere Presence of a
Healthy Option Leads to an Ironically Indulgent Decision”
Keith Wilcox, Babson College, USA
Beth Vallen, Loyola College, USA
Lauren G. Block, Baruch College, CUNY, USA
Gavan Fitzsimons, Duke University, USA

In response to mounting criticism that their offerings contrib-
ute to rising obesity rates, many fast food chains have added
healthier options to their menus. While this menu expansion has
been beneficial for consumers who tend to make healthier meal
choices, its effect s far from ubiquitous. In fact, much of McDonald’s
recent financial success is not attributed to new healthy menu
additions, but rather to increased sales of more indulgent options
like burgers and fries (Case 2006). With the increased availability
of nutritious menu options, why have more consumers not swapped
their french fries for salad? In this paper, we present evidence that
for many consumers, the mere presence of such alternatives can,
ironically, increase the consumption of the unhealthiest item on the
menu.

Recent research suggests that individuals license themselves
to indulge in temptations when they have previously acted in line
with a long-term goal. This research suggests that when individuals
focus on their progress towards a focal goal, it allows them to
temporarily disengage from that goal to pursue indulgent alterna-
tives (Fishbach and Dhar 2005). Related research on the licensing
effect shows that prior virtuous behavior—or even intentions to act
in such a manner—provides individuals with the rationale for activi-
ties and choices that are not in line with long-term goals (Khan and
Dhar 2007). We extend this reasoning to suggest that when indi-
viduals have the opportunity to engage in a course of action that is
consistent with healthy eating goals, the consideration of this option
will satisfy the goal—at least temporarily—and, in turn, license them
to indulge. Moreover, we suggest that this licensing effect does not
merely result in the selection of a less healthy option, but rather the
most indulgent option available.

Interestingly, the goal activation processes that underlie this
behavior suggests an ironic effect of sorts at the individual level;
namely that the effect will be accentuated for individuals who are
high in self-control. Previous research has shown that individuals
high in self-control have more accessible cognitions associated
with the achievement of long-term goals compared to those low in
self-control, thus demonstrating a greater focus on achieving im-
portant long-term objectives (Giner-Sorolla 2001). In addition,
high self-control individuals are also likely to rely more heavily on
cues that justify indulgent choices (Kivetz and Zheng 2006). Thus,
we predict that the mere presence of a healthy item in a choice set
of less healthy food alternatives will result in a greater likelihood of
choosing the least healthy item for individuals with high self-
control.

In study 1, we presented respondents with side dish menus
consisting of either relatively unhealthy food items (i.e., french
fries, chicken nuggets and baked potato) or the same items in
addition to a relatively healthy item (i.e., salad). We found that,
ironically, when the healthy alternative was added to a menu, it
increased the likelihood of selecting the most indulgent option for
people with high self-control.
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Our second study replicated the findings of study 1 in two
different, food-related contexts, specifically the selection of an
entrée and the choice of a within-category packaged snack food.

Study 3 provided direct evidence of goal activation/fulfill-
ment as the underlying process. When the choice set did not include
ahealthy option, higher levels of self-control corresponded to faster
response times to health-related words, indicating greater activa-
tion of these goals relative lower levels of self-control. Interest-
ingly, when the choice set did include a healthy option, the response
times to health-related words for high self-control individuals were
slower, demonstrating less accessibility when the choice set in-
cludes a healthy option, compared to when the healthy option was
notincluded. In other words, while high self-control individuals are
better equipped to activate self-control in response to tempting
stimuli, they are also highly susceptible to cues that reduce the
threat imposed by tempting stimuli and, as such, are likely to fail in
self-control efforts under some conditions.

Our final study provided additional support for our proposed
goal activation process using a categorization approach to demon-
strate vicarious goal fulfillment. Prior research (Ratneshwar et al.
2001) shows that accessible health goals lead individuals to rate
food items with different levels of healthfulness as less similar to
one another, while individuals with less accessible health goals rate
such items as more similar to one another. In study 4, we show that
the presence of the healthy item increases the perceived similarity
of the items for individuals with high self-control compared to when
the healthy item is not present. Importantly, we show that once
healthy eating goals are fulfilled and perceived similarity among
items in the choice set is high, high self-control individuals pay
more attention to the most indulgent option in the choice set. Thus,
we demonstrate that high self-control individuals increase the
amount of attention paid to the most indulgent option in the choice
set, explaining why the most indulgent option, rather than any
indulgent option, is chosen.

The most obvious implication of these findings is that, despite
the rush to offer healthier food alternatives, this trend may be doing
little to alleviate the deeper societal issue of rising waistlines.
Interestingly, while the waistlines of many consumers might be
suffering as aresult of the inclusion of healthier menu options, food
retailers appear to be reaping substantial benefits. For instance, a
recent consumer loyalty study ranks McDonald’s as the front-
runner in the fast food category (Hein 2008). Typically low in the
rankings, McDonald’s turnaround performance this year has been
attributed, in part, to the inclusion of healthier alternatives that
increase menu variety. Therefore, while the inclusion of healthy
items is driving some consumers to make less optimal food choices,
it appears to be increasing their satisfaction with food retailers and,
perhaps, the choices themselves. Thus, an understanding of goal
fulfilment processes is of substantial importance for understanding
consumer behaviour at the individual level, as well as broader
issues like the U.S. obesity epidemic.
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“Rejection is Good for Your Health: The Influence of
Decision Strategy on Food and Drink Choices”
Jane Machin, Virginia Polytechnic Institute and State
University, USA
Yong Wan Park, Virginia Polytechnic Institute and State
University, USA

A hungry woman stands at a breakfast buffet deciding whether
to consume an apple or a donut. Can she be nudged towards the
apple simply by thinking about which option to reject, rather than
which option to select? Laboratory studies provide support for this
idea.

Decision strategy is the process used to make a choice: a
rejection-based decision strategy occurs when the primary focus of
the decision is on rejecting the undesired option(s) whereas a
selection-based decision strategy occurs when the primary focus of
the decision is on selecting the desired option. Prior research
suggests that selection and rejection are not complementary strategies
(e.g. Shafir, 1999). Of importance here is the finding that using a
different decision strategy can lead to preference reversal in choice
sets where one option has stronger positive attributes but also
stronger negative attributes relative to another more neutral option.
The positive information is weighted more heavily when using a
selection-based decision strategy, but the negative information is
givenmore attention when using arejection-based decision strategy,
resulting in the enriched option being both selected and rejected
more frequently than the impoverished option.!

We extend findings in this literature to the area of food
decisions, improving our knowledge of the food and drink decision
making process and providing a simple intervention to improve
dietary choices. Specifically, we propose that unhealthy foods are
often spontaneously construed as enriched options. A donut, for
example, is very high in calories (a strong negative attribute) but
tastes great (a strong positive attribute). An apple, on the other hand
is, relatively, more neutral. In support of this idea, Raghunathan,
Naylor & Hoyer (2006) find that consumers rate unhealthy foods as
better tasting than healthy foods. Combining these two research
streams leads to the proposition that, compared to selectors, rejecters
will spontaneously focus more attention on the negative attributes
of the enriched option (e.g. the relatively high calorie content),
leading them to reject this option and consume the alternative,

IThe term “enriched” has a specific meaning within research on
nutrition (i.e. vitamins have been added to the food; Doyon and
Labrecque 2008) that is not relevant here. Enriched is used only as
Shafir (1999) defines it, to refer to the option with more positive
as well as more negative dimensions.

relatively healthier option. Selectors, on the other hand, will focus
more attention on the positive attributes of the enriched option (e.g.
the superior taste), leading them to consume it.

Shafir (1993) provides some early support for this proposition
in his Problem 6 (p 551). Our research extends Shafir’s finding in
numerous ways. First, in Shafir’s vignette, rejecters received
supplementary information and were also artificially endowed with
both options. To demonstrate that the results replicate in more
natural situations, information about the choice options was held
constant between selectors and rejecters in all our studies and only
decision strategy differed. Forexample, Study 1a presented identical
information about the healthiness and taste of two types of frozen
dessert to all participants. Half the participants were then asked
“which do you want to eat”” while the other half were simply asked
“which do you not want to eat?”” Consistent with the hypothesis,
participants who chose by rejecting the dessert they did not want
were significantly more likely to choose the healthier option. Study
1b replicated this result in a drink choice situation. Rejecters were
significantly more likely to select the healthy option (mineral
water) compared to selectors.

More importantly, Shafir’s participants were given explicit
information about both health and taste attributes. In the real world,
however, such overt information is often not readily available.
Building on the “unhealthy=tasty intuition” (Raghunathan, Naylor
& Hoyer 2006) we expect that participants, spontaneously inferring
that unhealthy options will taste better, will both select and reject
the unhealthy options more frequently. Results confirm this hy-
pothesis. Study 2 demonstrates that using a rejection-based deci-
sion strategy leads to healthier food choices when only health
information is provided. Participants were given a real choice
between three types of cracker, varying in the degree of fat they
contained. Compared to participants who chose by selection, par-
ticipants who chose by rejection were significantly more likely to
choose the healthiest cracker. Study 3 removed all explicit informa-
tion about the options. Participants were shown a mock drink
vending machine where the brand names of various drink options
were visible, but no explicit health or taste information was pre-
sented. Once again, participants who chose by rejection were
significantly more likely to choose the healthier option (bottled
water) compared to participants who chose by selection. Additional
analyses in studies 2 and 3 demonstrate that differences in beliefs
about the relative taste of the options mediate the relationship
between decision strategy and choice.

Study 4 extends the findings to a situation where actual dietary
information could be analyzed to provide an objective reference
point regarding the healthiness of the choice. Participants were
presented with a take-out menu from Arby’s and asked to choose a
meal for lunch that day by either selecting the items they wanted or
rejecting the items they did not want. Rejecters made objectively
healthier meal choices. For example, the total carbohydrate count
in the meals chosen by selectors was significantly higher than that
of the meals chosen by rejecters and the total grams of fat in the
meals chosen by selectors was significantly higher than that in the
meals chosen by rejecters.

In all the above studies, decision strategy was manipulated.
While these demonstrate that consumers can be encouraged to
adopt a rejection based decision strategy, leading to healthier
choices, there is little understanding whether rejection-based deci-
sion making ever occurs spontaneously. Study 5 presented partici-
pants with a variety of choice situations and, using language meant
to be as neutral as possible, asked participants to “indicate their
decision”. Compared to those who used a selection-based decision
strategy, participants who spontaneously reported using a rejec-
tion-based decision strategy were significantly more likely to



choose frozen yogurt over ice cream, an apple over a donut and a
medium size fast food meal over a large size.

Marketers of healthy food products could easily encourage the
use of a rejection-based decision strategy through, for example,
comparative advertising techniques and in-store decision aids,
helping to nudge consumers to “have it their way—more health-
ily”—more apples, less donuts.
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“Linearize This! Why Consumers Underestimate Food
Portion Changes and How to Help Them”
Pierre Chandon, INSEAD, France
Nailya Ordabayeva, INSEAD, France

Because large packages and portions lead to greater consump-
tion, the trends towards supersized food portions and packages is
considered one of the prime drivers of the obesity epidemic (Cutler
etal. 2003; Nielsen and Popkin 2003). Supersizing leads to overeat-
ing because people do not realize just how big these portions are.
Therefore, improving people’s size estimations is essential to help
consumers choose smaller, and healthier, portions sizes (Chandon
and Wansink 2007). In this research, we examine how consumers
estimate changes in package and portion size and what can be done
to improve their estimations.

Research in psychophysics has shown that people’s estima-
tions of object size follow an inelastic power function of its actual
size (Estimated size=a0(Actual size)P, where b<1), which means
that people underestimate the magnitude of size changes (Stevens
1986). In previous research (Chandon and Ordabayeva 2009), we
showed that size estimations are even less elastic when a package
increases or decreases along all three dimensions (height, length,
and width) rather than a single dimension in space (e.g., only in
height). However, we still do not know why this happens.

As suggested by prior research (Raghubir 2007), we examine
two potential causes of these psychophysical biases—information
integration (i.e., incorrectly integrating dimensions) and informa-
tion attention (i.e., ignoring some dimensions). We further hypoth-
esize that the key problem is biased information integration caused
by the reliance on an additive model of size change (vs. the correct
multiplicative one). Specifically, we hypothesize that consumers
add the increases in package dimensions instead of multiplying
them. As aresult, people think that a 26% increase in height, width,
and length increases volume by 78 % (26+26+26) when, in reality,
it increases volume by 100%.

Our model leads to several testable hypotheses. First, it pre-
dicts that consumers accurately estimate size changes when they
occur along a single spatial dimension but underestimate size
changes when they occur along two dimensions, and even more so
when they occur along three dimensions. Second, linearizing size
changes by decreasing the dimensionality of changes from 3D to 2D
to 1D reduces the underestimation bias and increases the preference
for large packages and portions (when people prefer more food to
less). Third, because it is an information integration and not an

Advances in Consumer Research (Volume 37) [ 75

information attention bias, drawing attention to the fact that all three
dimensions of a package change (i.e., by asking people to estimate
the change in each of the three dimensions) does not reduce the
underestimation bias or people’s size preferences. However, it is
possible to improve people’s size change estimations by simply
multiplying their (linear) estimations of the change in each of the
three dimensions. We test these hypotheses in two studies.

In Study 1, we studied the effect of the two linearizing
manipulations (dimensionality and decomposition estimation) on
consumers’ size estimations for increasing packages. The partici-
pants saw pictures of four sizes of popcorn boxes which increased
eitherin 1D, 2D or 3D (between-subjects). Participants were given
the size and the price of the smallest box (A) and were asked to
estimate the sizes and prices of the remaining three boxes. Partici-
pants in the decomposition estimation condition were also provided
with the sizes of the dimensions of size A and were asked to estimate
the dimensions of the remaining three boxes before providing their
size estimations. As expected, we found that people underestimated
the magnitude of supersizing (b=.63), and more so in 3D vs. 2D vs.
1D (b=.48, .65, .73, respectively). As expected, drawing attention
to the fact that all three dimensions could be changing by asking
people to estimate the size of each dimension did not improve their
size estimations (b=.62) and did not reduce the effect of dimension-
ality (b=.50,.54,.70in 3D, 2D and 1D conditions, respectively). All
these results were also obtained when looking at willingness to pay,
supporting our hypotheses. In addition, the additive model of
information integration fit the data significantly better than the
multiplicative model, suggesting that people do indeed add %
changes instead of multiplying them.

In Study 2, we looked at increasing as well as decreasing
package sizes, used real products (instead of pictures), and exam-
ined the effect of the two linearizing strategies on choice (and not
just on size estimations and WTP). The participants saw four
increasing or four decreasing sizes (between-subjects) of a rectan-
gular candle and a cylindrical candy box displayed on the table. We
manipulated the dimensionality of size change and decomposition
between-subjects as in Study 1. In addition to size estimations and
WTP, we asked the participants to indicate their preferred size for
each product. We found that, for both supersizing and downsizing,
decreasing the dimensionality of size change improved the accu-
racy of size estimations. Interestingly, we found that size estima-
tions were steeper and more linear (and hence more accurate) for
downsizing than for supersizing (b=.75 vs. .85 for supersizing vs.
downsizing, respectively). As in Study 1, decomposition task did
not improve size estimations or reduce the effect of dimensionality.
Again, the additive model predicted size estimations better than the
multiplicative model.

Study 2 also showed that decreasing the dimensionality of size
change increased the preference for large sizes of both products
(30% vs.43% vs.64% chose the largest two sizesin 3D, 2D, and 1D,
respectively), as expected. However, the decomposition strategy
increased the preference for large size of candles (from 30% to
46%) but decreased the preference for large sizes of candies (from
55% to 49%). This suggests that drawing attention to the three
dimensions, although it did not improve people’s size estimations,
activated more utilitarian goals and thus motivated people to choose
larger (and cheaper) candle sizes but smaller (and healthier) candy
sizes.

In a final study in progress, we are testing the conflicting
predictions of the additive and multiplicative models when package
dimensions change in opposite directions (e.g., the height of a
cylinder increases, but its diameter decreases). This will allow us to
test whether consumers can be fooled by downsized packages
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which appear bigger than they actually are (because the strong %
reduction in one dimension seems to be compensated by the %
increase in two other dimensions).

Understanding what drives the underestimation of size changes
should suggest effective strategies to improve consumers’ percep-
tions of supersized and downsized packages and portions. Our
findings suggest that packages that linearize the estimation problem
(by reducing the dimensionality of size change) should nudge
consumers toward healthier choices.
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SPECIAL SESSION SUMMARY

The Interplay between Goal Categories and Effort
Antonios Stamatogiannakis, INSEAD, France

SESSION OVERVIEW

“Man is a goal seeking animal. His life only has meaning if he
is reaching out and striving for his goals.” (Aristotle)

Dating back to the ancient Greeks, scholars have attempted to
elucidate the motivational factors underlying human goals. The
importance of understanding goals and their effects on effort has
been recognized by consumer researchers as well. For instance,
goals increase effort and do so more strongly for difficult and
specific goals (Locke and Latham 1990). Further, as people move
closer to their goal they are likely to invest more effort toward that
goal (Kivetz, Urminsky and Zheng 2006), and goal progress inter-
pretations influence whether people commit to or deviate from the
goal (Fishbach and Dhar 2005). The three papers in this session
integrate some of these perspectives in presenting a dynamic view
of goals and effort.

The broad purpose of this session is to present work that adds
to the growing body of research on the interplay of goals and effort.
Specifically, this session examines 1) the effect of different goal
types on effort and 2) the impact of effort investment on valuation
of subsequent consumption items. While the first paper examines
the impact of attainment versus maintenance goal on effort, the
second paper extends the focus of the first paper by examining the
impact of initial success in enhancing effort on a recurring goal.
Finally, the third paper complements the first two papers by
examining the impact of effort investment in a meaningful goal or
task on the WTP for a subsequent consumption item. A twenty
minute discussion led by Ayelet Fishbach will follow the three
presentations.

Stamatogiannakis, Chattopadhyay and Chakravarti pit main-
tenance goals against attainment goals. They find that maintenance
goals are judged as harder than objectively harder modest attain-
ment goals. For example people think that it is easier to increase
one’s daily working out time by five minutes than to maintain its
current level. This effect is driven by biased cognitive processing of
goals. Finally, the authors show circumstances under which main-
tenance goals can be detrimental to performance, compared to
attainment goals.

Nunes and Dreze investigate recurring goals, i.e., goals for
which people strive again and again, like getting a reward from a
loyalty program. They find that after initial success in such goals,
consumers learn about their ability to succeed in the same goal
again. This results in increased perceptions of self-efficacy and
therefore increased motivation in future pursuits (Bandura 1982).
Importantly, as successful completions increase, so does motiva-
tion.

Wadhwa and Trudel take a different approach and examine the
moderating role of task and goal characteristics on the relationship
between effort investment in and willingness to pay for a consump-
tion item. First they demonstrate the “fruit of labor effect”, i.e., that
investing effort in a meaningful task enhances the wanting for an
associated consumption item. Further, they examine the role of
meaningfulness of the task that requires effort, and the reward
salience of the consumption item in moderating the proposed fruit
of labor effects.

All three papers provide cutting edge counterintuitive insights
into the goal processes that drive consumer behavior and decision

making. In addition to attracting researchers interested in the
domains of goals and motivation, we expect further interest from
those who work within the application areas represented.

EXTENDED ABSTRACT

“Maintenance versus Attainment Goals: Why People Think
it Is Harder to Maintain their Weight than to Lose a Couple
of Kilos”

Antonios Stamatogiannakis, INSEAD, France
Amitava Chattopadhyay, INSEAD, Singapore
Dipankar Chakravarti, Johns Hopkins University, USA

The goal setting literature posits that goal distance has a
positive monotonic effect on subjective goal difficulty, after con-
trolling for self-efficacy (Locke and Latham 1990). This literature
usually assumes a discrepancy between an actual and a desired state
(e.g., Kruglanski 1996), but fails to acknowledge maintenance
goals, i.e., goals in which the actual and the desired states coincide,
but there is a time difference between the present and the goal time
horizon.

The violation of the state discrepancy assumption by mainte-
nance goals, makes doubtful the extension of the relation between
goal distance and subjective difficulty to this goal category, espe-
cially since several streams of research seem to suggest otherwise.
First, based on Heath, Larrick, and Wu (1999), goals are reference
points and people think that the same amount of progress gives
more utility and leads to greater effort in the losses than in the gains
domain. Maintenance goals actors are already on or beyond the
goal-reference point-and thus in the gains domain-but attainment
goals actors are in the losses domain. People then could infer more
effort for attainment than for maintenance goals and thus believe
that attainment goals are more likely to be achieved. Second,
actions interpreted as progress towards a goal make people deviate
from it, but actions interpreted as commitment to a goal make
people highlight the achievement of that goal (Fishbach and Dhar
2005). People might feel that they have fully progressed towards a
maintenance goal, but feel committed to a modest attainment goal,
because with a little more effort they can achieve it. This would
make people pursuing an attainment goal try harder than people
pursuing a maintenance goal. If people have this lay theory, then
subjective judgment of future success will be higher for attainment
goals.

Finally, Gilovich, Kerr, and Medvec (1993) find that short
temporal distance from goal results in the generation of more
reasons for failure, but longer temporal distance results to the
generation of more reasons for success. If we extrapolate this result
to goal distance, we would predict that people facing maintenance
(attainment) goals would generate more reasons for failure (suc-
cess). Therefore, when making a difficulty judgment, they will
view maintenance goals as more difficult.

In a series of five studies, where we manipulate goal type
(maintenance vs. attainment) between participants, we document
that maintenance goals are judged as more difficult to attain than
modest attainment goals, we examine which of the mechanisms
above account for this phenomenon, and we extend our results to
effects on performance. The first three studies are scenario based.
Scenarios about weight, GPA, daily working out time, money, and
weekly sales goals are used. The first study documents that main-
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tenance goals are judged as more difficult than modest attainment
goals, and this effect can not be attributed to differences in expected
motivation between the two goal types. This suggests that the
differences are likely to be driven by differences in the cognitive
processing of the two goal types.

The second study confirms this prediction. It replicates the
main effect of study one, and further find that when people consider
maintenance goals they tend to generate more reasons for failure but
less reasons for success, compared to when they consider attain-
ment goals. Differences in reason generation mediate differences in
subjective difficulty, showing that the effect is driven by differ-
ences in cognitive processing.

The third study uses a 2 X 2 between participants factorial
design. Some participants judged maintenance goals and some
attainment goals. Further, some participants were given acue which
aimed to make success and failure equally salient, and therefore
should attenuate the effect, while others received no cues. In the no
cue condition, we replicate the result that people think maintenance
goals are harder than attainment goals. However, in the cued
condition, which made success and failure equally salient the effect
disappeared, supporting the notion that biased cognitive processing
is the source of the bias. Interestingly, the neutralizing cue had an
impact only on attainment goals, and not on maintenance goals.

The fourth study replicates the above effect with a self-
relevant goal. Specifically, participants had to solve two word-
search puzzles. They indicated that it was harder to solve the second
puzzle in at most the time they solved the first, compared to improve
this time by a second. The results further demonstrate that difficulty
judgments of attainment and maintenance goals are impacted
differently when a high performance standard is active (Bargh et al.
2001). This is important given that such standards are often active
in goal directed consumption cases.

Finally, study five extends the above results to a performance
measure in a laboratory word search task. The results suggest that
although the two goal types have similar effects on performance,
maintenance goals can act as a cue that current state is good enough,
and therefore hamper performance when a high performance stan-
dard is active (Bargh et al. 2001).

“Recurring Goals and Learning: The Impact of Successful
Reward Attainment on Purchase Behavior”
Joseph Nunes, University of Southern California, USA
Xavier Dréze, University of Pennsylvania, USA

“IfIdiditonce, I candoitagain,”is acommon mantra for those
who have attained success. However, there is no indication regard-
ing whether they will try as hard or harder the next time around. This
research approaches the impact of loyalty programs and their
rewards differently than previous research. Rather than model the
impact of membership in a firm’s loyalty program or the nature of
a program’s rewards on share-of-wallet, we look at the impact of
successful reward redemption on future purchase behavior. More
specifically, this research examines the long-term relationship
between customers and the firm and whether successful reward
redemption leads consumers to consolidate and/or accelerate their
future purchases. While research has shown that progress toward a
reward can lead consumers to accelerate their purchases, much less
is known about how earning rewards can impact behavior. This
research illustrates how success in a recurring goal framework
allows consumers to learn something about themselves and leads
them to amplify their effort in successive endeavors toward the
same reward.

Kivetzetal. (2006) conducted a field study at a university café
where participating customers were required to make 10 coffee

purchases in order to get one free. They found consumers who
accelerated their purchases faster toward their first reward exhib-
ited a greater probability of retention and faster reengagement in the
program. Reengagement was assessed by comparing the time
period between the last purchase toward earning the first reward and
the first purchase toward earning the second reward. More relevant
for our purposes is what happened with those who reengaged.
Kivetz et al. (2006) found that for customers who earned the first
reward, purchase rates slowed as they began working toward their
second reward. Subsequently, purchase rates accelerated as
cardholders neared the second reward, just as they had for the first
reward. The authors dubbed this slowdown in the inter-purchase
time between the first reward and first purchase toward the second
reward as post-reward resetting. They argued resetting ruled out
learning as an explanation for the acceleration in purchases ob-
served as consumers approach a reward because this deceleration
would imply what was learned had been suddenly forgotten.

We argue that the increase in effort brought on by successfully
reaching a goal and earning a reward is due to learning-self-
learning. Our interest is in thoroughly investigating consumers’
capacity to learn as a result of successful reward attainment. While
post-reward resetting suggests the goal gradient phenomenon is not
due to procedural learning, it does not preclude other forms of
learning from taking place. We use the term self-learning to
describe what Bandura (1982) called predictive learning; the reas-
sessmentof one’s self-efficacy. Self-efficacy refers toanindividual’s
perception of how well he or she can execute courses of actions to
deal with prospective situations. Attaining a reward requires con-
sumers to orchestrate their buying behavior in very specific ways.
Consumers must schedule and steer purchases in a deliberate
manner in order to earn rewards from select firms. Utility-maximiz-
ing individuals will modulate these efforts as a function of the
perceived likelihood of success, which depends largely on judg-
ments of how well they performed in the past.

In Study 1, we utilize real world frequent flier program data to
show how success fosters reengagement; successful fliers begin the
new year flying more frequently. In addition, reaching the goal of
earning status impacts a flier’s likelihood of success in subsequent
attempts of earning status. Study 2 reveals that only in cases where
the reward is challenging enough, but not too challenging, does the
impact of success affect forecasts of future effort. In Study 2, we use
lab data based on scenarios to show that increasing divisibility or
how frequently rewards are doled out (from $1,000 to $500),
reframes a larger task as several smaller tasks and can boost
people’s perceptions of self-efficacy. If they succeed once, albeit at
reaching an easier goal, this tells them something about themselves.
Conversely, too much divisibility or success arrived at too easily
(rewards at every $100) was shown to be de-motivating. Therefore,
loyalty programs that offer people multiple redemption opportuni-
ties must balance the attractiveness of an award with an appropriate
level of difficulty in attaining success. Finally, in Study 3, we
explore the underlying process. The study was presented as a game
whereby the respondent’s goal was to determine whether the
experimenter was lying by judging his or her facial expressions. By
partitioning a task differently (3 sets of 10 trials or one of 30 trials)
and reframing the task as either complete or incomplete, we show
how successfully reaching a pre-ordained goal enhances percep-
tions of self-efficacy while controlling for overall performance.

In all three studies, achieving more than one success is shown
to matter. Hence, not only does goal attainment result in increased
effort the second time around, but successive successes further
elevate effort. We show how the successful attainment of a goal and
the accompanying reward increases consumers’ motivation in



subsequent undertakings and that this increase in motivation can
endure after more than one or two successes. From a practical
perspective, all possible successes may not be entirely within the
control of the firm. For example, frequent flier miles are becoming
interchangeable with several other currencies and some can be
redeemed at numerous second-party vendors. The result is myriad
outside rewards that might qualify as successes. Earning 25,000
miles for a free roundtrip ticket is no longer the quintessential goal.

“The Fruit of Labor Effect”
Monica Wadhwa, Stanford University, USA
Remi Trudel, University of Western Ontario, Canada

Consumers often engage in experiences that require some
level of effort from them. For instance, burgeoning hobby stores,
such as “paint-your-own-pottery” or “make your own jewelry”
stores, demonstrate consumers’ desire to invest effort. The afore-
mentioned examples raise an interesting question—Could varying
the effort required in an experience impact consumer’s evaluations
for the associated consumption item? A pretest conducted with
marketing experts indicates that the product associated with an
experience that requires additional effort investment should be
evaluated less favorably.

Interestingly, the implications of the findings from our pretest
contradict those arising from an emerging body of research on the
neurobiology of rewards. Recent research in this domain demon-
strates that expending effort to earn a reward leads the ventral
striatum (part of brain associated with motivational drive and
reward processing) to be more intensely stimulated as compared to
when no such effort is expended (Zink et al. 2004). Drawing upon
this stream of research, we propose that investing a bit of effort in
atask is likely to activate a motivational drive, and thereby enhance
the wanting for the associated consumption item, a notion we term
as the “fruit of labor” effect. Further, we argue that meaningfulness
of the task that requires effort is essential for the fruit of labor effects
to emerge. Specifically, when the meaningfulness of the task
requiring effort is high (than when the meaningfulness is low),
investing a bit of effort should enhance the wanting for the associ-
ated consumption item.

In order to examine the aforementioned propositions, in study
1, we employed a sampling task. Specifically, participants sampled
a new brand of powdered energy drink purportedly meant to
enhance mental acuity and intellectual performance. Effort re-
quired was manipulated by giving one group of participants premixed
form of the drink (effort -absent). A second group of participants
was asked to mix the drink and stir it for thirty seconds (effort -low),
and a third group for three minutes (effort-high) so the crystals are
properly dissolved. To manipulate the meaningfulness of the task
(i.e., stirring the energy drink), prior to the sampling task, partici-
pants were either primed with an intellectual goal or were not
primed with any goal. In line with the fruit of labor proposition, our
results show that those primed with an intellectual goal stated
higher WTP for the drink when they had invested a little bit of effort
than when they had invested no effort. These participants also stated
higher WTP than those not primed with the intellectual goal in the
low-effort condition. Moreover, when the effort required was too
high the impact of investing effort on WTP for the drink was
attenuated. These results rule out alternative accounts related to
cognitive dissonance and licensing, which would predict that
participants in the high effort condition should have stated higher
WTP than those in low effort condition.

Study 2 sought to achieve two main objectives. Besides
providing further support for our fruit of labor proposition using a
different manipulation for task meaningfulness, it also examines
whether investing effort in one task can enhance wanting for a
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subsequent reward that is not related to the task. We again employed
an orange juice sampling task. Participants were told that as
compensation for their participation in the study, $1 would be
donated to a charity. To do so, they would be provided with a
coupon, which they would need to hand over to the experimenter at
the sampling station. People in the high-effort condition cut out a
coupon printed on a thick paper. Those in the low-effort condition
were handed the same pre-cut coupon. To manipulate the task
meaningfulness, we employed either a charity that participants
could highly relate to—Ontario Cancer Foundation-(task-mean-
ingfulness-high) or a charity that participants could not relate to as
much—Canadian Landmine Eradication Awareness and Removal
Project (CLEAR; task-meaningfulness-low). These charities were
chosen based on a pretest. Subsequently, participants engaged in
the orange juice sampling task and then indicated their WTP for it.
Aswe predicted, effort investment positively impacted the WTP for
the subsequently consumed orange juice, but only when task-
meaningfulness was high (i.e., when participants cut the coupon for
Cancer charity).

Study 3 examines the moderating role of reward salience of the
consumption item. Extant motivation research suggests that when
the salience of the reward is heightened prior to exerting effort in a
task, the activated motivational drive is strengthened (Higgins
2006; Zink et al. 2004). Based on this logic, we argue when the
reward salience of the subsequently sampled orange juice is height-
ened prior to investing effort in the task, the fruit of labor effect
should get more pronounced. The procedure of this study closely
paralleled that of study 2 with one major change. To manipulate the
reward salience of the orange juice, the participants in incentive
salience-high condition saw a color picture of a glass of orange juice
along with the instructions for the sampling task, but those in the
incentive salience-low condition saw only the instructions. In line
with our predictions, we find that the participants in the effort -
present condition were willing to pay more for the juice when the
reward salience was high as compared to when it was low. How-
ever, when the effort investment was absent, there was no such
difference in WTP between the reward salience high and the reward
salience-low conditions.

In conclusion, while most of extant research on cost-benefit
approach in the decision making literature considers effort as a cost
(Russo and Dosher 1983), the present research suggests that the act
of putting a little bit of effort in some consumption scenarios could
in fact add value to the overall consumption experience. Implica-
tions for marketers are discussed.
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SPECIAL SESSION SUMMARY

Is Identity Signaling so Great? Limitations and Negative Consequences
Rosellina Ferraro, University of Maryland, USA

SESSION OVERVIEW

People often buy products and brands for signaling who they
are or who they want to be. Prior research has provided evidence for
the phenomenon of identity signaling and shown how it affects
choices. The four papers in this session expand the theory related to
identity signaling by exploring boundary conditions, such as nega-
tive consequences and abandonment. Two of the papers propose
that engaging in identity-signaling can backfire in its purpose. One
of the papers explores the functioning of identity signaling when
there is a competing goal. Finally, the fourth paper explores the
abandonment of culturally created tastes as a form of identity
signaling.

Ferraro, et al., argue that since identity-signaling serves an
important communication function, it should be perceived posi-
tively by observers. Instead, it is perceived negatively as observers
view identity signaling as extrinsically motivated and a reflection
of aninauthentic self. Thus perceptions of authenticity mediate how
much an observer likes the signaler. The authors also show that the
signaler’s perceived similarity to the observer moderates this effect.
Han and Nunes also examine the response to identity signaling via
the interactive dynamic between the signaler and the receiver. The
authors propose that while the signaler expects to feel positive from
engaging in signaling, she may instead feel embarrassment under
certain conditions; specifically when the signal is more conspicu-
ous and easy to recognize and when there is explicit
acknowledgement of the signal by others. Chan and Van Boven
examine the tension that exists between the conflicting motives of
signaling group membership and expressing uniqueness. Research
suggests that people express uniqueness by opting for products that
are owned by fewer others, which contrasts with identity signaling
research that indicates people signal social identity by behaving
similarly to in-group members. The authors propose that the con-
flict may be reconciled via convergence at the brand level and
divergence at the product level. Finally, Berger and Le Mens
examine the abandonment of cultural tastes. They propose that the
speed with which a taste is adopted (i.e., its popularity) determines
how quickly that taste is abandoned. The speed reflects whether the
taste is a fad and thus has symbolic value. The negative signal that
would come from adopting a perceived fad leads to a greater
likelihood that the taste is abandoned.

Each presenter (R. Ferraro, Y. Han, C. Chan, and G. Le Mens)
has agreed to serve if the proposal is accepted. Questions will be
taken at the end of the session. All data have been collected. This
session will have wide appeal, including to scholars of self-identity,
brand relationships, and product adoption.

EXTENDED ABSTRACTS

“Signaling Identity through Brands: The Role of Perceived
Authenticity”
Rosellina Ferraro, University of Maryland, USA

Amna Kirmani, University of Maryland, USA

Ted Matherly, University of Maryland, USA
Consumers frequently purchase brands for the purpose of
communicating information about the qualities they possess or the
categories to which they belong. In other words, people use brands
foridentity signaling. Prior research suggests that identity signaling
can satisfy consumers’ association and communication goals. This

research, however, says little about how observers react to identity
signaling. If identity signaling serves as an effective means of
communication, recipients should interpret the signal as intended
and should view the person favorably (assuming that the signaled
trait is valued positively). We propose, instead, that identity signal-
ing is perceived negatively by observers. This is because observers
view identity signaling as an inauthentic means by which someone
represents the self. Buying a brand for the sole purpose of convey-
ing a particular identity may be seen to be motivated by extrinsic
rewards, such as social approval, and thus a reflection of an
inauthentic self. In contrast, buying a brand for intrinsic motives,
such as for utilitarian benefits, is viewed as more authentic. Higher
perceived authenticity is expected to translate into more favorable
attitudes toward the signaler. We propose, however, that similarity
to the signaler moderates the effects of purchase motives on
perceived authenticity and attitude.

Study 1 examines perceptions of a target who uses a brand to
signal identity compared to a target who uses the brand for utilitar-
ian reasons or whose reason for using the brand is unspecified.
Participants read about the motivation behind the target’s purchase
of a Toyota Prius. We expected that the target would be perceived
as more authentic and likable when he bought the brand for
utilitarian than for signaling reasons. The results indicate that a
target engaged in identity signaling was perceived less favorably
than the target whose brand usage was motivated by utilitarian
reasons. Moreover, perceived authenticity appears to underlie these
effects. The signaling motivation decreased perceptions of the
target’s authenticity, coolness, and intrinsic motivation, and in-
creased perceptions that the target was extrinsically motivated.

Study 2 examines whether negative perceptions of identity
signaling will be attenuated when the signaler is perceived to be
similar to the observer. Research has found that people judge their
own actions more positively than those of others, but that this
asymmetry can be eliminated when the other person is perceived as
similar. In our context, this is manifested in the belief that one
behaves in a manner consistent with one’s authentic self while
others do not. We predict that this unfavorable perception of others’
authenticity will be attenuated by perceptions of similarity to those
others. Participants read a description of a target who recently
bought an Apple computer. Motive was manipulated by varying the
stated reason behind the target’s purchase. Similarity was indicated
via ownership of the brand. Brand users rated the target favorably
regardless of his motive for buying the brand. Nonusers, however,
liked the target less when he engaged in identity signaling. Authen-
ticity, as measured by innovativeness, mediated the interactive
effect of motivation and similarity on attitude.

The goal of study 3 was to test the predictions in a context in
which the target’s signaling motive is inferred rather than explicitly
stated; specifically, in a public versus private setting. Because
others can observe the target’s behavior, the target is more likely to
be actively managing the impression she is making when in public
and as a consequence, an observer is more likely to infer an identity
signaling motive. Participants read about the target, including
details about the target’s demographic information. This informa-
tion was expected to serve as the basis for perceived similarity to the
target. Motive was manipulated by varying whether the target read
The New York Times in a public or private setting. Participants who
felt highly similar to the target liked her equally across condition,
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while participants who did not feel similar to the target liked her
more when she was notengaged inidentity-signaling than when she
was engaged in identity-signaling. A similar pattern of results
emerged for the perceived intelligence of the target. Authenticity
mediated the interaction effect of motive and perceived similarity
on liking and perceptions of intelligence.

Insum, observers respond negatively to identity signaling, and
authenticity underlies this effect. However, the data also show that
as the signaler is seen as more similar, the attitude becomes positive
in nature.

“Read the Signal but Don’t Mention It: How Conspicuous
Consumption Embarrasses the Signaler”
Young J. Han, University of Southern California, USA
Joseph C. Nunes, University of Southern California, USA

Research has shown consumers use products as communica-
tion devices when they express their desired self-identity and image
to others. Among the most popular meanings consumers convey
using products are wealth and status, what has been dubbed con-
spicuous consumption (Veblen 1899). Research on conspicuous
consumption has focused on the intentions of the signaler, and has
left the interaction between the signal provider and the recipient
relatively unexplored. This research is a first step towards filling
that gap.

When consumers engage in conspicuous consumption, they
expect others to recognize and interpret their signals as they had
intended. Itis natural to expect that when an observer recognizes the
sender’s signal and provides positive feedback, the sender should
feel positive, both pleased and proud. However, across several
studies we find when the targets of these signals acknowledge the
signal, the sender is more likely to respond negatively, specifically
by feeling embarrassed. Traditionally, embarrassment arises when
aperson believes their demeanor has been inappropriate and judged
negatively by others (Edelman 1981). Or it can occur when some-
one feels his behavior, or some aspects of the self, needs to be
carefully monitored, hidden, or changed (Goffman 1956). In other
words, embarrassment can be elicited by sensitivity to social norms.
Hence, if positive feedback on leads the signaler to worry about
unexpressed and potentially negative judgments, the
acknowledgement of a signal should lead to embarrassment.

This occurs in two ways. First, acknowledging a signal with a
compliment may lead the signaler to believe their signal was too
conspicuous because it encouraged an uncommon response. Com-
pliments typically express goodwill toward the addressee and the
primary response is affective. However, compliments can convey
areferential meaning in that a particular aspect of the signaler was
chosen for the speaker’s attention (Johnson and Roen 1992). In turn,
the signaler may infer the speaker believes the signaler is being
manipulative in attempting to make a particular impression. We
hypothesize that the more conspicuous the signal, the more likely
the signaler is to feel embarrassed when complimented by others.
Second, if the signaler is communicating an inauthentic identity,
explicit acknowledgement makes the false nature of the signal
salient. When people are highly motivated to impress others and
doubt their ability to do so, high social anxiety results, including the
appearance of nervousness (Leary 1983). We explore how signalers
respond to acknowledgement in four studies.

In Study 1, we test whether the false nature of signals influence
a signaler’s level of embarrassment upon being complimented
using a thought experiment. Respondents read a scenario that either
described a woman who purchased a conspicuous designer hand-
bag, or a bag that is far more subtle. We varied the extent to which
the purchase was a financial stretch. Results reveal an interaction

such that respondents expected the woman to feel more embar-
rassed when the signal was loud and inauthentic and more proud
and pleased when the signal was quiet and authentic. Study 2 is a
field study focusing on the differential response by people identi-
fied and interviewed carrying either a conspicuous or an incon-
spicuous luxury handbag. During the interview the experimenter
complimented the handbag. A recording of their emotional reaction
was subsequently analyzed using Layered Voice Analysis (LVA)
technology. Respondents also completed a survey designed to test
the authenticity of the signal. Study 2 provides a real-world repli-
cation of Study 1-women carrying loud handbags were more
embarrassed by the compliment and this effect was magnified if the
signal was deemed inauthentic.

Study 3 examines the dynamic interaction between two signal-
ers. Focusing on consumers utilizing a conspicuous signal, we
focused on a signaler’s response to acknowledgement from some-
one also signaling, either conspicuously or inconspicuously. Upon
being complimented, the signaler is less likely to become embar-
rassed or believe the recipient is being judgmental when the
recipient is signaling conspicuously. Finally, study 4 examines the
connection between conspicuousness and the authenticity percep-
tion of signaling behavior. In this study, we examine whether
people possess inherent beliefs about the authenticity of a signal
which depends on its relative conspicuousness. People were found
to be more doubtful about the authenticity of a conspicuous signal.
The results help explain why conspicuous signalers become anx-
ious when their signal is acknowledged, even when it is legitimate.

Taken together, this research documents how consumers who
deliberately signal more conspicuously, respond more negatively
(i.e., are more embarrassed) when their signal is acknowledged.
However, we find this embarrassment is attenuated when the
recognition giver was also observed signaling loudly. Furthermore,
the results reveal that even consumers who signal their true identity
can feel embarrassed. The extent to which they feel this way is
shown to depend on their beliefs about the interpretation of the
signal and the authenticity of the signal.

“Satisfying Identity-Signaling and Uniqueness Motives
through Consumer Choice”
Cindy Chan, Cornell University, USA
Jonah Berger, Wharton School of Business, USA

Leaf Van Boven, University of Colorado—Boulder, USA

Consumers concerned with conveying their social identity
may often experience tension between communicating their group
membership and communicating what makes them unique. Differ-
ent research streams have separately examined different identity
motives. Work on uniqueness suggests that people want to be (at
least somewhat) unique (Snyder and Fromkin 1980). People with
higherneeds for differentiation, for example, prefer products owned
by fewer others (Tian, Bearden, and Hunter 2001). Work on
identity-signaling, in contrast, suggests that people behave simi-
larly to in-group members to effectively communicate social iden-
tity. By converging on in-group preferences (and diverging on out-
group preferences), people can signal group affiliation (Berger and
Heath 2007).

Because uniqueness and identity-signaling are studied inde-
pendently, however, little is known about how people integrate
these motives through consumer choice. Are there systematic ways
in which people signal identity while still differentiating them-
selves? Optimal Distinctiveness (Brewer 1991) suggests that by
activating social identities, people simultaneously meet needs for
assimilation (by identification with an in-group) and differentiation
(by comparisons to out-groups). People do not behave identically to



in-group members, however, and thus we argue the need for
distinctiveness continues at the intra-group level.

In particular, we focus on how choice at multiple product
levels may allow consumers to satisfy both motives simulta-
neously. Consumers may select the same brand as their in-group,
forexample, but pick a slightly different product. Most research has
taken a one-dimensional view of similarity and differentiation:
people either select the same product as another person, or a
different one. Real choice, however, is more nuanced and we
explicitly allow for this. We argue that while consumers generally
conform to in-group members on one level to effectively commu-
nicate social identity, they often simultaneously diverge at another
level allowing them to also feel unique.

Experiments 1 and 2 provided a preliminary investigation of
how consumers satisfy these different motives through choice. We
asked people to identify an in-group and, across five consumer
domains (e.g. shoes), to list two brands: one that was strongly
associated with their in-group (Brand A), and one that was also
liked by the group, but was a weaker signal of group identity (Brand
B). They were next given information about the preferences of their
in-group and asked to choose among four options. Specifically,
they were told to imagine that out of 100 group members, 60
preferred Product 1 from Brand A, 17 preferred Product 2 from
Brand A, 17 preferred Product 3 from Brand B, and 6 preferred
Product 4 from Brand B. Thus, there was a majority (Product 1 and
3) and minority (Product 2 and 4) option from both a brand that
would signal group identity, and a brand that would not. Partici-
pants also completed the Consumer Need for Uniqueness scale
(CNFU; Tian et al. 2001).

As predicted, we found that people conformed on markers of
group membership but differentiated within their group. At the
brand level, people tended to choose brands that were more strongly
associated with their in-group (i.e., Brand A). At the product level,
however, people with higher CNFU strategically chose the less
popular product from that brand (i.e., Product 2 from Brand A).

In Experiment 3, we varied the identity of the reference group
by asking half of participants to list an in-group and half to list an
out-group (the rest of the study was similar to Experiments 1 and 2).
Consistent with an identity-signaling perspective, at the brand
level, participants only tended to choose brands linked to their
reference group when that group was their in-group, and this was
mediated by their desire to signal that identity to others. People who
had a greater desire to be associated with their reference group
tended to choose options from brands linked to that group. At the
product level, on the other hand, we again found that choice was
driven by individual needs for differentiation. Participants with
higher CNFU tended to select the minority option from the brand
associated with their in-group.

Rather than measuring individual differences, Experiment 4
directly manipulated uniqueness-seeking with an image exposure
task that primed half of participants with uniqueness (adapted from
Maimaran and Wheeler 2008). They then completed the same
choice task as in the prior studies. As predicted, uniqueness priming
did not affect choices at the brand level—this was again driven by
how much they wanted to be associated with that group. Instead, the
uniqueness prime impacted product choice. Among participants
who had conformed to the in-group at the brand level, those primed
with uniqueness were more likely to select differentiating options
at the product level.

Overall, these results provide insight into how people integrate
identity-signaling and uniqueness motives through consumer choice.
Importantly, these motives need not act in competition; by strategi-
cally conforming on one level while differentiating on another,
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people can effectively communicate social identity while also
being unique.
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“Why Do Products Become Unpopular? Adoption Velocity
and the Death of Cultural Tastes”
Jonah Berger, Wharton School of Business, USA
Gaél Le Mens, Stanford University, USA

Products become unpopular and styles fall out of favor. But
while researchers have long been interested in why cultural tastes
and practices catch on and become popular, much less attention has
been given to why these items are abandoned. Why do particular
music artists become unpopular or popular names drop out of the
cultural repertoire? More broadly, when and why do cultural tastes
and practices die out?

We suggest that tastes which quickly increase in popularity die
faster. In addition to functional benefits, the decision to adopt a
particular product or cultural taste often depends on symbolic
meaning, or what consuming the item communicates about the user.
People may avoid products that are too popular, for example, or
linked to dissociative reference groups) because of what that
consumption would signal about them. Similarly, we argue that
potential adopters may avoid items that catch on quickly because of
symbolic concerns. Things not only have a particular level of
popularity, but vary in how quickly that popularity has changed
over time. Two styles may have each been adopted by 1000 people
last year, for example, but one may have slowly increased in
popularity (900 adopters the prior year) while the other shot up in
quickly (100 adopters the prior year). We argue that high rates of
change may lead items to die out or drop out of the cultural
repertoire. Fads are often perceived negatively, and if people think
that sharply increasing items will be short lived, they may avoid
such items to avoid doing something that may later be seen as a flash
in the pan. We test this possibility using both experimental and
historical data. In particular, we focus our analysis on first names.
There relatively little influence of technology or commercial effort
on name choice, making it easier to tease out the effect of social
dynamics. Further, data is available on the popularity of names over
time, making it possible to examine the effect of popularity dynam-
ics on cultural abandonment.

Study 1 used over 100 years of data on the number of children
born each year with different names (this includes over 10,000
names). We use survival analyses (hazard modeling) to examine
how adoption velocity and various control factors (e.g., time or how
long aname has been around, novelty, and popularity) influence the
hazard of abandonment, or likelihood that the name will no longer
be used. Results demonstrate a strong positive relationship between
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adoption velocity and abandonment: even when controls are in-
cluded, names that experience sharper increases in popularity tend
to die faster. This result persists across a host of robustness checks.
The effect is not simply driven by a few names that come and go
very quickly (e.g., due to brief attention associated with passing
celebrities). Rather, even non-extreme rates of adoption have a
positive effect on the deathrate. The resultalso holds using alternate
strategies to control for time, various thresholds for defining
abandonment, and data from both the United States and France,
which speaks to the generalizability of the effect.

To strengthen our suggestion that adoption velocity is driving
cultural abandonment, Study 2 examined this relationship at the
individual level. Cultural abandonment is a collective outcome, but
relies on the aggregation of individual behavior. If sharper in-
creases in adoption really drive abandonment at the aggregate level,
they should also have detrimental effects on attitudes at the indi-
vidual level. To test this possibility, we gave expecting parents a
sample of first names and asked them how likely they would be to
give each to their child. We then computed the actual adoption
velocity for each name, along with its popularity. As expected,
expecting parents were more hesitant to adopt names that had
sharply increased. (This persisted controlling for recent and cumu-
lative popularity of the names).

We also investigated the mechanism behind the observed
effects. We suggested that people avoid identity relevant items
which spike in popularity because they do not want to adopt things
that may be short lived fads. To test this possibility, we also had
participants rate their perception of whether each name was a fad.
As predicted, fad perceptions mediated the effect of adoption
velocity on preferences. Names which were adopted more quickly
were seen as more likely to be short lived fads, which decreased
future parents’ likelihood of adopting them.

Overall, these findings shed light on how identity and the
meaning of consumption contribute to the abandonment of cultural
tastes.



SPECIAL SESSION SUMMARY

Choices, Judgments, and Temperature: From Visceral States to Metaphors
Hee-Kyung Ahn, University of Toronto, Canada

SESSION OVERVIEW

Session Objective: Temperature and weather are all around us,
quite literally. Furthermore, temperature and weather not only
permeate our atmosphere, constantly affecting our visceral states of
warmth and coldness, but they metaphorically permeate our lan-
guage. People, products, and ideas can all be “hot” or “cold.” Given
this ubiquity, it is perhaps surprising that relatively little research
has systematically examined the influence of temperature on choice
and judgment. This special session features current research pro-
grams that offer new perspectives on how temperature impacts
judgment and choice, shed insight into new psychological pro-
cesses that underlie these effects, and provide an integrative plat-
form to discuss new research directions.

Overview: Past research on temperature in consumer behavior
and social psychology demonstrated that ambient (physical) tem-
perature can affect mood, which in turn can influence behavior
(Anderson, 1989; Cunningham, 1979; Howarth & Hoffman, 1984;
Parker & Tavassoli, 2000). However, recent research suggests that
temperature can influence judgments and choices directly, without
the person’s awareness or the mediational role of incidental mood
(Williams & Bargh 2008; Zhong & Leonardelli 2008). Three
papers in this session attempt to investigate how temperature and its
metaphoric associates can affect consumer choices and judgments,
thereby expanding on recent research in qualitatively distinct ways.
The present papers show how temperature can shift the perceived
likelihood of future events; change preferences for impulsive,
emotionally-oriented (versus more cognitive or reasoned) prod-
ucts; and alter one’s product replacement intentions. In doing so,
relevant psychological accounts are discussed.

Papers: Temperature permeates human experience, both by
prompting visceral states (i.e., feeling hot or cold) and by providing
useful metaphors (e.g., a “cold, calculated” decision vs. a “hot,
impulsive” temper). All three papers propose that temperature—
actually experienced or conceptually primed—can affect judg-
ments and choices. Critcher and Risen suggest that temperature’s
influence on one’s visceral states can influence the likelihood
judgments of future events associated with that state (e.g., feeling
hot and believing in global warming) due to visceral fit—a match
between one’s present visceral state and a future state of the world
that would cause that visceral state. Furthermore, they demonstrate
that merely priming the concepts of “warmth” did not have analo-
gous effects. In the second paper, Ahn, Soman, and Mazar examine
how variations in both physical and primed temperature can lead to
different decisions due to temperature’s metaphoric relation to two
different psychological states (i.e., impulsive=hot, calculated=cold).
Across a series of studies they show that people exposed to literal
or conceptual (primed) heat are more likely to be impatient and
impulsive in their judgments and decision making, whereas cold-
ness elicits arelatively more distanced and rational approach. In the
third paper, Chandler, Szczurek, and Schwarz demonstrate that
when consumers are primed to think of products in anthropomor-
phic terms, temperature metaphors can heavily influence consum-
ers’ product replacement intentions. People feel “warmth” for other
humans, but do people feel similar “warmth” for inanimate prod-
ucts? When first led to anthropomorphize their cars, people primed
to view their car’s appearance in “warm” (versus “cold”) terms
stated their intention not to replace their cars, regardless of its
current quality.

Contribution and Likely Audience: These papers apply novel
perspectives in understanding the relationship between tempera-
ture and judgment and decision making. Critcher and Risen’s
notion of visceral fit; Ahn et al.’s dual links between temperature
concepts and mental states; and Chandler et al.’s anthropomorphic
approach to consumer behavior, all reflect new approaches that
both account for the findings presented here and can be used to
generate a host of new hypotheses relevant to consumer behavior.
Furthermore, differences between these papers also raise new
questions of interest in themselves. For example, Critcher and
Risen found that visceral states, but not related conceptual primes,
influenced judgment. In contrast, Ahn et al. found their effects both
by influencing actual visceral states and by merely priming related
concepts. This discrepancy raises a heretofore underexplored topic
in this literature that is crucial for predicting when these docu-
mented effects will emerge: Under what conditions can merely
priming visceral states, as opposed to experiencing the visceral
states, yield (dis)similar consequences on consumers’ judgments
and choices? Finally, Chandler et al. show that how temperature
metaphors influence product evaluations depends on how much
consumer have anthropomorphized the target product. This sug-
gests an important boundary condition on these effects. Research-
ers and practitioners must be sensitive to how consumers construe
atarget consumer product to understand whether and how tempera-
ture will influence judgments of it. All papers include multiple
completed studies that have not been presented at ACR before. The
session is structured in an interdisciplinary manner with behavioral
decision research and social psychology as backgrounds, and
should appeal to researchers interested in consumer information
processing and judgment and decision making more broadly.

EXTENDED ABSTRACTS

“The Influence of Visceral States on Forecasts of Future
Events”
Clayton R. Critcher, Cornell University, USA
Jane L. Risen, University of Chicago, USA

Should one stock up on water in order to weather a future water
shortage? Is it wise to invest in a more efficient cooling system for
one’s house in anticipation of global warming?

The answers to these and related questions require one to look
into the future and make forecasts about the likelihood of different
future states. Desertification is a growing problem, and residents of
many communities must decide whether the trend is serious enough
that they should take steps to preemptively avert disaster. The
release and success of Al Gore’s An Inconvenient Truth made the
public bluntly aware of the problems associated with global warm-
ing, but skepticism still abounds about whether global warming is
a veritable concern, or “just a theory.”

In looking to the future to answer these questions, one would
think (or hope) that people would look to experts to assess the
likelihood that these consumer-impactful states would befall us.
Although the dissemination of scientific knowledge no doubt
informs some people, we propose that one’s current visceral states
may play a surprising role in guiding belief in the likelihood of these
future possibilities.

Advances in Consumer Research
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Past psychological research has found that visceral states (e.g.,
thirst, warmth, hunger) can influence judgments by one of three
pathways. First, experiencing a visceral state can be an indirect
means to prime related concepts (Williams & Bargh, 2008). Sec-
ond, the experience of a visceral state can moderate the effect of a
conceptual prime. For example, a thirst prime only leads people to
drink more when they are experiencing the visceral state of thirst
(Strahan, Spencer, & Zanna, 2002, 2005). Finally, the experience of
avisceral state can help one appreciate the power of a visceral state.
For example, Nordgren, van der Pligt, and van Harreveld (2007)
found that people were more willing to excuse the offensive
behavior of a fatigued parent when the participants were fatigued
themselves, presumably because they could better understand how
fatigue could lead one to behave uncharacteristically.

We propose a fourth possibility, that when there is a visceral
match between one’s current visceral state and the visceral state that
one would experience if a future state occurred, people believe it is
more likely that these future states will occur. Four studies examine
this hypothesis by testing whether those who experience a visceral
state—warmth or thirst—are more likely to predict that there is
convincing evidence in support of related phenomena—global
warming or future water shortages, respectively.

Study 1 was conducted outdoors. Participants expressed their
attitudes on a number of political and policy-related issues. One of
the items related to global warming. The question wording was
adopted from a recent CNN poll. Participants indicated to what
extent participants believed that global warming was “a proven
fact” or “a theory that has yet to be proven.” While participants
answered these questions, the experimenter recorded the outdoor
temperature. Belief that global warming was a proven reality was
significantly predicted by the outdoor temperature $=.24,#(63)=2.04,
p=.05.

Of course, it is possible that the participants were simply
inappropriately inferring a long-term weather pattern from the
temperature at that specific moment, and that their experience of
warmth was not important. To rule out this explanation, we moved
Study 2 indoors, such that we could manipulate participants’
experience of warmth without providing any information about the
actual weather. We found that those participants randomly assigned
to state their belief in global warming in a 27°C (81°F) room
expressed greater belief in global warming than did those who
stated their belief in a 23°C (73°F) room.

We donot claim that our effects emerge because visceral states
merely conceptually activate a related visceral state concept (e.g.,
Williams & Bargh, 2008), which then influences one’s judgments.
In other words, we do not believe that our effects are mediated by
the conceptual activation of the concept warmth. To more conclu-
sively rule out conceptual activation as a mediator of our effects in
Study 3, we primed some participants conceptually with “warmth”,
using a sentence-unscrambling task. We found that this priming
task did lead participants to complete incomplete letter strings with
warmth-related words (confirming that the concept of warmth was
indeed primed), but belief in global warming was unaffected.

Inafinal study, we moved to anew visceral state—thirst—and
anew judgment—belief that the American Southwest would soon
hit “peak water,” which would lead to water shortages in the region.
Participants were randomly assigned to a condition in which they
were made thirsty by eating pretzels (visceral condition), primed
subliminally with the concept thirst (prime condition), or neither
(control condition). Then participants watched a video explaining
the debate over whether the American Southwest would soon reach
“peak water.” A word-completion task found that those in the
visceral and prime condition, compared to those in the control, had
thirst-related concepts conceptually active. But only participants in

the visceral condition actually became more convinced after watch-
ing the video that peak water would soon be reached.

These studies reflect a theoretically novel pathway by which
visceral states can influence judgment. Just as the conceptual
accessibility of a statement may lead it to be processed with
enhanced conceptual fluency, leading to an inference of validity
(see Schwarz, Sanna, Skurnik, & Yoon, 2007), we believe that the
visceral fit between one’s experience and a considered state of the
world may lead it to be simulated with enhanced “visceral fluency,”
leading to a similar inference of validity (see Cesario & Higgins,
2008, for a similar “fit” argument).

Although many psychological biases are studied in contexts in
which people are led astray, we have intentionally studied visceral
fit in contexts in which these “biases” actually pushed people
toward expert-endorsed opinions. Thus, although it is non-norma-
tive to rely on visceral states in the ways demonstrated here, these
effects are not inherently helpful or harmful. Even though visceral
fit may at times lead participants’ judgments astray, the principle
can also be harnessed to enhance the power of expert-endorsed
communication.

“Being Hot or Being Cold: The Influence of Temperature on
Judgment and Choice”
Hee-Kyung Ahn, University of Toronto, Canada
Nina Mazar, University of Toronto, Canada
Dilip Soman, University of Toronto, Canada

Temperature is a very familiar concept to most consumers. It
not only describes our physiological degree of comfort, but it also
metaphorically permeates our language. People, products, and
ideas can all be “hot” or “cold.” For instance, temperature-related
words such as “hot” and “cold” are often used to describe impulsive
and calculated behaviors, respectively. In a similar vein, our lan-
guages are replete with expressions such as “he has a hot temper,”
“what a cold, unfeeling person she was,” and “the media, mean-
while, has blown hot and cold on the affair.” In these expressions,
“hot” and “cold” are interpreted through metaphoric meanings
rather than as direct thermal concepts. Furthermore, even though
relatively little research has systematically examined the influence
of temperature on choice and judgment, psychologists as well as
behavioral decision researchers often use the thermal concept
“hot,” (vs. “cold”) to describe impulsive behaviors metaphorically
(Loewenstein 1996; Metcalf and Mischel 1999; Peters et al. 2005).
These metaphoric associations of thermal concepts raise the ques-
tion as to whether temperature and psychological states are related
to each other, and if so, how.

In this research, we examine three research questions; (1) what
is the effect of temperature on choice and judgment, especially in
the domain of impulsive behaviors? (2) Do these effects of tempera-
ture persist when the concept of temperature is primed rather than
experienced? (3) What could be a theoretical approach that explains
these effects?

To address these questions, we have conducted a series of field
and laboratory experiments and have found support for a relation-
ship between temperature and impulsivity. We operationalize im-
pulsive behaviors by measuring a) willingness to pay [WTP] for
products, b) preferences for a smaller—sooner [SS] reward over a
larger—later [LL] one, c) preferences for a short term bank deposit
over long term bank deposit, d) preferences for a risky gamble over
a less risky gamble, and e) the errors made in answering a quiz
where the intuitive answer is different from the calculated one.
Across five studies, we demonstrate that the actual experiences of
ambient temperature trigger decision outcomes in line with the
metaphoric association between temperature and impulsivity. When
people are hot, they become more impulsive than when they are



cold. Moreover, these temperature effects persist when the concept
of temperature is primed by temperature-related words and pic-
tures.

In the pilot (field) study, we find evidence that temperature can
influence participants” WTP judgments. WTP measures for a
number of product categories were significantly higher when
measured in a hot spa room than in a cold spa room. To examine
whether the effect of this metaphoric link persists in the extreme
temperature condition, we conducted study 1 at a spa adding one
more experimental condition (i.e., an extremely hot spa room).
Study 1 supported the notion that the link between temperature and
impulsivity may not persist in extremely hot temperatures. We also
obtained evidence to support the influence of temperature on
choices. In the subsequent studies, we replicated the effects of
temperature on WTP judgments and choices by using temperature
primes such as slideshows of seasonal pictures (study 2) and
scrambled sentence tasks (study 3). In addition, we tested the
metaphorical link between hotness and impulsivity using various
concepts of impulsivity including impatience (study 1, 2, and 3),
risk taking (study 2), and decision time (study 4). In sum, partici-
pants in the hot (vs. cold) condition indicated a higher WTP for
target products and were more likely to choose relatively impulsive
options such as a 1-year bank term deposit, arisky gamble, a smaller
but sooner [SS] reward, and an incorrect answer to the target
problem.

Finally, we manipulate temperature by using hot and cold
therapeutic packs to examine whether the simultaneous experi-
ences (activations) of hot and cold temperatures wipe out the
temperature association effect. We developed four conditions in-
cluding hot packs only, cold packs only, one hot/one cold pack, and
no pack (control) conditions. The results of study 4 revealed that the
simultaneous experiences of hot and cold temperatures result in a
similar pattern of judgments and choices as the control condition,
in which temperature was not manipulated. The findings rule out a
couple of alternative explanations; studies show that mood and
arousal do not explain the effects of temperature on WTP and
choice.

We suggest that the theories of embodied cognition provide an
explanation for these findings. This theory suggests that processing
of abstract concepts involves embodiment; where embodiment
refers both to actual bodily states and simulations of experience in
the brain’s modality-specific systems for perception, action, and
introspection (Barsalou 1999; Lakoff and Johnson 1999; Neidenthal
etal. 2005). For example, a recent study by Zhong and Leonardelli
(2008) suggests that the linguistic coupling between social isolation
and coldness may reflect a person’s predisposition to use concepts
that are based on bodily experience (e.g., coldness) to describe
complex concepts such as social rejection. Consistent with this
view, the current findings demonstrate that not only actual
experiences of temperature, but also temperature primes which
simulate experience can influence subsequent choice and judgment.

While recent work on the effect of temperature has focused on
actual temperature and its direct consequences (mood, cognition,
and behaviors), our findings take this insight a step further by
demonstrating that the metaphoric link between temperature con-
cepts (temperature primes as well as actual temperature) and
impulsivity can influence judgments and choices. This work dem-
onstrates the robustness of temperature effects on judgment and
choice by examining the effect across various constructs of impul-
sivity, product categories, and dependent variables. This research
implies that the activation of the hot-impulsivity link may influence
various aspects of consumer behavior varying from risk taking to
excessive reliance on intuition in addition to the delay of gratifica-
tion (Ainslie 1975; Metcalfe and Mischel 1999). The results also
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have practical implications for packaging, advertising, merchan-
dising and pricing; as well as for public policy and awareness.

“Hot Wheels, Warm Hearts: The Effect of Temperature
Metaphors on Product Replacement Intentions”
Jesse Chandler, University of Michigan, USA
Lauren Szczurek, Stanford University, USA
Norbert Schwarz, University of Michigan, USA

Judgments of interpersonal warmth produce striking and con-
sistent differences in the perception of others. Information signal-
ing warmth can come from many sources, including meaning laden
personality descriptions (Asch, 1946), irrelevant semantic primes
(Scholer & Higgins, 2008) and ambient temperature cues (Zhong &
Leonardelli 2008). Despite the varied sources of temperature infor-
mation, its influence is quite specific and theory-driven. Generally
speaking, people described as “warm” are perceived more posi-
tively. However, the influence of temperature metaphors cannot be
explained as a simple halo effect—connotations of warmth primarily
influence evaluations of interpersonal characteristics and can even
reduce the likelihood that some positive traits, such as strength and
persistence, come to mind (Asch, 1946). Moreover, the evaluative
consequences of temperature metaphors depend on other acces-
sible information about the target such as co-occurring personality
traits; under different circumstances “cold” can mean either aloof
or ruthless (Asch, 1946). Together, these findings suggest that that
temperature is integrated with other social knowledge to make
specific inferences about the target of judgment rather than simply
promoting a diffuse positive feeling.

The meaning of metaphorical warmth may depend on the
domain of judgment. Outside of the social realm, metaphorical
connotations of warmth and cold may not matter, or may carry
different meanings entirely: connotations of warmth differ when
the target of judgment is a close friend or a refrigerator. However,
what belongs within the social realm is itself ambiguous, and
sometimes people treat objects as if they are alive (for a review see
Epley, Waytz & Cacioppo, 2007). For example, people are less
willing to replace anthropomorphized objects (Chandler & Schwarz,
2008), prefer anthropomorphized objects that display prosocial
cues (smiling; Aggarwal & McGill, 2007) and spontaneously apply
social knowledge structures when describing or interacting with
objects (Heider & Simmel, 1944; Nass & Moon, 2000). The
influence of temperature metaphors on the perception of products
may likewise mirror the influence of temperature metaphors on
person perception when people think about objects in anthropomor-
phic terms. To test this hypothesis, we examine whether i) conno-
tations of warmth and cold influence people’s intentions to replace
their car and ii) whether this influence depends upon the accessibil-
ity of anthropomorphic beliefs.

Participants were recruited for an online experiment about
their cars. To manipulate the warm or cold connotations of the car,
participants selected the color that most closely resembled their
car’s color from a matrix of nine colored squares and remembered
the color’s label as a part of a “memory task”. Depending on
condition, the five most common car colors were labeled with
“warm” (e.g. “summer blue”) or “cold” (e.g. “blizzard blue”)
names. Thus, both warm and cold concepts were equally accessible
to all, but only one was applicable to judgments about their car. All
participants saw a mixture of “warm” and “cold” color names along
with four less common colors given distracter labels (e.g. “canary
yellow”).

Next, participants were randomly assigned to rate their car
along 5 scales anchored with adjectives that implied either psycho-
logical (e.g. “reserved” to “enthusiastic”) or physical features (e.g.
“quiet” to “loud”); a control group did not provide ratings. Partici-
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pants then described their car in their own words, indicated their
desire to replace their car, and reported the name assigned to the
color of their car (thus completing the memory task). These ma-
nipulations resulted in a 2 (warm vs. cold color labels) x 3 (psycho-
logical vs. physical features vs. control)-factorial between-partici-
pants design in which the car’s temperature was purely symbolic
(stripped of the physical sensation of warmth/cold), arbitrary (not
dependant on the actual color of the car), and randomly assigned.

Replicating previous research, we find that participants who
described their car negatively were more willing to replace it,
except when psychological features of the car were accessible
(Chandler & Schwarz, 2008). Although participants were more
willing to replace poor quality than high quality cars in the physical
feature and control conditions, this relationship vanished in the
psychological feature (anthropomorphization) condition: A desire
to keep their current cars was uniformly high for this group. We
further find that people were particularly unwilling to replace
anthropomorphized cars when their color had been associated with
warm rather than cold labels. In contrast, color labels did not
influence participants’ replacement willingness in the physical
features and control conditions.

Other experiments extend this logic by examining other con-
texts in which metaphorical connotations of warmth and cold
influenced preferences for products. For example, we find that
consumers’ preferences for metaphorically warm and cold objects
depend upon such products’ intended use. Consumers rated note-
books with warm color names (e.g. “summer sky”) as more desir-
able after being asked about personal uses for notebooks, and
notebooks with cold color names (e.g. “blizzard blue”) as more
desirable after being asked about school uses for notebooks.

Taken together, these findings indicate that warm and cold
metaphorical connotations influence how consumers perceive ob-
jects, but that the consequences of these connotations on judgment
differ depending on both the category to which the object is
assigned and its function. This line of research identifies important
boundary conditions of the effects of warm and cold connotations,
and has implications for how we portray objects that are imbued
with agentic qualities or have social uses.
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SPECIAL SESSION SUMMARY

Having It All: Marketplace Negotiations of Feminism and Women’s Roles
Leah Carter, York University, Canada

SESSION OVERVIEW

Traditional feminist discourse challenged social structures
and cultural discourses associated with the patriarchal domination
of women (cf. Hollows 2000). The marketplace was identified as a
negative capitalistic structure and the media was perceived as a
vehicle for disseminating stereotypical, sexist portrayals of women
(Linder 2004). As a result, feminists and marketing scholars have
been slow to bridge marketing and feminism (cf. Catterall, Maclaran
and Stevens 2000). In recent years, researchers have begun to
address the positive role of the market for feminism and to chal-
lenge traditional thought (e.g., Scott 2005, Catterall, Maclaran and
Stevens 2000). However, researchers have not studied the market-
place interplay between feminist discourses, consumers’ feminist
perceptions, and the construction of feminine identities.

One popular feminist discourse of women’s identity construc-
tion focuses on the myth of “having itall” (Bordo 1989, Haussegger
2005). This idealized discourse centers on the belief that women
can successfully fulfill diverse roles simultaneously: mother, wife,
professional, friend, consumer, and so on, and is often represented
in the media. However, “having it all” juxtaposes diverse dis-
courses and roles of women (i.e., professional role/capitalistic
discourse; mother role/nurturer discourse), creating a tension-
filled, multi-discursive environment for identity work. The pro-
posed session frames the consumption of female-targeted media as
a space for negotiating the complexities of modern feminist and
cultural discourses through the characters or representations of
women who embody various roles and identities. By so doing, the
media acts as a mirror in which women reflexively analyze and
incorporate or reject cultural material into their identity and beliefs
(Schroeder and Zwick 2004).

The proposed session addresses the question of how women
interact with the media to identify feminist discourses and construct
modern feminist beliefs and identities. The objectives of the pro-
posed session are therefore to: (1) demonstrate responses of women
to female-targeted media, (2) discuss the salient discourses in
female-targeted media and characters, (3) examine the relationship
between market-mediated discourses and individual notions of
feminism, and (4) analyze the effects of media incorporation in the
behavior, attitudes, and lifestyles of women.

To address the session objectives, the researchers demonstrate
how women analyze and incorporate elements of market-mediated
discourses to create personalized, multi-dimensional feminist be-
liefs and identities. First, Linda Tuncay discusses the ideals of
femininity women create in response to advertised depictions of
women, interweaving authenticity and feminist discourses. Leah
Carter then explores the relationship between feminism and ro-
mance, analyzing how women construct practical feminisms of
romance through consumption of “chick flicks.” Finally, Hope
Jensen Schau and Kate Thompson show how the Twilight brand
community is used as a marketplace tool for negotiating feminist
ideas and roles based on the liminality of represented discourses. In
each of these contexts, women encounter multiple discourses in the
media representations of women and resolve the discursive and role
tensions by active engagement with the material and identity
construction.

We anticipate discussant Pauline Maclaran will encourage
audience participation and direct the discussion of session themes
utilizing her understanding of consumer culture and feminist litera-

tures. We also anticipate the broad appeal of this session among
consumer culture researchers as we address the popularity of
female-targeted media consumption, explore manifestations and
consumption of market-mediated discourses to resolve role and
discourse tensions from “having it all”, and investigate the identity
work of the marginalized female culture in marketing research
(Bristor and Fischer 1993; Ozanne and Stern 1993).

EXTENDED ABSTRACTS

“Discourses of Femininity in Advertising among Gen X
Women”
Linda Tuncay, Loyola University of Chicago, USA

Much of gender research in the past followed the feminist
critique tradition and sought to highlight the prevalence of gender
stereotypes and sexist portrayals of women in advertising, such as
the homemaker or the sexualized woman (Linder 2004). This early
research serves as an important foundation for subsequent scholarly
research in this area. However, as Stern (1999) points out, it is
important to explore the complexities of gender across individuals,
not conceptualizing women as a homogeneous group that is in-
nately different from men.

In this vein, this study explores Gen X women’s
conceptualizations of femininity within the context of advertising.
Gender is an important factor in not only the way consumers
construct meanings in their lives, but the way in which individuals
interpret text such as advertising (Stern and Holbrook 1994). Due
to the fact that individuals glean much information about gender
from media, advertising serves as an important milieu in which to
explore the complexities of femininity among women. Defining
femininity can be difficult due to a number of factors which have
altered the discourses of gender in today’s American society. These
include the increasing earning power of women as well as a greater
variety of representations of women in the media. However, little
pastresearch actually explores what consumers, themselves, define
as femininity and how these notions influence the way gendered ads
are interpreted. Thus, the principal research questions for this study
are, 1) What ideals of femininity are held by women? and 2) How
do women interpret notions of femininity in advertising?

To explore these questions, a qualitative study of 19 Gen X
women was conducted. Because notions of gender can be influ-
enced by factors such as social class, education, race/ethnicity, age
(e.g., see Beynon 2002), this study examines notions of femininity
from the perspective of women falling into the Gen X cohort, who
are largely college educated and living in the Midwest. In-depth,
semi-structured interviews using ads as projective aids (McGrath,
Sherry, Levy 1993) are employed to uncover meanings of feminin-
ity in advertising. A series of ads depicting various notions of
femininity were selected from some of the top circulating lifestyle
magazines for the Gen X female demographic, including Vogue,
Glamour, Cosmopolitan, Oprah, and Parenting Magazine. Infor-
mants were asked open-ended “grand tour” questions (McCracken
1988), as well as questions specifically probing into their ideals of
femininity and their interpretations’ of the ads. This research
mirrors a study conducted by Tuncay (2006) on men’s
conceptualizations of masculinity.

Three themes dominate women'’s ideals of femininity in this
study: the Alpha Woman, the Classic Woman, and the Centered
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Woman. The ideal of the Alpha Woman emerges when women
discuss confidence, strength, independence, empowerment, and a
“take charge” attitude as attributes which exemplify their ideal
sense of femininity. The Classic Woman is another ideal that
informants identify. Women often discuss the notion that elegance,
class, sophistication, and grace go hand in hand with femininity.
The third salient theme is that of the Centered Woman, who is
happy, relaxed, and at peace with herself. Women often comment
on the desire to be happy in one’s own skin, and to be drawn to
women depicted in ads in a relaxed, positive atmosphere, where the
models are laughing or smiling. This last theme illuminates the way
women make comparisons to models in ads. When women engage
in social comparison to ads, they often feel the most appealing ads
are ones that they could identify with (similar to some of the
informants in a study by Hirschman and Thompson, 1997) and ones
that present attainable standards. Informants reveal that they feel
women in advertising should be authentic and accessible and even
“flawed,” “not perfect.” Decidedly absent from the narratives of the
informants is an ideal related to domesticity, or an “other-oriented”
perspective (Bordo 1989). This is surprising given this theme has
been widely discussed by past scholars as central to predominant
discourses of femininity.

While the themes of femininity discussed above can be seen in
various forms in past research, what is most telling is that women
continue to use moral judgments as a distinct lens through which
they interpret feminine ideals. For instance, while having an attrac-
tive appearance or being in shape is valued, women maintain certain
boundaries of what is acceptable, particularly when it comes to
sexual depictions. Lamb (2001, p.43) states, “Ideals of femininity
ensure that girls will not be too sexual or too aggressive...” and that
itis taboo to be sexual if it is not within the context of romantic love.
In fact, several informants displayed high agency negative emo-
tions (Fisher and Dubé 2005) such as anger and disgust when they
viewed an ad which depicted very thin women in scantily clad
clothing (see Bower 2001). They found the ads objectifying,
annoying and even calling them “disturbing *“ and “repulsive,” and
rejecting any notion of comparison (e.g. Richins 1991). Thus, while
being beautiful and sexy are discussed by women, the scantily clad
models depicted in the ads are conceptualized as crossing the
boundary of “normal” femininity by giving a performance that is
not respectable. This notion of respectability (and morality) serves
as adistinct lens through which many of the women interpret gender
ideals (see discussion of respectability by Skeggs 1997). Images
that cross these boundaries are met with extreme outward resis-
tance.

One limitation of this study could be the subset of ads used in
this study. Further research should seek to develop a more refined
understanding of what gender means today among Gen X women,
as well as how notions of gender are interpreted by consumers
among other groups of women and using different methodologies.

“Critically Romantic: Negotiating Feminist and Romantic
Discourses in the Marketplace”
Leah Carter, York University, Canada

Early feminist discourse centered on liberating women from
oppressive patriarchal systems and discourses of power (Hollows
2000). The media, in particular, was criticized for shaping women
into one-dimensional, passive consumers of “false consciousness”
and hindering women from freeing their “true” and natural “wild
woman within” (Embree 1970; Friedan 1963; Daly 1979). In order
to liberate women and encourage “true” feminine identity construc-
tion, feminists advocated recognizing and resisting the influential
power of patriarchal trappings disseminated in the marketplace
(Embree 1970). Female identity construction was therefore placed

outside the realm of the market and in direct opposition to perceived
masculine-oriented structures and discourses of power.

Romanticism was also cast as a cultural discursive villain that
promoted the female surrender to male domination (Beauvoir 1953;
Firestone 1970; Millet 1970; Faludi 1992). Romantic relationships,
ideals, and goals were believed to constrain women to the subordi-
nate, dependent role of the traditional “house wife” and limited the
development of one’s “true” identity (Friedan 1963). Contempo-
rary cultural critics and feminist writers frequently problematized
the ubiquity of romantic discourses in modern entertainment tele-
vision and cinematic outlets on the basis that the consumption of
these story lines and narratives reinforces longstanding gender
norms and power structures (Mulvey 1975; Mintz 2003). Alterna-
tive research suggested, however, that consumption of romantic
novels provided a necessary, beneficial escape from women’s roles
and the associated stresses of everyday life (Radway 1984). Thus,
though traditional feminist discourse emphasized a dualistic
worldview that reinforced binaries of romanticism/agency, market/
consumer authenticity, masculine/feminine, and constraints/eman-
cipation, consumption of romantic narratives in the media appears
to create a space for active negotiation and deconstruction of
feminist and romantic discourses.

In this research, I address how individual consumers integrate
and enact feminism and romanticism by analyzing female con-
sumption of mass market-mediated discourses in “chick flicks.” I
argue that a more nuanced theorization of the traditional relation-
ship between feminism, romanticism, and the representations of
women in the media can be derived from investigating female
identity politics at the intersection of practical feminisms (the
discursive and practical ways in which women construct their
feminist identities in their everyday social surroundings) and the
consumption of contemporary media. By so doing, I aim to
deconstruct the binary boundaries in feminist discourse between
feminism and romanticism, romanticism and agency, and feminism
and the marketplace.

The central research question is how women engage with
market-mediated products to navigate feminist and romantic dis-
courses and construct personal, modern feminist beliefs of ro-
mance. In order to address the research question, this research
focuses on consumption of female-targeted movies and television
shows (i.e., “chick flicks”). These media products are specifically
created for and targeted to women and are thematically centered on
romantic discourses from a female’s perspective. Further, they
generally depict women’s struggles in contemporary romantic
encounters as the protagonists navigate issues such as traditional
versus modern gender roles in dating contexts, relationship discord,
and personal identity within a relationship situation, with the goal
of achieving the idealized “happy ending.” The data consist of: (1)
in-depth interviews with 10 women, ages 18-30, (2) online message
boards and communities connected to female-targeted media prod-
ucts, and (3) participant observation field notes.

From the data, the “Critically Romantic” process emerges in
which women engage with and negotiate market-mediated dis-
courses of romanticism and feminism. The media disseminates a
combination of feminist and romantic discourses to the mass
population in its portrayal of female stereotypes: the homemaker,
the promiscuous woman, the career woman, and so on. Women
identified and interacted with these market-mediated discourses as
embodied and enacted by the female characters. Acting as creative
agents, the respondents reflected on the symbolic meanings associ-
ated with the represented stereotypes through the lens of internal-
ized personalized discourses (religion, ethnicity, and so on) and life
experiences. For example, finding “Mr. Right” was often described
as a desired fantasy ideal promoted by the media and yet tempered



by real-life romantic mishaps. Real life experiences acted as criteria
for assessing the truth-value of the romantic and feminist discourses
depicted. Respondents also highlighted the centrality of social
interactions with other women during and after the media consump-
tion experience in analyzing represented themes and representa-
tions. Women then constructed practical, modern romantic beliefs
interweaving both romantic and feminist, fantasy and “reality”
elements. These beliefs shaped feminine self-concepts, personal
romantic ideals and goals, and consumption preferences. Based on
their own practical feminism of romance, women selected and
evaluated media products, indicating certain prototypes and roman-
tic narratives as superior to, or more resonant than, other media
offerings. Respondents often cited “Sex and the City” as an exem-
plar of the right mix of women’s roles portrayed, and of romance
and feminism. Other similar shows (e.g., “Lipstick Jungle”), how-
ever, failed to portray a resonant mixture of characters, themes, and
discourses, and as such, failed to connect with the respondents.

The “Critically Romantic” process develops key theoretical
insights for feminist and consumer research: (1) the permeability
between cultural discourses and the marketplace, (2) the intertwin-
ing of traditionally disparate romantic and feminist discourses
when represented in the media and consumed by women, (3) the
necessity of the market as a fluid site of discursive construction and
deconstruction, (4) the agentic nature of consumers in consuming
mediated discourses and constructing a practical, working concept
of feministic romance, (5) the social component of discourse
negotiation, and (6) the deconstruction of historically and discur-
sively reinforced dualities in individual discourse construction. By
detailing the “Critically Romantic” process, I demonstrate the
necessity of the marketplace and media in the construction of
practical feminisms and the interconnectedness of feminism and
romanticism enacted on the consumption level.

“Betwixt and Between: Liminality and Feminism in the
Twilight Brand Community”
Hope Jensen Schau, University of Arizona, USA
Kate Thompson, University of Arizona, USA

Our research revolves around representation of, and collective
consumption by, females engaged in the Twilight brand commu-
nity. The Twilight saga is a series of novels aimed primarily at
young adult, female readers. The saga revolves around a human,
Bella, and her romance with a vampire, Edward. The title Twilight
captures the liminality of the heroine. Like twilight is the liminal
space between day and night, Bella is riddled with liminality: child
and adult, mortal and immortal, love and hate, good and evil,
independence and dependence, lover and friend, present and past,
mother and child, spiritual and corporeal, and offense and defense.
Importantly, girls and women deeply and collectively engage with
the brand. Empirically, the Twilight consumer collective offers a
unique female-centered incarnation of brand community and femi-
nine-driven consumer engagement which contrasts with previous
studies favoring male-dominated brand communities, with two
notable exceptions: Martin, Schouten and McAlexander (2006)
who investigate modes of femininity within the Harley-Davidson
brand community and Schau, Muniz and Arnould (2009) who
examine value creating practices across a set of brand communities
including those that skew male, are gender balanced and skew
female. We reveal the manner in which feminist discourses are
collectively negotiated, intertwined and reconstituted in a female-
dominated brand community (Gill 2007).

Our data consist of: the Twilight saga (composed of four
official novels and an unauthorized draft novel), a feature film (with
another film in production and two other films planned), literary
and film criticism of the Twilight media products, naturalistic and
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participant observation in three online fan discussion forums, fan-
created videos, email and chat interviews with forum participants
and videographers, and face-to-face interviews with Twilight fans.
Our data were iteratively collected and thematically coded and
recoded following the hermeneutic tradition.

We find this brand community is, as anticipated, composed
primarily of female members ranging in age from 8 to 65. Members
use Twilight as a platform to negotiate feminism and socially
prescribed female roles (Mulvey 1975): good girl, independent
woman, lover, wife, and mother. Twilight offers fans a paradoxical
interplay of feminist and anti-feminist discourses characteristic of
post-feminist media culture (Friedberg 1993). Throughout the
saga, the female self is deferred in favor of the primacy of good
intentions toward humanity, highlighting the “problem of feminin-
ity” as a quintessential pathology when defined in patriarchic
discourses (Moscucci 1990). As in previous research tackling the
intersection and interaction of gender and the marketplace (cf.,
Catterall, Maclaran and Stevens 2000, Costa 2000, Dobscha and
Ozanne 2000, Scott 2000), this paper explores gender expressions
within a media brand and specifically within the realm of brand
communities (Muniz and O’Guinn 2001).The brand community
members are energized by Bella’s haphazard navigation of dispar-
ate role expectations and her perpetual liminality. The coven of
vampires Bella (human/food) joins suppress their predatory in-
stinct and dietary imperatives, favoring compassion, reason and
defensive combat, over aggression, apathy, bloodlust and hunger.
Similarly, Bella navigates her expressed ideal of eternal commit-
ment, which is tempered by Bella’s reluctance to embrace marriage
and the danger motherhood poses as a “newborn vampire.” In
essence, we find that it is precisely Bella’s liminality and her quest
for equality against almost insurmountable odds that make her a
compelling heroine and rallying point for the community. At the
conclusion of the saga, Bella is integral in conquering seemingly
omnipotent foes through enacting a protective screen on the clan
that, together with a clever plan put in place by her sister-in-law,
proves a triumph of the feminine defensive over the masculine
offensive tactics of the foes. Fans are quick to address this gendered
strategy and use it toward negotiating their own social roles and
toward understanding the post-feminist perspective (Johnson 2007).

The Twilight brand community walks the line of compromise
and tradeoffs as the price of being a contemporary woman through
collective discourse that focuses on maximizing complex social
functions: maintaining familial loyalties while pursuing romantic
love, asserting independence and reveling in dependence within
romance and domesticity, asserting one’s self while advancing the
collective good, and balancing motherhood and professional ambi-
tion. The Twilight brand community provides a media based
platform to think through the complexities of femininity and of the
different incarnations of feminism. Because the liminality is never
fully resolved, there is ample opportunity for engagement and for
continued engagement. The fan discourse is supported by the
Twilight narrative, which leaves room for fans to write themselves
into the story and to locate resonating themes (Derecho 2006) to
extend their brand engagement. In short, our data reveal that the
liminalities are key attributes of fan engagement. Furthermore, the
primarily female members of the brand community grapple with
fundamental issues surrounding femininity, expected roles and
modes of feminist resistance (Whelehan 1995). Interestingly, the
fans’ discussions map rather closely onto “third wave” feminism
that recognizes and asserts multi-fold gender positions (Henry
2004).

While it would be easy to dismiss the Twilight phenomenon as
yet another vampire tale or Harry Potter clone, our research demon-
strates that Twilight is neither of these. The brand community
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actively negotiates multi-fold liminality and feminism through the
Twilightsaga. The brand serves as a vehicle to contemplate women’s
potential and place in the world.
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SPECIAL SESSION SUMMARY

Are Crowds Always Wiser?
Andrew Stephen, INSEAD, France
Leonard Lee, Columbia University, USA

SESSION OVERVIEW

Popularized by James Surowiecki’s book of the same title
(Surowiecki 2004), the “wisdom-of-crowds” hypothesis states that
the aggregation of information in groups can result in better reasons
than any single member of the group could make. Surowiecki
argues that disorganized group decisions enjoy the advantages of
being faster, more reliable, less subject to political forces that can
adversely impactdecision quality. The popularity of this hypothesis
can be attested by the throngs of applications it has spurred and
endorsed, ranging from online prediction markets (e.g. NewsFuture,
BetFair) to education reform (e.g. Fullan 2004).

This session brings together three recent papers that propose
critical boundary conditions for the validity of the “wisdom-of-
crowds” hypothesis. Simmons, Nelson, Galak, and Frederick open
the session by demonstrating that point spread betting markets, an
important application of this hypothesis, lead to systematically
biased predictions of NFL football winnings. Even with the oppor-
tunity to learn their prediction errors over time throughout the
football season, bettors did not improve due to erroneous attribu-
tions. Using a longitudinal experiment, they systematically tested
the validity of four competing hypotheses and found that the
estimation of point differentials, rather than point spread betting,
produced significantly improved predictions.

In the same vein of refining the “wisdom-of-crowds” hypoth-
esis, Soll, Larrick, and Mannes posit that “crowds are wise, but
well-chosen small crowds are even wiser.” They distinguish be-
tween the two extremes of “aggregating the masses” and “chasing
the expert” on the continuum of prediction strategies and propose
the middle-ground solution of using smaller crowds (e.g. of five
people) to improve predictions. Using a range of methodologies—
empirical, behavioral, and analytical—they demonstrate convinc-
ingly that smaller crowds can indeed be wiser.

Finally, taking things to the other extreme of the continuum,
Lee, Pham, and Stephen argue that even with the sole predictor,
trusting one’s feelings can significantly improve one’s predictions
of a wide variety of crowd behavior over popular prediction
markets—from important political outcomes (i.e. the recent Demo-
cratic presidential nomination race between Senators Obama and
Clinton), to results in the financial (i.e. Dow Jones Index) and
entertainment industries (i.e. movie box-office success).

Together, these three papers present diverse perspectives that
converge towards the same conclusion—that while crowds may be
reasonably wise at times, there are certain interventions or ap-
proaches that can be taken to optimize their collective wisdom.
Overall, given the fundamental relevance of these papers’ topics to
consumers’ every day lives, this special topic session should be of
great interest not only to marketing researchers and psychologists,
but also to anyone who is interested in the factors and strategies that
can improve our prediction making.

EXTENDED ABSTRACTS

“Are Crowds Wise When Predicting Against Point Spreads?
It Depends on How You Ask”
Joseph Simmons, Yale University, USA
Leif Nelson, University of California at Berkeley, USA
Jeff Galak, Carnegie Mellon University, USA
Shane Frederick, Yale University, USA

The wisdom-of-crowds hypothesis predicts that the judg-
ments of acrowd (as measured by any form of central tendency) will
be relatively accurate, even when most of the individuals in the
crowd are ignorant and error-prone (Surowiecki 2004). Point
spreads are often cited as an important example of the wisdom of
crowds, because they are very accurate and are widely believed to
reflect the “crowd’s” predictions of upcoming sporting events.
However, other research (Simmons & Nelson 2006) shows that
bettors are biased in their predictions against point spreads: They
bet on “favorites” more than “underdogs” despite the empirical
observation that the two bets are equally likely to obtain. This
research challenges the notion that point spreads capture crowd
sentiment, leaving the “wisdom” of the crowd in question.

To test the wisdom-of-crowds hypothesis, we conducted a
season-long (17-week) experimental investigation, in which a
geographically diverse sample of enthusiastic NFL football fans
wagered more than $20,000 on NFL football games against point
spreads that were manipulated to favor the underdog (i.e., point
spreads that were increased). We investigated four hypotheses. The
first hypothesis constitutes the strong version of the wisdom-of-
crowds hypothesis and it predicts that crowds will wisely choose
against biased point spreads even when they are not told that the
spreads are biased (Surowiecki 2004). Our investigation soundly
rejected this hypothesis. When predicting against biased point
spreads, the crowd predicted vastly more favorites than underdogs,
lost more games (and money) than it won, and performed worse
than the vast majority of its individual members.

The second hypothesis constitutes the weak version of the
wisdom-of-crowds hypothesis, which predicts that crowds will
wisely choose against biased point spreads when they are told that
the spreads have been increased. Although this warning slightly
increased the crowd’s tendency to predict underdogs, the crowd
nevertheless predicted more favorites than underdogs, lost more
games (and money) than it won, and performed worse than most of
its individual members. Thus, this more charitable version of the
wisdom-of-crowds hypothesis was also rejected.

We investigated a third hypothesis, which asserted that even if
crowds are unwise at the start of the study, they should improve over
time, as the crowd’s members accumulate evidence of the inferior-
ity of favorites. This hypothesis was also rejected. Moreover,
although crowds did not get more or less accurate over time, their
predictions did worsen over time in the sense that they unwisely
predicted more favorites as the study progressed. Analyses of
participants’ tendencies to attribute prediction outcomes to luck or
to skill indicate that participants were more likely to attribute
correct favorite (vs. underdog) predictions to skill and to attribute
incorrect favorite (vs. underdog) predictions to luck. This
attributional pattern may have caused people to “learn” that predict-
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ing favorites is wiser than predicting underdogs as the study
progressed, despite the fact that favorites lost more than underdogs
against the spread.

Finally, despite our failure to find evidence for the wisdom-of-
crowds when people were asked to predict against point spreads, we
did find that a different method of eliciting the same judgment
(asking participants to predict point differentials rather than make
choices against point spreads) produced vastly different, and vastly
wiser, predictions against the spread. In this case, the crowd
predicted vastly more underdogs than favorites, won more games
than it lost, and outperformed the majority of its individual mem-
bers. Thus, the same “crowd” of bettors can appear wise or unwise,
depending on how their predictions are elicited.

“When it Comes to Wisdom, Smaller Crowds are Wiser”
Jack Soll, Duke University, USA
Richard Larrick, Duke University, USA
Al Mannes, Duke University, USA

An aggregate opinion of the masses can be more accurate than
the best experts. James Surowiecki popularized this idea in his best-
seller The Wisdom of Crowds. The power of aggregation is surpris-
ing because it contradicts people’s intuition, when faced with a
prediction task, to “chase the expert” by seeking out the one person
who knows the most. One source of misapprehension is that many
people incorrectly believe that an aggregate mirrors the accuracy of
its average input (Larrick & Soll 2006). People also mistrust crowds
because they fear being dragged down by the crowd’s worst
members. This is a valid concern. Aggregation may entail mixing
the opinions of skilled and unskilled judges. Chasing might be
better and safer, assuming that true experts can be reliably identi-
fied.

If chasing means forgoing the statistical benefits of aggrega-
tion, and using the whole crowd leaves one vulnerable to incompe-
tence, might there be a middle-ground that employs the best of each
strategy? Therein lies the beauty of small crowds. Small crowds
achieve most of the benefits of aggregation (Hogarth 1978), and if
well-chosen avoid being dragged down by the worst judges.

We examine the wisdom of small crowds from empirical,
behavioral, and analytical perspectives for quantitative judgments.
First, we compared the small crowd strategy to chasing and averag-
ing the whole crowd in 37 experimental datasets. The chasing and
small crowd strategies involve rank-ordering the judges based on
their accuracy in a small sample of observations (e.g., one to ten
estimates for which the correct answer is known). In the vast
majority of cases, the whole crowd beats the best expert, but the
small crowd does just as well or better. We also analyzed a real-
world dataset—data from an economic forecasting competition
sponsored by the Wall Street Journal. The dataset included semi-
annual forecasts of macro-economic variables from about fifty
economists representing banks, government, and academia. We
replicate the wisdom of crowds, but again show that the small crowd
strategy outperforms the whole crowd, even when economists are
rank ordered based on performance in just one prior forecasting
period.

Next, we discuss two experiments that examine beliefs and
behavior. In the first experiment, the WSJ panel of economists was
described to participants, who then rank ordered five potential
strategies for using the forecasts. Participants clearly preferred
averaging the top five economists to both chasing the most accurate
economist from the previous period and averaging all fifty fore-
casts. The second experiment used the forecasts of eleven econo-
mists from the WSJ survey as stimuli, and required participants to
make forecasts over a series of rounds. In each round participants
could review summary statistics of the performance of the eleven

Advances in Consumer Research (Volume 37) [ 95

economists on the preceding rounds. In the “All or One” condition,
participants had to decide whether to go with a single expert on a
given round or average all eleven forecasts. In the “Small Crowd”
condition, participants could average the opinions of any subset of
economists, which included the options of selecting one or averag-
ing all. Participants in “All or One” chased a single expert on the
vast majority of rounds, and their performance suffered compared
to the alternative of averaging all. In contrast, the “Small Crowd”
participants tended to include more than one economist in their
subset. They typically averaged the forecasts of two chosen econo-
mists, which led them to perform better than the “All or One”
participants, although not quite as well as they could have done with
a somewhat larger small crowd (we recommend five).

Finally, we conducted simulations to investigate the general-
ity and robustness of the small crowd strategy. To do this, we first
categorized environments according to three dimensions, corre-
sponding to dispersion in accuracy across judges, correlation in
judges’ forecast errors, and the validity of cues to expertise.
Averaging the whole crowd performs well when dispersion and
correlation are low, and chasing a single expert is ideal when
dispersion is high and the better experts can be reliably identified
(Soll & Larrick, in press). We find that a small crowd strategy tends
to perform closer to the better of these two pure strategies regardless
of the environment, and beats them both in many intermediate
environments. An interesting result is that small crowds of size five,
when selected based on past performance, are robust in the sense
that they tend to perform reasonably well across environments,
regardless of the size of the crowd from which they are drawn
(assuming crowds of size ten or larger).

The fact that a “top five” strategy consistently performs well
is surprising, especially in light of the fact that either pure strategy
can perform very poorly in the wrong environment. Equally sur-
prising is the fact that the rank-ordering need not be based on a large
sample of available data. We find that samples of two or three
estimates lead to good results, and the benefits beyond ten are very
small. There is a compelling intuition for this result. When there is
high dispersion in expertise the better judges are readily apparent
with just a few judgments. In contrast, when there is low dispersion
in expertise one would require a large sample to obtain a good rank
ordering, but in this case it does not matter much which judges are
included. Either way, only a small sample is needed.

Crowds are wise, but well-chosen small crowds are even
wiser. People do appreciate the wisdom of small crowds, although
our research shows that people tend to select crowds that are too
small. Our prescription is to rank-order the judges, and then average
the top five. We also discuss extensions to consumer research. For
example, in choosing hedonic goods such as movies or a vacation
destination, consumers can rely on either crowd ratings (available
at web sites such as tripadvisor.com and IMDb.com), or on the
advice of an “expert” on one’s own preferences, such as a similar
other. The small crowds strategy suggests that an aggregate opinion
of a small group of similar others may outperform both these
strategies.

“The Emotional Oracle: Predicting Crowd Behavior with
Feelings”
Leonard Lee, Columbia University, USA
Michel Tuan Pham, Columbia University, USA
Andrew Stephen, INSEAD, France
On August 28, 2008, Barack Obama became the official
Democratic candidate for President of the United States in the 2008
presidential election. While this might have seemed inevitable in
hindsight, foreseeing it a few months earlier was difficult, espe-
cially considering the span and intensity of the contest between him
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and Hillary Clinton. Election outcomes, as well as events such as
the success of new products (e.g., movies) and stock market
movements all depend on the collective actions of masses of people.
In this research, we concentrate on the challenge of predicting how
such crowds will behave.

Predictions of mass behavior can be made through two distinct
processes: (1) a cognitive, scenario-building process, and (2) a
feeling-based process that involves the monitoring of one’s subjec-
tive feelings toward the options (Dunning 2007, Loewenstein and
O’Donoghue 2004). Thus, in predicting crowd behavior, affect
might play a role. Whereas the cognitive system of judgment is
analytical and logical, the affective system is more holistic and
associative (Epstein and Pacini 1999). Consequently, the affective
system fosters a more comprehensive processing of available
information, distilling the situation to its gist or essential elements
(Stephen & Pham 2008). It may also help predictors better relate
to—or put themselves in the shoes of—the people whose behaviors
they are forecasting.

We examine how reliance on feelings affects the accuracy of
peoples’ predictions of crowd behavior across four studies and
three diverse contexts. Each study uses the same subtle procedure
to induce different degrees to which participants rely on their
feelings in making their predictions (Avnet & Pham 2007, Lee,
Amir, & Ariely, in press, Stephen & Pham 2008). Participants were
randomly assigned to either a “high-trust-in-feelings” (high-TF) or
a “low-trust-in-feelings” (low-TF) condition, and asked to describe
either two (high-TF) or ten (low-TF) past situations in which they
trusted their feelings to make a decision and it emerged as the right
decision. Participants typically find it easy to recall two examples
of successful reliance on feelings and difficult to recall ten. Thus,
those asked to recall two (ten) examples tend to believe that such
examples are common (uncommon), and increase (decrease) their
reliance on feelings when making subsequent decisions (Avnet &
Pham 2007).

In study 1 (N=68; undergraduates), after completing the
manipulation, we gave participants information about five movies
to be released nationally in early October 2008 (the study was
conducted three days before these movies’ release). The task
involved ranking these movies in order of predicted success,
measured by opening weekend box office revenues. Using the rank-
order correlation between each participant’s predicted order and the
actual order as a measure of prediction accuracy, high-TF partici-
pants were more accurate than their low-TF counterparts. This
result held after controlling for prior knowledge and liking of the
movies.

Study 2 (N=41; undergraduates) used the same procedure as
study 1 and replicated this result (although here we used a set of four
movies that were released in mid-December 2008). Additionally,
we had participants list all the things that they thought of when
making their predictions. We counted the number of items listed
that were about mass behavior (and what “other people” would do).
Asprocess evidence, we found that a greater percentage of the items
listed by high-TF participants were other/crowd-focused and that
this was positively correlated with their prediction accuracy. Me-
diation analysis suggested that the positive effect of reliance on
feelings on prediction accuracy was mediated by a greater focus on
projections of how “other people” would feel about the movies.

In the third study (N=52; undergraduates), we asked partici-
pants (who first completed the trust-in-feelings manipulation) to
predict the closing values of the Dow Jones stock market index one
week in the future (this study was conducted in February 2009). The
same basic result from studies 1 and 2 was replicated in this
different context: high-TF participants made more accurate predic-
tions. The dependent variable here was the prediction error (actual

future value—predicted value); thus, the mean prediction error was
lower for high-TF than for low-TF participants. However, we found
that this effect only held for participants who possessed some
expertise or knowledge of the prediction target (i.e., the economy
and stock market): trust in feelings interacted with target knowl-
edge (high for participants who were economics or finance majors,
low otherwise) such that high-TF participants were only more
accurate if they were knowledgeable.

Finally, in study 4 (N=229; national sample of registered
voters, run in mid-February 2008), participants first completed the
trust-in-feelings manipulation and then predicted the winner of the
2008 Democratic primary. We deliberately ran this study when the
Democratic primary contest was far from being conclusive, with
both candidates virtually tied in national opinion polls. The results
revealed that six months before the Democratic National Conven-
tion, high-TF participants were more likely to correctly predict that
Obama would win the nomination than low-TF participants. This
result held in general, as well as separately among registered
Democrats, registered Republicans, and even among participants
who had already voted for Clinton.

Overall, we find that feeling-based predictions may lead to
greater predictive accuracy of mass crowd behavior. This result
holds across different contexts and for short- and long-range
predictions. Further, regardless of one’s inherent preference for the
collective outcome (e.g., personally liking a particular movie or
having already voted for Clinton) this result holds despite cases
where the predictor’s personal preference does not align with the
crowd. Our results are consistent with the notion that reliance on
feelings help people be less encumbered with their own personal
preferences or tastes and thus better able to put themselves in the
shoes of others—the crowd—to consider how others would feel and
what they would do. Accordingly, this leads to more accurate
predictions and the counterintuitive finding that focusing less on
logic and reasoning and more on feelings enables people to better
foresee the future.
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SPECIAL SESSION SUMMARY

The Other Side of the Story: New Perspectives on Word of Mouth
Sarah G. Moore, University of Alberta, Canada

SESSION OVERVIEW

Consumers frequently engage in word of mouth (WOM)
communication, where one individual shares information about a
consumption experience with another. WOM can occur face-to-
face, or via spoken or written communication through various
technologies (e.g. the Internet) (Godes et al. 2005). WOM has long
been recognized as an important process for firms and consumers,
and it remains so today, with 60% of consumers consulting friends
or family about purchases (Hampton 2006). Past work on WOM has
focused on how it impacts the listener (Arndt 1967) and the firm
(Chevalier and Mayzlin 2006), as well as on who shares WOM and
why (Wojnicki and Godes 2008). However, this work has neglected
some fundamental aspects of WOM. Most importantly, there has
been little attention to the question of what consumers actually say,
how they say it, and how these two factors influence not only the
listeners, but the speakers themselves. In this session, we hope to
tell the other side of the WOM story by introducing recent work that
will broaden the field’s perspective on this important topic.

Our papers highlight several new aspects of WOM. We
examine the specific content of WOM (Moore, Fitzsimons, and
Bettman 2009; Schellekens, Verlegh, and Smidts 2009), how and
why this content influences speakers (Moore et al., 2009; Cowley
2009), and how speakers think strategically about WOM
(Schellekens et al. 2009; Cowley 2009). These papers “zoomin” on
WOM: instead of examining the consequences of WOM for listen-
ers or firms, we focus on the language speakers use, on the
determinants of language use, and on how this language influences
speakers.

First, Moore et al. (2009) examine how characteristics of
experiences influence WOM content as well as how specific WOM
content influences speakers’ evaluations of experiences through a
process of sense-making. Cowley (2009) also investigates how
WOM influences the speaker, focusing on how consumers’ retro-
spective evaluations of experiences are influenced by conversa-
tional norms and by consumers’ awareness of these norms (e.g.
whether they are purposely exaggerating). Finally, Schellekens et
al. (2009) examine how characteristics of experiences and consum-
ers’ communication goals influence WOM content; they also
examine how listeners are persuaded by different WOM content.
These papers demonstrate the value of a deeper focus on WOM
content and its determinants, and on how this content influences
individuals who share WOM. While these papers examine similar
novel aspects of WOM, each has a unique contribution: Moore et al.
(2009) and Schellekens et al. (2009) both examine WOM content,
but focus on different types of content, while Moore et al. (2009)
and Cowley (2009) examine two different processes through which
speaking can influence the speaker.

In combination, these papers provide an exciting new perspec-
tive on WOM and a solid foundation from which to begin additional
research in this domain. We hope that this symposium will attract
a wide audience, from WOM researchers to those who examine the
roles of memory, attitudes, metacognition, and language in con-
sumer psychology. These papers are in advanced stages of comple-
tion, and we expect this symposium to stimulate much discussion
on the current work and on areas for future research. Thus, we hope
to save 15-20 minutes following the presentations for Larry Feick
to discuss the presentations and to receive questions from the
audience.

EXTENDED ABSTRACTS

“Some Things Are Better Left Unsaid: How Word of Mouth
Influences the Speaker”
Sarah G. Moore, University of Alberta, Canada
Gavan J. Fitzsimons, Duke University, USA
James R. Bettman, Duke University, USA

WOM, where individuals share information about consump-
tion experiences with others, is an everyday occurrence. WOM
spreads through various media, both traditional (face-to-face) and
non-traditional (online reviews). Past research has focused on how
WOM influences those who hear it (Arndt, 1967) and how this
influences the firm (Chevalier and Mayzlin 2006). However, a
fundamental question remains unanswered: how does WOM influ-
ence the speaker?

To answer this question, we develop a comprehensive model
of how speaking affects the speaker. We argue that it is not simply
the act of speaking that influences individuals sharing WOM, but
thatitis story content or how things are said that strongly influences
storytellers. We synthesize past research from psychology and
linguistics to develop a model that incorporates: 1) the process by
which language influences speakers; 2) antecedent variables that
influence what speakers say; and 3) the consequences of speaking,
including changes in speakers’ evaluations of experiences, as well
as changes in speakers’ intentions to repeat, recommend, and tell
others about experiences.

We focus on one important type of story content and how that
influences speakers. Past work suggests that individuals can under-
stand and recover from traumatic experiences by building narra-
tives around them and figuring out why they occurred (Pennebaker
1997). Thus, we focus on whether storytellers explain why events
occurred or explain why they feel the way they do about experi-
ences, and examine how this explaining language influences speak-
ers. We suggest that antecedent variables such as experience
valence (positive or negative) will influence how much explaining
language individuals use in their stories. The use of explaining
language is then hypothesized to change evaluations through a
process of sense-making, where individuals come to understand
experiences and consequently find them less compelling (Gilbert,
Wilson, and Centerbar 2003). In short, sense-making makes posi-
tive experiences less positive and negative experiences less nega-
tive. We contribute to this literature by focusing on how specific
types of language influence sense-making. In four studies, we
demonstrate that explaining language does facilitate sense-making
and can thereby cause paradoxical effects of WOM. Specifically,
explaining positive experiences decreases the speakers’ evalua-
tions of and their willingness to repeat and recommend experiences.
Conversely, explaining negative experiences increases the speak-
ers’ evaluations of and their willingness to repeat and recommend
experiences. Finally, making sense of an experience makes con-
sumers less likely to spread future WOM by telling others about the
experience.

In study 1, we showed individuals two positive or negative
photographs and asked them to write a story about one of the photos.
First, we found that writing had an overall dampening effect on
participants’ photo evaluations compared to not writing. We also
found that participants used more explaining language when telling
stories about negative compared to positive photos. Most impor-
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tantly, we found that participants who used more explaining lan-
guage in their stories evaluated the positive photos less positively
and the negative photos less negatively than participants who used
less explaining language. These results were mediated by sense-
making, where explaining language increased sense-making, and
sense-making decreased evaluations of positive but increased evalu-
ations of negative experiences. We also ruled out two alternative
explanations for our findings: participants’ evaluations were not
altered because explaining language influenced metacognitive per-
ceptions of difficulty in writing, nor were evaluations altered
because explaining language encouraged individuals to include
evaluation inconsistent information in their stories.

In study 2, we coded actual Amazon.com book reviews to
ensure that our findings were not restricted to lab participants
writing to an unspecified audience. We found that individuals
rating books extremely, at one or five stars, used less explaining
language than individuals rating books less extremely, at three
stars; we observed these effects using both an across reviewer data
set and a within-reviewer data set. As in study 1, then, explaining
language was associated with less extreme evaluations of positive
and negative experiences.

Studies 3 and 4 manipulated language use to provide experi-
mental support for the idea that explaining language alters evalua-
tions. In study 3, we gave individuals a Scrambled Sentence Task
with explain, relive, or control prime words. We found that indi-
viduals in the explain prime conditions used more explaining
language in their stories and had less extreme evaluations of
positive and negative experiences than individuals in the relive
prime conditions, who used less explaining language in their
stories. The impact of prime on evaluations was mediated by sense-
making, such that explaining language helped individuals make
sense of their experiences, leading to decreased evaluations of
positive but increased evaluations of negative experiences.

In study 4, we provided individuals with a constructed story
for which they filled in the blanks. We had an explain, a relive, and
a control condition, where the only difference between the relive
and explain conditions was an explaining clause at the end of some
sentences (e.g. “Dinner was ” vs. “Dinner was be-
cause .”). Thus, this study controls for various potential
differences between explaining and reliving language (e.g. evalu-
ation inconsistent information, emotionality, detail) and varies only
whether individuals provided explanations or not. This study rep-
licated our previous findings: individuals in the explain condition
had less extreme positive and negative evaluations than individuals
in the relive or control conditions.

In sum, we proposed and tested a model for understanding a
critical but understudied issue in WOM. While past research has
indicated that WOM influences listeners (Arndt, 1967), in addition
to understanding this outward ripple, it is vitally important to
understand how WOM influences the speaker. We go beyond
previous work to highlight WOM content and demonstrate how that
contentinfluences critical downstream consequences for the speaker.
We show that some things are, indeed, better left unsaid: sharing
positive stories can be bad for the speaker, while sharing negative
stories can be good for the speaker, depending on their story-telling
language. Explaining language dampens evaluations of positive
experiences and improves evaluations of negative experiences, and
these evaluative changes are linked to changes in intentions to
repeat and recommend experiences.
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“Selecting Snapshots from Episodic Memory’s Photo Album:
Sharing Experiences and Retrospective Evaluations”
Elizabeth Cowley, University of Sydney, Australia

Everyone loves a good story: hearing one is entertaining and
telling one is satisfying. Stories give life to past experience and are
an effective form of communication (Schank 1990). However,
telling stories may adversely affect the storyteller’s memory for
how they felt during the event. Why? By following conversational
norms such as keeping the story interesting to the listener, the
storyteller may exaggerate the intensity of the most pleasant or
painful moments of an experience. Since the most intense moments
of an experience are used to construct a retrospective evaluation
(RE) (Fredrickson and Kahneman 1993; Redelmeier and Kahneman
1996), storytelling may influence REs. Exaggeration may be par-
ticularly likely when consumers tell entertaining stories. In this
case, consumers may attempt to correct for the distortions when
they are subsequently remembering the experience. However, if
consumers are unaware of the distortions introduced by exaggera-
tion, then storytelling may result in biased REs (Wilson and Brekke
1994).

In two studies, we demonstrate that recounting an experience
in a conversational format does polarize REs when storytellers are
unaware that they may have included exaggerated affective reac-
tions in their conversation. Study 1 also reveals that changes in REs
are accompanied by changes in intentions to repeat the experience.
In study 2, we find that changes to the pre-conversation peak
moment of pain or pleasure do not cause shifts in REs, but that REs
are influenced by a new moment which emerges as the most
affectively intense as a result of the conversation.

In study 1, 94 students participated in a 2 x 2 x 2 between
subject design with conversational goal (be entertaining vs. be
informative), event valence (positive vs. negative), and goal in-
struction type (implicit vs. explicit) as independent factors. Partici-
pants thought of two recent experiences of the same valence that
had occurred in two different restaurants. After providing a RE of
the events, participants were provided with implicit or explicit
instructions to be either entertaining or informative during an
upcoming conversation. Participants then had a conversation about
the least positive or negative of their two restaurant experiences,
depending on condition. One day later, participants were asked to
report their RE and to choose a restaurant to revisit.

In the explicitinstruction conditions, REs were amplified after
people recounted their experience with an informative goal, but not
with an entertaining goal. The implicit instruction conditions re-
vealed amplification of the RE in both goal conditions. The results
are consistent with the assertion that it is awareness of the poten-
tially distorting effect of the entertainment goal which eliminates
the polarization of the RE. The results also provide evidence that
behavioral changes accompany shifts in REs. Specifically, in the
positive conditions, participants selected the restaurant they had
told a story about to revisit, as opposed to the restaurant they had
preferred prior to their conversation. In the negative conditions,
participants selected to revisit the non-discussed restaurant, as
opposed to the pre-conversation preferred (or least negative) res-
taurant. The only exceptions were participants in the explicit/
entertaining conditions: these participants chose to revisit restau-
rants consistent with their pre-conversation REs and were not
influenced by storytelling.

Although study 1 shows that telling someone about an expe-
rience may result in more extreme REs, the findings do not provide
insight into how the shift occurs. At least three mechanisms could
facilitate the adjustment: 1) Telling the story could increase the
intensity of the pre-conversation peak moment. If this is the case,
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then information regarding the cause of the peak intensity remains
intact; 2) A new, more intense, peak could be introduced during the
conversation. If this is the case, then the relationship between peak
intensities and moments within the experience is altered by the
conversation. The moments which are inconsistent with the pre-
conversation peak could be assimilated in the direction of the peak;
3) The speaker simplifies the story and makes the explanation for
the events more definite by altering affectively inconsistent mo-
ments to be consistent with the affective reaction to the peak
moment.

In a second study examining these mechanisms, 80 students
participated in a 2 X 2 between subject design with two levels of
conversational goal (be entertaining, be informative) and two levels
of event valence (positive, negative). Participants thought of a
positive or negative restaurant experience and provided a RE of the
event. Then, they listed the moments or snapshots of the experience
and rated the importance of each moment and the degree to which
the moment was enjoyable. Participants were then given an explicit
goal (informative vs. entertaining) to accomplish while telling a
story about their experience to a conversation partner. One day
later, participants were asked to report their remembered RE and to
rate the importance and enjoyment of each of the moments listed
before the conversation and added during the conversation. Study
2 results indicated that shifts in RE occurred because a new
experience peak emerged after the conversation. The new peak was
either a new moment included during the conversation which had
not been identified before the conversation or was a pre-conversa-
tional non-peak moment which intensified in terms of its utility. It
is interesting to note that the pre-conversation peak did not become
more intense, nor was there was a general increase in the degree of
pain or pleasure associated with all of the moments.

In sum, we provide evidence that REs are amplified after
recounting an experience in conversation, unless the storyteller is
being purposely entertaining. What difference between pre- and
post-conversation REs leads to this amplification? Study 2 revealed
that the post-conversation RE was constructed using a new peak.
The new peak was either a pre-conversational moment which
became more intense, or was a new peak, included in the conversa-
tion, but not reported before the conversation. This is an important
finding because previous research has implicitly assumed that there
is a peak moment from the experience which continues to be a
critical determinant of REs; these studies demonstrate that
storytelling can change this peak moment.

“Language Use in Word of Mouth”
Gaby Schellekens, Erasmus University, The Netherlands
Peeter Verlegh, Erasmus University, The Netherlands
Ale Smidts, Erasmus University, The Netherlands

Consumers like to share their experiences with products and
services with each other. But what do consumers say during WOM
conversations? For example, when your bright new “brand X” shirt
has lost its color after you have washed it once or twice, you could
say to your friend, “My brand X shirt has faded,” or you could say,
“My brand X shirt was of poor quality.” In the former case, you
provide a very concrete description of what actually happened. In
the latter, you use more abstract wording which generalizes your
experience with the shirt fading to the overall quality of the shirt.
These differences in language use can also have an effect on the
receiver of the WOM message. In spite of the substantial amount of
prior research on WOM, there has been little attention to the
question of how consumers talk about products and brands, and
whether and how this influences the extent to which they persuade
other consumers.

Previous research has found that abstract versus concrete
descriptions of experiences influence the processing of and the
inferred meaning drawn from such descriptions. To understand and
study these implications, particularly in the area of person percep-
tion, Semin and Fiedler (1988) developed the Linguistic Category
Model. According to the model, event descriptions that use more
abstract terms (implicitly) convey that an actor’s displayed behav-
ior is more typical of the actor and is more likely to be repeated.
Thus, the description is viewed as more informative of the actor and
is less focused on the specific circumstances under which the
behavior was performed. More concrete descriptions, on the other
hand, are objective descriptions of the specific observable behav-
ior, and are therefore verifiable and lead to less dispute (Semin and
Fiedler 1988; Wigboldus et al. 2000).

The present paper first demonstrates that consumers system-
atically use more concrete or abstract language in descriptions of
product experiences. The studies presented here are the first to
examine language abstraction outside the interpersonal domain and
to evaluate language use in descriptions of products. In line with
earlier research (Wigboldus et al. 2000), we argue and show that
consumers’ a priori expectations about a brand or product deter-
mine whether they describe their experiences in abstract or concrete
terms. More specifically, product experiences that are congruent
with a consumer’s product attitude are communicated more ab-
stractly than incongruent experiences. We also show that consum-
ers can use language abstraction strategically in word of mouth.
Although people generally are unaware of the level of abstraction
that they use to describe an event, some studies suggest that
language abstraction can be used in a strategic manner (Douglas and
Sutton 2003). We extend these findings by showing that consumers
vary language abstraction based on a communication goal, such as
the goal to persuade someone of the quality of a product. More
specifically, if consumers want to persuade someone of a product,
they will use a more abstract message for a favorable experience
and a more concrete message for an unfavorable event.

The strategic use of language abstraction suggests that con-
sumers consciously or unconsciously assume that there are differ-
ences in the persuasiveness of language abstraction (see Hamilton
2003 for a similar argument). To our surprise, there has been no
research examining whether abstract descriptions of favorable
experiences (and concrete description of unfavorable experiences)
are indeed more persuasive and lead to more favorable evaluations
of the actor (or, in this case, the product). In the last study of our
paper, we show that the language abstraction of a message affects
the purchase intentions of the receiver. Positive messages about a
product are shown to be more persuasive when they are presented
inmore abstract language. However, the opposite effect is found for
negative messages: an increase in language abstraction for a nega-
tive product referral leads to a decrease in receivers’ intentions to
purchase the product.

Our research extends previous work on language abstraction
while providing important insights into the nature of WOM com-
munication, which may be of use for marketers who are seeking to
manage and optimize WOM marketing (Ryu and Feick 2007).
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SPECIAL SESSION SUMMARY

Beyond Functionality: Aesthetic Considerations in Consumer Behavior
Joann Peck, University of Wisconsin-Madison, USA

SESSION OVERVIEW
“Beauty is a harmonious relation between something in our
nature and the quality of the object which delights us.” Blaise
Pascal

The objective of this session is to highlight the role of aesthet-
ics in consumer behavior. This session has a diversity of topics that
will interest individuals interested in sensory perception, product
design, web based shopping and product customization. What is
especially appealing about this session is the breath of the papers
included.

Peck and Klatzky investigate the attributes that invite people
to reach out and touch. While we know that touch can increase
impulse purchase, the feeling of ownership and other measures, we
do not know anything about the visual attributes of an object that
make touch irresistible

A natural paper to follow is the Townsend and Shu paper
which examines the visual appeal of documents. This research uses
the buying and selling of stocks to investigate the aesthetics of
document design and the effects on stock valuation and investment
behavior. Three studies are completed and reported in this research.

The final two papers (Deng, Hui and Hutchinson and Moreau
and Herd) both address the aesthetic choices consumers make in
product design. Deng, Hui and Hutchinson, in the context of
designing a Nike shoe, are interested in whether assisting consum-
ers in their self design choices is superior than providing no
assistance. These researchers have completed a preliminary study
with almost three hundred participants in order to determine the
point at which they should offer design assistance to consumers.
They expect that the assisted self-design group will be more
satisfied with their aesthetic design experience than those that are
unassisted.

Finally, Moreau and Herd delve into the question of why
consumers are willing to pay a premium for self-designed products.
The authors have three completed studies that examine aconsumer’s
social comparison to the professional designers of products. Their
third study uses a real online design task in which designs are
created, orders are placed and product are produced and delivered
to the participants. Aesthetic design is an emerging area in our field.
The breath of this special session will likely have great appeal and
will stimulate interesting discussion. Each paper will be presented
for 15 minutes and the last 15 minutes will be a general discussion.

EXTENDED ABSTRACTS

“Please Touch: Aesthetic Features that Invite Touch”
Joann Peck, University of Wisconsin-Madison, USA
Roberta Klatzky, Carnegie Mellon University, USA

The sense of touch is important in consumer behavior for both
instrumental and hedonic purposes. Instrumentally, touch can be
thought of as a way to obtain specific product information in order
to make a more informed purchase decision. Touch excels at
obtaining texture, hardness, temperature and weight information
(Klatzky and Lederman 1992, 1993). If a product category varies in
a diagnostic way on one of or more of these attributes, also termed
material properties, consumers will be more motivated to touch the
product prior to purchase (Grohmann, Spangenberg and Sprott
2007; McCabe and Nowlis 2003; Peck and Childers 2003a). For
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example, books do not vary in a diagnostic manner on one these
attributes so touch is relatively unimportant for purchases in this
category. However, cell phones likely vary in a diagnostic way on
weight which makes this category more likely to encourage touch.
More recently in consumer behavior, touch that provides no diag-
nostic attribute information has also been found to be persuasive
(Peck and Shu 2009; Peck and Wiggins 2006). Consumers may be
motivated to touch solely for the sensory experience that touch
provides. In summary, previous shows that consumers may be
motivated to touch an object for both instrumental and/or hedonic
reasons.

Being able to touch an object has been shown to increase
impulse purchasing (Peck and Childers 2006) and to increase the
feelings of ownership of an object (Peck and Barger working paper;
Peck and Shu) and also to increase the amount an individual is
willing to pay for an object (Peck and Shu). But how do we
encourage consumers to reach out and touch an object? More
specifically, what aesthetic features of an object encourage touch?

Evidence has been found for a “visual preview model” which
states that vision provides a quick “glance” which results in coarse
information about the haptic properties of an object, information
that is useful in directing further processing (Klatzky, Lederman
and Matula 1993).When encoding properties of some objects,
vision may be sufficient because it triggers the retrieval of informa-
tion about the object’s properties stored in memory, eliminating the
need for direct perceptual encoding by touch. However, vision may
reveal that more detailed information is desired. For example, a
visual glance at a sweater may encourage a consumer to touch for
both instrumental reasons (to ascertain how comfortable the mate-
rial would be to wear) and/or for hedonic reasons (it looks like it
would feel good to touch). The goal of our research was to begin to
explore which attributes encourage a consumer to reach out and
touch.

We also include the individual difference in the preference for
touch information (Peck and Childers 2003b) termed the Need for
Touch scale (NFT). We expect that aesthetic touch judgments will
be greater for those high, as compared to those low in their NFT.

Study 1 Procedure

To examine aesthetic touch, our first study uses a methodol-
ogy where we show experimental participants various objects on a
screen. They then rate whether the objects invite touch. The design
is a 3 (shape variations) by 3 (visual texture variations) by 2 (size
or graspability of an object) by 2 (object material). After the
participant judges the “touchability” of each object, we also mea-
sure the individual difference need for touch.

Independent Variables: The objects used are adapted from
Cooke, Kannengiesser, Wallraven, and Bulthoff (2006) and are
objects in which both the macro geometry (the number of protru-
sions, or shape) and the micro geometry (the visual texture) of the
object are varied systematically. More specifically we use three
levels of macro-geometry and three levels of mirco-geometry.

We also manipulate the size of the object with two levels either
graspable (the size of a ping pong ball or less graspable (the size of
acantaloupe). Finally, the material is manipulated with participants
being told the object is made out of either a smoother material
(marble) or a rougher material (concrete). In total each participant
makes 36 judgments.

Advances in Consumer Research
Volume 37, © 2010



Dependent Measures

Aesthetic touch -For each object viewed, a participant com-
pletes four seven point scales with endpoints “strong agree” to
“strongly disagree” including “this object invites touch,” “this
object would feel pleasant,” “this object is aesthetically pleasing,”
“I want to touch this object” and, “I wouldn’t be able to resist
touching this object.” Need for Touch—The 12 item need for touch
(Peck and Childers 2003) scale will also be administered.

Thus far, it appears that the more graspable, smoother material
objects are more aesthetically pleasing, especially for individuals
higher in their need for touch. Fewer protrusions (macro-geometry)
seem to encourage touch and a moderate amount of visual texture
(micro-geometry) seem to be most attractive to touch. The study
will be completed in June and results will be available for the
conference.

Study 2

A second study will follow in which physical objects will be
constructed for participants to evaluate. The objects will vary in size
and material. Participants will evaluate the aesthetic touch appeal of
the objects. The objects will be constructed in the summer/fall of
2009 and preliminary results will be available for the conference.
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“The Power of Aesthetic Design in Consumer Financial
Decisions”

Claudia Townsend, University California, Los Angeles, USA
Suzanne Shu, University California, Los Angeles, USA
While there has certainly always been an inherent understand-

ing that aesthetics impacts product success in the marketplace,
lately the business community’s appreciation for product design
and its impact on the bottom line has grown (e.g. Gibney and
Luscombe 2005; Postrel 2003; Schmitt and Simonson 1997). And
yet our knowledge of the impact of aesthetic design on decision-
making behavior is minimal. In an attempt to understand the
possible limits of the impact of design, we examine it in an extreme
context; we observe the influence of aesthetics on behavior involv-
ing financial products—an area where, presumably, design’s impact
ondecision-makingis atits limitasithas absolutely norational role.
In a series of three studies we find that, indeed, in hypothetical
investment decisions, such as the buying and selling of stocks, the
overall look of a document-even one not associated with the
company’s product and for a company that does not do anything
design-related—impacts valuation and behavior. Our results sug-
gests that this occurs both through an increased sense of ownership
as well as through self-affirmation and, moreover, that the effects
spill over into subsequent financial decisions with high design
association leading to riskier investment behavior.

Our first study establishes that design does, indeed, impact
hypothetical financial decisions. We find that the aesthetics of a
symbolic document given at the time of purchase of company stock
(e.g., a stock certificate) impacts respondents’ selling price for the
stock. In particular, respondents assign a higher selling price to the
stock when the stock certificate is highly aesthetic versus when the
stock certificate is not highly aesthetic (Mhigh aesthetics=538-93,
Mow aesthetics=$33’22’ t=-2.06, p=.04). Moreover, this effect ex-
ists regardless of whether or not the decision-maker actually is to
keep the stock certificate in his/her possession, thus, ruling out a
“rational” explanation for this behavior based on higher utility from
being able to display the aesthetically appealing certificate.

Our second study shows consistent findings but with a differ-
ent document, a company’s annual report which, while related to
the company, is not related to its product. Again we find that
respondents both rate and evaluate a company higher when the
annual report is highly aesthetic versus when the annual report is not
highly aesthetic. This occurs both in a context where aesthetics is
evidently intrinsic to company success (e.g. for a vase manufac-
turer) and where aesthetics is not evidently essential to success (e.g.
for a bubble wrap manufacturer). We find that a sense of ownership
partially mediates the impact of aesthetics on company judgment;
high aesthetics leads to a greater sense of ownership of the company
than low aesthetics and this, in turn, leads to higher company
valuation. This confirms the more emotion-based and less rational
explanation for this impact of design.

In our third and final study we look more closely at the
psychological impact of design on decision-makers and how this
affects investment-related behavior. Previous research (Townsend
Sood working paper) suggests that the choice of a high design
option is self-affirming; in particular, they find that the choice of a
high design option has the same impact on subsequent behavior (in
particular, openness to counter-attitudinal arguments) as does a
self-affirmation manipulation. Given that the authors found these
results using a hypothetical choice context, we hypothesized that
similar effects might be found by simply creating a strong associa-
tion between the decision-maker and high design, even without
actual choice. Using the prior literature as a starting point, in this
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study test whether providing the consumer with a simple personal
association with high design (versus high function) impacts finan-
cial decision-making. If association with high design is self-affirm-
ing, and impacts subsequent openness to arguments, it might also
impact openness to investment in a risky opportunity. Indeed, we
find that association with high design (hypothetical ownership in a
design-related company) leads to subsequent riskier investment
activity and less risk aversion as measured through willingness to
accept a risky gamble. No such effect occurs after association with
high function.

Thus, the learnings from this research are two-fold. First, that
aesthetic attributes impact behavior in the context of financial
decisions reveals just how robust the role of aesthetics is in
evaluation and decision-making. Second, we understand more
about how this occurs—both through sense of ownership’s partial
mediation as well as through self-affirmation. Further research is
needed to understand how and why respondents feel a greater sense
of ownership for something that is better looking. This effect seems
to imply an inherent personal connection to good looks and may be
related to the illusory superiority effect (Alicke 1985, Kruger
Dunning 1999, Sedikides Gregg 2003). The finding that mere
association with high design leads to riskier investment activity,
again, speaks to the power of aesthetics and merits further investi-
gation and likely has implications in both consumer behavior and
finance.
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“Assisted Aesthetic Self-Design: Application to Nike Shoe
Configurator”
Xiaoyan Deng, University of Pennsylvania, USA
Sam K. Hui, New York University, USA
Wes Hutchinson, University of Pennsylvania, USA
Self-design is a form of mass customization in which consum-
ers partly design a product by specifying certain product attributes
in the product configurator provided by manufacturers.! For mass
customization to create real value, those attributes should be ones
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1Self-design is also called “adaptive customization,” “co-design,”
and “user design” and configurator is also called “co-design
platform,” “toolkit,” and “choiceboard” in the mass customization
literature.

on which consumers’ preferences differ sharply and that consumers
can easily manipulate and evaluate with the configurator (Zipkin
2001). Aesthetic self-design, a particular form of self-design in
which consumers choose only the product’s aesthetic specifica-
tions, meets these two conditions. “Beauty is in the eyes of the
beholder.” While inferring functional benefits from technical speci-
fications often requires a high level of consumer expertise (e.g.,
Randall, Terwiesch, and Ulrich 2007), aesthetics is in most cases
subjective, making consumers into de facto experts about what they
personally find attractive. A brief examination of over 500 web-
based configurators (www.configurator-database.com) reveals that
about 50% are from fashion industries (e.g., apparel, footwear).

The configurators offered by manufacturers in these industries
(e.g., Adidas, Converse, Lands’ End, Nike, Ralph Lauren, Reebok,
Timberland) are characterized by providing different color palettes
for different product components and a variety of color options in
each palette. For example, a consumer can use Nike’s shoe
configurator (www.nikeID.com) to design a Nike shoe by selecting
a color from a platter of 6-12 colors for each of the 7 shoe
components (e.g., base, secondary, swoosh, accent, lace, lining, and
shox). Presumably the consumer wants to create an aesthetically
pleasing color combination for the shoe.

Given that a consumer can select any color combinations for
the 7 components, the choice space from which she can pick her
most-favorite shoe is huge; a consumer can pick from more than 5
million different shoe designs (Deng and Hutchinson 2009). From
a theoretical perspective, the consumer is faced with a high-
dimensional optimization problem that involves numerous alterna-
tives, which is made even more difficult because colors “interact”
with each other (e.g., Matsuda 1995); for example, red may look
great with green, but not with purple, and so on. We expect that
consumers may become cognitively overloaded due to the huge
number of possible choices (e.g., Schwartz 2004), and thus may not
be able to optimally select the shoe that she likes best.

Our main goal in this research is to improve consumers’
aesthetic self-design experience. Our proposed solution to the
“choice overload” problem is an “assisted aesthetic self-design”
paradigm. Instead of only allowing consumers free and unrestricted
choice, we assist them by providing recommendations during their
design processes. That is, using an algorithm similar to collabora-
tive filtering (Bodapati 2008), we recommend completed shoes to
the consumer while she is still designing her own shoes. For
instance, after the consumer selects a “red” base color, we offer a
few recommendations (based on how other consumers design their
shoes), which also has a red base color and other colors already
configured. At any time, the consumer is allowed to switch to any
of the recommended design and continue her design process from
there. Our hypothesis is that this assisted mode of self-design is
superior to the free mode of self-design (which is used by Nike and
other manufacturers) in terms of both design outcome and process.

We first conducted a pretest to determine the optimal level of
prior information that we should elicit from a consumer before
offering her recommendations. That is, should we recommend shoe
designs after the consumer makes the 1st, 2nd . or 7th color
decision? 294 participants were asked to self-design a Nike shoe (in
phase 1) and later evaluate their self-designed shoe along with
recommended shoes (in phase 2). The recommendations shown in
phase 2 were drawn from the self-designed shoes collected in phase
1. For each participant, around 20 recommendations were made
using 1-6 component colors in her self-designed shoe as anchor(s).
For example, recommended shoes anchoring on the 15tcolor choice
would have the same base color as the self-designed shoe; recom-
mended shoes anchoring on the 15t and 20d color choices would
have the same base and secondary colors as the self-designed shoe,



and so on. During the study, participants were unaware of the fact
that their self-designed shoe was embedded in the set of recom-
mended shoes. The result indicates an inverted-U relationship
between preference and the number of anchor (p-value for the
quadratic contrast<.05). Recommendations anchoring on 3-5 com-
ponent colors of a self-designed shoe were rated higher in prefer-
ence than were the self-designed shoe and other recommended
shoes (p’s<.05). This pattern suggests that recommendations should
be made using the moderate level of color preference information
from consumers.

To test our hypothesis that assisted self-design via the recom-
mendation system is better than free self-design, in our main study
we will ask participants to self-design a Nike shoe using either the
NIKEiD configurator (free mode) or the configurator providing
recommendations (assisted mode). The later configurator has been
developed by us specifically for this study. Based on the pretest
result, our configurator is designed to automatically generate a few
recommendations after a consumer makes the first 3, 4, and 5 color
choices, respectively. Our goal is to demonstrate that the assisted
self-design group has higher satisfaction, a more positive experi-
ence, and a higher purchase probability than the free self-design

group.
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“To Each His Own? How Comparisons to Others Influence
Consumer Self-Design”
C. Page Moreau, University of Colorado, Boulder
Kelly Herd, University of Colorado, Boulder

In product categories ranging from running shoes, to pet beds,
to ceiling fans, consumers are becoming the designers of their own
products, picking aesthetic components such as colors and images,
creating designs that reflect their unique preferences. Research
shows that consumers are willing to pay a substantial premium for
these self-designed products compared to comparable manufac-
turer-designed alternatives (Franke and Piller 2004), yet limited
research explores why they are willing to pay this premium.

In this paper, three studies demonstrate that consumers’ social
comparisons to the designers of comparable products influence
evaluations of their own creations, their behavior following the
self-design experience, and their product satisfaction. Since profes-
sionally-designed, “off-the-rack” alternatives often serve as a basis
of comparison for one’s own designs, the first two experiments
examine how social comparisons with the designers of these
products influence consumers’ self-evaluations. These experiments
also identify two key moderators useful in overcoming the negative
effects of an upward comparison to a professional designer. A third
study examines how social comparisons to other self-designers
influence evaluations and behavior during and after a self-design
experience. This study does so by using a real online design task in
which designs are created, orders are placed, and products produced
and delivered to the participants.
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In the first two studies, we examine the influence of social
comparison by holding constant the default reference product (an
LL Bean backpack) but varying whom the participants thought was
its designer (a professional at LL Bean vs. an amateur who won an
LL Bean-sponsored design contest). Process measures and prefer-
ences for the customized backpack were the dependent measures in
all studies.

In Study 1, we manipulated both the designer of the default
backpack (professional vs. amateur) and the amount of guidance
provided in the self-design task (present vs. absent). The results
showed that attitudes toward the self-designed product were higher
when participants thought that the default backpack was designed
by another consumer rather than by a professional
(Mppofessional=30-2 V8- M A mateur=39-3, p<.05). In addition, the
factors interacted such that when no guidance was provided, par-
ticipants rated the self-designed backpack significantly higher
when the default was designed by another amateur (My, Guidance,
Amateur=40-0 vs. My, Guidance, Professional=>4-3: P<.01); no such
differences emerged in the presence of guidance. Participants
appeared to process upward social comparison information non-
defensively.

Study 2 provides further evidence that social comparison
processing occurs in self-design situations by testing for deroga-
tion. In this study, we manipulate the order in which participants are
told they will be allowed to customize their backpack (before vs.
after they evaluate the default backpack). Participants who knew
about the customization opportunity before they evaluated the
default backpack rated it lower when the designer was a profes-
sional as compared to an amateur (Mp,fessional=24-1 Vs.
M A pateur=27-6, (F(1, 145)=4.58, p<.05). Participants who had no
knowledge of the customization opportunity when they rated the
defaultshowed nodifference in their evaluations (Mp, o fossional=2 /-2
VS, M A hateur=24-7, (F(1, 145)=2.04, p>.10). Evaluations of the
self-designed backpacks are also consistent with the social com-
parison account. For participants who had the chance to derogate
the default, no differences emerged in their self-evaluations (M
Professional=39-2 V8: M A nateur=34-8, (F(1, 119)=.29, NS). How-
ever, of the participants who did not have the chance to derogate the
default, those facing an upward comparison incorporated the nega-
tive comparison information into their self-evaluations in a manner
consistent with non-defensive processing (M pfessional=3 -8 Vs
M pnateur=38-1, (F(1, 119)=6.88, p<.01).

In study 3, we introduce a design contest as another means for
repairing threatened self-regard, manipulating the timing of the
contest announcement. In this study, all participants designed
customize skins for an electronic device. The results show that
when a contest provides a means for repairing threatened self-
regard (i.e., is announced prior to a design task), upward compari-
sontargets (i.e., professional designers) yield higher contest partici-
pation rates than comparisons to more equivalent targets (i.e.,
amateur designers). When a contest does not provide a means for
repairing threatened self-regard (i.e., is announced after a design
task), participation rates were unaffected by type of comparison
target. This decision to enter the contest lead to differences in
evaluations of the self-designed skins, evaluations of perceived fit
of the design, willingness to pay, time spent on design, product
satisfaction, and ratings from independent judges.

The first two studies indicate that upward comparisons to
professionals tend to be processed non-defensively, resulting in
lower evaluations of self-designed products. Providing guidance
and prompting defensive processing are both effective ways to
diminish the influence of the negative information generated by
these upward comparisons. The third study demonstrates that when
defensive processing is prompted (e.g., by an explicit competition),
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the upward comparison can enhance evaluations of self-designed
products when accompanied by an opportunity to repair self-
regard. It does so by increasing participation in the repair opportu-
nity, which subsequently leads to higher evaluations of self-de-
signed products, greater willingness to pay, and higher long-run
satisfaction. Ratings from independent judges confirmed these
effects.
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SPECIAL SESSION SUMMARY

Deep Determinants of Value: New Perspectives on the Endowment Effect
Rama Ganesan, University of Arizona, USA

SESSION OVERVIEW

Decision makers exhibit a number of systematic biases both in
the lab and in the field. The endowment effect demonstrates two
such biases, reference dependence and loss aversion, in the frame-
work of economic transaction. Although the endowment effect has
been applied to explaining a wide variety of small and large scale
economic phenomena, its underlying mechanisms still remain
obscure. [lluminating these deep determinants of value shaping the
endowment effect and related phenomena can inform novel predic-
tions, identify the potential scope of observed effects, and reveal the
degree to which various market incentives will mitigate or enhance
effects (Chen, Lakshminarayanan and Santos 2006). For instance,
is the endowment effect driven by universal processes arising from
evolved biological features? Emerging evidence for loss aversion
in animals suggests that this may be the case (Chen et al. 2006;
Marsh and Kacelnik 2002). On the other hand, loss aversion is
known to be limited and influenced by complex higher-level
cultural and contextual factors (Novemsky and Kahneman 2005).
The papers in this session explore the endowment effect and the
specific processes and systems of valuation from which it arises,
employing diverse levels of analysis and taking disparate points of
view.

The first two papers address the phenomenon as more funda-
mentally driven, respectively examining emotional reactions to
anticipated losses, and anticipated (but unrealized) gain or reward.
Emphasizing the loss aversion that forms the basis of the endow-
ment effect, Ganesan and Saqib examine the temperamental vari-
ables that might predispose one to be more or less sensitive to loss.
Specifically, they show that prices elicited in the endowment
paradigm are dependent upon inherent differences in temperamen-
tal fear. Conversely, Litt, Khan and Shiv focus on how gain-
anticipation may differentially influence distinct components of
value determining the endowment effect. Drawing upon recent
neuroscientific research, they examine circumstances that cause the
decoupling of wanting (as determining prices offered by buyers)
and liking (driving prices and sufficient-substitutions demanded by
sellers). The third paper gives more emphasis to contextual factors,
such as the temporal frame that embeds the transaction. Chatterjee
and Irmak show that when pre-owned objects are presented in the
past (vs. future) temporal frame (e.g., “three years of the car’s
lifetime have passed” vs. “nine years of the car’s lifetime remain”),
they are not susceptible to differential valuation by buyers and
sellers.

Although the three papers apply different and complementary
approaches to studying the bases of the endowment effect, they are
united in their measurement and relation of the phenomenon to
important individual differences in traits and tendencies. A key
unifying goal of discussion will be to explore the compatibility of
these approaches and results, and how each paper may illuminate
different facets of the deeper processes of valuation driving the
endowment effect. Guiding this discussion and audience-inspired
debate will be Joel Huber, a leading researcher on the endowment
effect and broader conceptualizations of choice and value.

This session will appeal both to researchers interested in the
endowment effect itself, as well as those studying the underlying
components and mechanisms of valuation probed by the session’s
papers in order to provide new insights into the effect and related
phenomena. This audience includes behavioral decision research-
ers, those interested in emotional and motivational influences on
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valuation and decision making, and those employing methods
ranging from behavioral study to neuroscientific investigation.
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EXTENDED ABSTRACTS

“Defending Against Loss: Temperamental Fear Predicts
Endowment Effect”
Rama Ganesan, University of Arizona, USA
Najam Saqib, Ryerson University, USA

The endowment effect demonstrates one of the essential
properties of Tversky and Kahneman’s (1991) reference-depen-
dent model in that the psychological effect of a loss is greater than
a gain of the same magnitude. What causes this endowment effect?
To answer this question, we investigate the fundamental psycho-
logical mechanism that might conceivably determine this loss
aversion. We posit that the mechanism for loss aversion is fear. Fear
is our reaction to anticipated loss, whether it is the loss of life itself
at one extreme, or the loss of a consumer good in our possession at
the other end. Camerer (2005) has previously suggested that the
endowment effect may be a short-term fear reaction to anticipated
losses and gains.

However, because the behaviors and self-reports of partici-
pants in the typical endowment paradigm do not evince fear, one
needs to look for alternative methods to determine its effect. We
reasoned that, if the endowment effect is essentially determined by
fear, then it must be related to the inherent fearfulness of the
individual. We suggest that loss aversion is related to one particular
trait variable that relates to the threat of loss, temperamental fear
or trait fear. In our first study, we show that in the standard
endowment paradigm, prices elicited are highly dependent upon
temperamental fear, particularly among the sellers. We find further
correlational evidence in that a manipulation that reduces the
endowment effect (Novemsky and Kahneman 2005) also reduces
the relationship between temperamental fear and prices offered or
demanded. In the second study we support our argument by
manipulating fear and we find that inducing fear increases the
magnitude of the endowment effect.

In the first study, we related the participant’s inherent fearful-
ness to the price offered for buying the focal object and the price
demanded for selling the focal object (set of highlighters). Partici-
pants were 228 undergraduate students who were randomly as-
signed to play the role of buyers or sellers. Temperament scales
were administered, followed by filler tasks prior to the endowment
procedure. Temperamental fear was measured by the Fear Survey
ScheduleII (FSS, Bernstein and Allen 1969). For FSS (alpha=0.83),
the subjects reported their fear for fourteen individual objects or
situations (such as getting hurt, snakes, and public speaking) on 7-
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point scale of none, very little, a little, some, much, very much and
terror. As it is important to distinguish temperamental fear from
other related trait constructs, we also included other well-known
and popular scales for anxiety, depression and prevention and
promotion focus (NEO-PI-R, Costa and McCrae, 1992; Lockwood
et al. 2002). Prior to price elicitation in either condition, current
affect was measured by the PANAS scale (Positive and Negative
Affect Scale, Watson et al. 1988).

The typical endowment effect was confirmed as sellers de-
manded twice the amount for the endowed object relative to buyers
($4.08 vs. $1.79, F(1,224)=140.7, p<0.001) . Subsequent analyses
indicated a significant relationship between the measure of tem-
peramental fear and price demanded by sellers and price offered by
buyers. Specifically, we find a strong positive relationship for
sellers (r=0.74) and a more moderate negative relationship for
buyers (r=-0.36). This indicates that temperamental fear is related
predominantly to the increased valuation of the focal object by
sellers, but also to some extent to a decreased valuation by buyers.
A median split of the subjects based on the FSS score showed that
the extent of the endowment effect is significantly greater among
the high fear group relative to the low fear group (significant
interaction between role and fear group, F(1,144)=53.78, p<0.001).

Other variables (NEO-PI-R anxiety and depression, PANAS
current positive and negative affect) had no relationship to price in
either condition. A small positive relationship found for promotion
and prevention focus became nonsignificant in the follow up
regression where temperamental fear score was added to the equa-
tion (control factors include age and gender). In the additional
condition where subjects experienced a prior loss (losing out in a
random drawing for a cup) the endowment effect was eliminated
(2.77 vs. 3.08 in buyers and sellers respectively, ns). Here there was
no correlation between FSS score and price demanded or offered.
This is an important result in relation to the standard endowment
condition, as it shows that the effect can be eliminated by quite
simple interventions.

In the second study, we induced fear among our participants
(n=84) by requiring them to prepare for a public presentation (a
modified Trier Social Stress procedure, Childs etal. 2006). Subjects
in the neutral condition (n=84) were required to prepare to evaluate
a public presentation. Affect scores indicate an increase in current
fear (relevant terms include afraid, scared and nervous) in subjects
in the fear condition relative to the neutral condition, (2.03 and 1.54,
t(1,172)=3.08, p<0.001). Price was then elicited among buyers and
sellers in both affect conditions. Price demanded by fearful sellers
was increased relative toneutral sellers,$4.26 vs. $3.45,1(1,87)=2.62,
p<0.01. The endowment effect was enhanced in the fear condition
relative to the neutral condition, F(1,164)=3.38, p<0.07. This result
further supports the argument that fear is the mechanism underlying
loss aversion, and the endowment effect (Camerer, 2005).

Taken together our findings have implications for the current
global recessionary climate. As fear leads to both an increased
valuation for owned objects, and a decreased valuation for objects
not owned, the net effect could be a reduction in all types of buyer-
seller transactions. Consumers and markets are now focused on
defending against further loss than on pursuing new opportunities.
In addition, our paper has implications for the resolution and
management of the recessionary paralysis. Under laboratory
conditions, certain interventions can eliminate the effect of fear and
return participants to a more rational valuation.
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“Wanting More but Liking Less: Counter-Driving
Motivational and Appraisal Elements of Value”
Ab Litt, Stanford University, USA
Uzma Khan, Stanford University, USA
Baba Shiv, Stanford University, USA

Underlying many instances of the endowment effect may be
qualitative differences in valuation formation processes in the
presence versus absence of ownership. Value judgments in the
absence of ownership may be most reflective of individuals’ desire
or wanting for a target. In contrast, valuation of owned targets may
reflect actual, perceived, or forecasted /iking of the target; that is,
appraisal of its overall appeal and the pleasure it brings one.
Growing work in psychology and neuroscience is establishing that
wanting and liking are underserved by distinct and dissociable sub-
systems (Berridge, 1996; Winkielman & Berridge, 2003). This
dissociability may not only underlie the valuation disparity charac-
teristic of the endowment effect, but raise the potential for differen-
tially influencing these systems to mitigate or reverse that disparity.

We propose that frustrating failure to obtain desired outcomes
can induce such parallel counter-driving. Responses to such un-
pleasant “jilting” have significant implications for both peoples’
subsequent desire for denied objectives (wanting), and how they
feel about the targets themselves (liking). In particular, we propose
that failure to achieve a desired end-state can simultaneously
increase desire to obtain the outcome, but decrease its overall
appeal due to tainting by the unpleasantness of failing to obtain it.
Perversely, a target becomes more desired as it becomes less
desirable. Thus, after experiencing initial denial, people can come
to want something more and like it less, a valuation disparity
opposite to that most consistent with the endowment effect.

Primary-Effect Study

Experiment. Sixty subjects were provided an allotment of
‘virtual tokens’, and told they would be used to purchase or play
games for real prizes. They then made a series of willingness-to-pay
(in tokens) judgments for various potential prize products. For half
of the subjects (the “non-jilted” group), this initial series included
a prize, P, that they subsequently won in a rigged game. The other
half (the “jilted” group) were instead told that they lost this same
game with the same possible prize P, and only after were queried



regarding willingness-to-pay for P. These willingness-to-pay judg-
ments were our dependent measures of “wanting” for prize P.

All subjects then played a second rigged game, in which the
jilted group finally won prize P (and non-jilted subjects won
tokens). All were then offered the chance to trade P for an alterna-
tive, Q, with willingness-to-switch taken to conceptualize “liking”
for prize P, in terms of satisfaction (higher willingness-to-switch
being akin to lower liking, and lower willingness-to-accept in
typical endowment effect studies). Subjects also completed an
AffectIntensity Measure (AIM) of individual differences in strength
of emotional experience and responsiveness (Larsen & Diener,
1987), to explore the centrality of affective reactions to our pro-
posed effects.

Results. For wanting, jilted subjects reported significantly
amplified willingness-to-pay for prize P, both compared to non-
jilted subjects (mean 7.56 vs. 5.29 tokens; t(53)=2.289, p=.026),
and in within-subject comparison to a highly similar prize, P’
(paired t(26)=3.276, p=.003) pre-tested to be similarly attractive.
Importantly, this effect was driven by individuals scoring low in
affect-intensity, based on an AIM median-split (interaction f=
-1.602, p=.043); high-AIM jilted subjects did not show significant
mean difference from non-jilted subjects in willingness-to-pay for
P. In contrast, for liking, jilted subjects reported significantly
higher willingness-to-switch away from prize P to alternative prize
0 (78%) than did non-jilted subjects (43%; p=.013, Fisher’s exact
test).

A second study provided converging evidence by employing
alternative wanting-liking operationalizations; tested robustness to
changing product-denial attribution from a subject’s own failure to
a stock-out; and explored generalizability of jilting effects to based
on brand-overlap alone.

Generalized-Effect Study

Experiment. Using a nested between-subjects design (n=159),
in Part 1, half of subjects faced an “out of stock” denial of putative
potential to obtain a pair of Guess-branded sunglasses following
task completion. The other half performed the same task and were
exposed to the same sunglasses, but did not expect to receive them
(or anything else).

Part 2 measured wanting and liking between-subjects across
Part 1 conditions. Rather than the Guess sunglasses, a pair of his-
and-her Guess watches (the “jilt-proxy”) was introduced. For
wanting measurement, subjects chose one of two prize packages for
a lottery draw-entry, either the Guess watches or similar Calvin
Klein-branded watches. In contrast, our liking measure queried
attractiveness evaluations, detached from wanting-influenced choice
inclinations. We adapted the distortion paradigm (e.g., Russoetal.,
1996), in which favoring/disfavoring of alternatives is captured by
individuals’ judgments of serially presented equivocal information
as actually favoring one alternative over another. In particular, we
measured distortions between the Guess and CK watches in evalu-
ating equivocal and non-diagnostic attribute information (move-
ment, watch-band, etc.). Finally, all subjects completed the AIM
used in the primary-effect study.

Results. As before, we observed AIM-moderation for want-
ing: jilted low-AIM subjects significantly over-chose the jilt-proxy
(83%; B(24,0.5), p=0.0015)), whereas high-AIM subjects trended
marginally towards under-choosing the jilt-proxy (30%; B(23,0.5),
p=0.093) in favor of the alternative (p<0.0005, Fisher’s exact test).

For liking, distortion computed across nine attributes as per
Russo et al. yielded near-zero distortion in favor of either Guess
(jilt-proxy) or CK by non-jilted subjects, versus +0.40 units against
the Guess item by jilted subjects (t(582)=2.7592, one-sided p<0.005),
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and cumulative distortion after all nine stages of 3.83 units against
Guess. Paneling by AIM did not yield significant differences in
anti-Guess liking-distortion (t(286)=1.1637, p=0.2455).

Implications

These findings support the notion that wanting and liking can
be counter-driven by denial of desired targets; in particular, in a
direction contrary to that most consistent with the endowment
effect. This may aid in understanding how consumer experiences
such as stock-outs could differentially affect valuation metrics that
are more wanting-driven (e.g., demand, WTP) versus those more
related to liking (e.g., return rate, repeat-purchase propensity,
WTA). Affect-intensity interaction results may suggest tighter
coupling of wanting and liking sub-systems in high-AIM individu-
als, leading to greater inter-regulation and reduced disparity. Such
“hot-headed” individuals actually exhibit more hedonically norma-
tive desires, that is, desires and desire-driven behaviors more
consistent with the ultimate evaluative feelings that would govern
happiness.
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“The Impact of Temporal Focus on the Endowment Effect”
Promothesh Chatterjee, University of South Carolina, USA
Caglar Irmak, University of South Carolina, USA

Imagine a consumer interested in buying a three-year-old, pre-
owned car. The seller claims that the car is good for nine more years
(future focus). On the other hand, the buyer can think of the car as
one that has been used for three years (past focus). Do sellers and
buyers approach such exchange occasions with pre-determined
temporal foci, which diverge from each other? If so, does this
variation in the temporal focus affect selling and buying prices?
Given the large body of research on the endowment effect (Thaler
1980), demonstrating selling prices of objects to be considerably
higher than buying prices, answers to these questions are of consid-
erable theoretical and practical importance.

While the endowment effect has mostly been explained as a
manifestation of loss aversion (Kahneman, Knetsch and Thaler
1990), some recent research investigated how sellers’ and buyers’
foci diverge, which sheds more light into the underlying process of
this phenomenon. For example, Carmon and Ariely (2000) show
that buyers and sellers focus on what they forgo in the exchange.
While buyers focus on the money, sellers focus on the benefits of
possessing the product and, as a result, buying prices are more
affected by the change in expenditure-related aspects of the object;
whereas selling prices are more influenced by the change in aspects
that are related to the benefits of the object. Nayakankuppam and
Mishra (2005) indicate that sellers and buyers focus on features of
differing valence. Sellers’ evaluations of the products are more
influenced by the positive (vs. negative) features of the products,
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while buyers’ evaluations are more affected by the negative (vs.
positive) features of the products.

In the present research, we build on this body of research by
investigating how temporal focus affects selling and buying prices
of objects. Since time is an inherent factor in the evaluation of pre-
owned products, we focus on such products in our research.
Focusing on pre-owned products is not only theoretically interest-
ing and perhaps necessary in our context, but also it is practically
important given the market size of some pre-owned products (e.g.,
books, cars) in the U.S. is actually larger than that of the new
counterparts. For example, Bureau of Transportation Statistics
(2007) reports a trade volume of $339 billion for pre-owned cars
and substantially greater number of old automobiles being traded
than new ones.

Research on time perspective literature suggests that future-
orientation entails a focus on future goals and a tendency to relate
immediate choices to distant objectives (Lewin 1948). Past-orien-
tation, on the other hand, involves a focus on similar previous
situations with their accompanying positives and negatives. Impor-
tantly, Zimbardo, Keough and Boyd (1997) contend that though
time perspective tends to be a functional cognitive style, it can vary
as a function of situational, structural, and task demands. Based on
this, and the aforementioned research on the endowment effect, we
predict that, when a pre-owned product is presented in the future
temporal frame, sellers, with ownership as their point of reference,
will view the sale as a loss of the future benefits, while buyers will
incorporate both past and future aspects of the product in their
evaluation. Consequently, selling prices will be higher than buying
prices. When the product is presented in the past temporal frame,
however, sellers will not be able to focus solely on future benefits
of the product, resulting in no significant difference between selling
and buying prices, i.e., mitigation of the well-established endow-
ment effect. We tested these predictions across three studies,
summaries of these studies are described next.

In study 1 we explored how chronic temporal focus (i.e.,
temporal orientation) affects selling and buying prices of an object.
We reasoned that sellers who are high on past-orientation would
focus on the past of the product (a 3 year old car) and thus lower their
valuation mitigating the endowment effect. Consistent with this, we
find that endowment effect is mitigated for high past oriented
people but not low past oriented people. In study 2a, 2b we
manipulate the foci of buyers and sellers by a temporal framing
(e.g., 3 years life used vs. 9 years life remaining) across two
different domains—used cars and partly used football season tickets.
Consistent with our hypothesizing we find endowment effect only
in the future frame but not in the past. Study 3 again used a temporal
framing but used a real stimulus of Netflix coupon instead of
hypothetical scenarios as in previous studies. We also focus on the
process underlying the effect. Our findings suggest that it is sellers’
heightened focus on future that results in the disparity of selling and
buying prices. These findings not only provide insight to the
underlying process of the endowment effect by demonstrating akey
moderator (e.g., temporal focus), but also have important implica-
tions for marketers of used goods (e.g., eBay, Amazon.com, car
dealers).
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SPECIAL SESSION SUMMARY

What is the Intelligent Choice? Performance on the CRT and Preferences
Claudia Townsend, UCLA Anderson School of Management, USA

SESSION OVERVIEW

Typically in consumer behavior and decision-making re-
search we examine the general trend of responses—what the major-
ity is doing or choosing. However, it is also informative to look at
the differences between individuals. The papers presented in this
session examine intelligence, as measured by the Cognitive Reflec-
tion Test (CRT; Frederick, 2005), its correlates, and how this
individual difference impacts various behaviors. The CRT prima-
rily measures respondents’ propensity to resist reporting the first
response that comes to mind. However, its correlation with intelli-
gence measurements allows it to substitute for such a tool as well.
The works presented here utilize the CRT in both of these capacities
to provide new insights both about correlates of this tendency to
resist (or not) the first heuristic response, as well as the relationship
between intelligence and preferences for risk, time, and aestheti-
cally pleasing products.

In the first presentation Spunt and Lieberman examine the
CRT in its primary role to discriminate “gut” first responses from
slower more methodological responses. They propose that the
propensity to go with one’s initial response is the result of overcon-
fidence. In three behavioral studies they find that reducing confi-
dence in first responses, either through indirect inductions of self-
doubt or by directly invalidating initial responses, can make indi-
viduals behave in what seems to be a more intelligent manner.
Moreover, the results of a fourth fMRI brain imaging study cor-
roborates this notion. Thus, this work is able to explain something
further about the CRT and, subsequently, about response behavior.

The other two projects build upon this work and use the CRT
as an intelligence indicator—by itself in the work by Frederick Fong,
and Tsytsylin and along with vocabulary questions (Mill Hill
Vocabulary Scale) in the work by Townsend, Ariely, and Sood.
Both these works examine the differences in preferences between
less and more intelligent individuals. Frederick, Fong, and Tsytsylin
not only examine preferences, but also lay-theories about these
preferences—how people expect more intelligent and less intelligent
people to differ. They find that providing the less intelligent with
information on the preferences of the more intelligent impacted
actual choice behavior in only some domains e.g. risk preferences
and not in others e.g. time preferences. Thus, as with the first work
presented, Frederic, Fong, and Tsytsylin suggest one way in which
to engender more intelligent choice behavior, though only in some
realms. And, indeed, as the authors point out, a relation between
intelligence and preference, by itself, does not necessarily identify
the correct choice in all cases.

Townsend, Ariely, and Sood also examine the relationship
between lay-theories about intelligent choice versus actual choice.
Testing the old adage that one ought not to “judge a book by its
cover,” the authors examine respondents’ propensity to choose
good looking products—even when the choice of good looks means
giving up higher functionality or a well-known brand. Contrary to
popular wisdom, they find that highly aesthetic choices are more
popular among the highly intelligent than the less intelligent sug-
gesting something consequential about product design.

By looking at individual differences on the CRT, these three
studies provide insights on both personal preferences as well as
general trends. Specifically this research offers learnings on the
propensity to respond heuristically, the role of overconfidence, and
the relationship between lay-theories about intelligence and actual
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behavior. Moreover, these studies both suggest and find limits on
interventions to encourage intelligent choice.

Therefore, the proposed session would be of interest to a broad
swath of consumer researchers and anyone interested in promoting
normative choice behavior. This session would be of special
interest to those interested in individual differences, risk or time
preferences, aesthetics and brand preferences, and/or fMRI re-
search. We hope that a session on these essential topics will incite
debate and ideas for further research.

EXTENDED ABSTRACTS

“Getting Past that First, Compelling Response: Three
Behavioral Studies and an fMRI Investigation of
Performance and Overconfidence on the Cognitive
Reflection Test”

Robert Spunt, UCLA, USA
Matthew Lieberman, UCLA, USA

This research offers theoretical and empirical perspectives on
the constructs of cognitive reflection and overconfidence as mea-
sured using the Cognitive Reflection Test (CRT; Frederick, 2005).
The various forms of the CRT feature quantitative reasoning word
problems, each of which tends to induce a single incorrect response
which is typically reported with high confidence. The following
itemisillustrative: “A batand aball cost$1.101n total. If the bat cost
$1.00 more than the ball, how much does the ball cost?”” In scores
of studies, over 90% of individuals who answered this item incor-
rectly did so by reporting the same response—10 cents. Frederick
(2005) thus defined cognitive reflection as the tendency to resist
reporting the first response that comes to mind when making a
judgment or decision. Moreover, this tendency was explained using
a two system model (Stanovich & West, 2000), which states that
judgments and decisions often induce a first response that is the
product of a fast and automatic computation system (System 1), but
that these responses can be overridden by arelatively slower control
system (System 2), which can implement the rule-based sequential
operations that permit judges and decision makers to carefully
consider alternatives. It was assumed, then, that individuals who are
low on cognitive reflection rely too heavily on System 1, while
individuals who are high on cognitive reflection tend to spontane-
ously activate System 2 before committing to aresponse. Addition-
ally, the tendency to cognitively reflect on the CRT is associated
with measures of intelligence as well as normative preferences in
the face of risk and delay.

The first three studies expand on this two system account by
additionally taking an attribution substitution approach to perfor-
mance and overconfidence on the CRT (Kahneman & Frederick,
2002). The framing of each problem (e.g., the bat and ball problem
above) suggests an easy, heuristic operation (e.g., subtracting) on
the given quantities (e.g., $1.10and $1.00) that becomes substituted
for the relatively more effort- and time-costly target operations
(e.g., the algebraic relationship among the bat, ball, $1.10, and
$1.10). The resulting answer is then subjectively experienced as
correct because it is the correct output, but to the wrong operation.
Thus, attribute substitution explains not only errors on the CRT, but
also overconfidence in those errors (referred to elsewhere as intui-
tive confidence; Simmons & Nelson, 20006).

Advances in Consumer Research
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The two system, attribute substitution account generates the
simple hypothesis that reducing confidence in or invalidating the
heuristic operation should boost performance and reduce overcon-
fidence in errors on the CRT. In three studies, we show that both of
these are true. Compared to a control condition where participants
complete the CRT with no special instructions, participants for
whom the heuristic response (e.g., 10 cents) was indirectly invali-
dated performed better and exhibited realistic levels of confidence
in their errors. In a third condition, participants who were explicitly
cautioned against reporting the first response showed a similar
improvement in performance, but those who continue to commit
heuristic errors continued to exhibit overconfidence. These effects
of invalidation were specific to the heuristic responses and did not
occur when alternative, nonheuristic responses were directly in-
validated (e.g., 20 cents). In another study, we show that describing
the CRT as a confirmation of gender differences in mathematical
ability (which in women is known to induce a state known as
‘stereotype threat’; cf. Shapiro & Neuberg, 2007), improves perfor-
mance for women but actually impairs performance for men. Given
that stereotype threat is thought to induce self-doubt in women and
confidence in men, this suggests that contextual variables that
modulate confidence can incidentally modulate the likelihood that
a given individual will seek out alternatives to their first response
when making a judgment or decision. Altogether, these studies
suggest that reducing confidence in first responses, either through
indirect inductions of self-doubt or by directly invalidating re-
sponses known beforehand to be prepotent, can make individuals
behave in what seems to be a more intelligent, self-conscious
manner.

In addition to these behavioral studies, we investigated the
neural correlates of performance on the CRT using functional
magnetic resonance imaging (fMRI). Given that the networks for
deliberative quantitative reasoning have already been mapped in
the brain, comparing brain activity during the computation of
correct and heuristic responses enables a novel test of the two
system characterization of judgment and decision making. For this
study, we developed a 48-item adapted version of the CRT that
participants completed while being scanned. Preliminary results
show that solving the CRT items correctly compared to heuristi-
cally is associated with regions of the lateral frontoparietal cortices
believed to be involved in deliberate logical and mathematical
computation. Analyses are currently underway to determine brain
regions selectively associated with the computation of heuristic
responses.

Taken together, these findings shed light on the psychology of
naively going with one’s first response versus carefully considering
alternatives when making a judgment or decision. Additionally,
they suggest that in addition to its utility as a brief individual
differences measure of the tendency to resist reporting first re-
sponses, the CRT items present useful tools for studying the two
system account of the process of attribute substitution.
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“Should Einstein Manage your Money? Lay Theories and
Normative Force of the Relation Between Cognitive Ability
and Preferences”

Shane Frederick, Yale University, USA
Nathan Fong, Sloan School of Management, USA
Eric Tsytsylin, Yale School of Management, USA

Attitudes towards time and risk affect everything from how
early a person leaves to catch a 10:00 flight, to the perceived
urgency of regulating carbon emissions to combat global climate
change. Much evidence now suggests that smarter people both
discount future rewards less and have greater risk tolerance (see,
e.g., Frederick, 2005). Such results could be interpreted as support
for philosophical or theoretical arguments against excessive dis-
counting or risk aversion (Rawls, 1971; Rabin & Thaler, 2001).
Some do, in fact, draw this conclusion (Stanovich & West, 2000;
Frederick, 2005), while others resist this inference (Sternberg,
2000).

In this research, we study whether people are aware of the
relations between cognitive ability, such preferences, and the
significance they attach to these facts. Koriat and Nisan (1977)
examined both of these issues with young children. Kindergarten
students drew pictures for the experimenters, and were rewarded
with a choice between one candy immediately and two candies the
next day. While 54% chose the larger delayed reward, 86% pre-
dicted that a “smart kid” would choose the later larger reward.
Surprisingly, children who were first asked what a smart kid would
do did not increase their patience—although 79% predicted that the
smart kid chose the delayed larger reward, only 36% did so
themselves. Thus, Nisan and Koriat demonstrated that children as
young as five years old anticipate the relationship between intelli-
gence and time preferences, but gave no weight to this fact even
when their attention was directed towards it.

We used a similar design with adult respondents. Respondents
were told (truthfully) that previous studies had found a relation
between cognitive ability and some types of preferences. Respon-
dents then attempted to predict the direction and strength of these
relations by estimating the proportion of low-scoring and high-
scoring respondents who preferred the various options.

Most subjects, for example, correctly predicted that smarter
people would be more inclined to choose The New Yorker maga-
zine over People magazine, and a larger later reward ($3800 next
month) over a smaller sooner reward ($3400 this month). However,
for items involving choices between a sure thing (e.g., $100) and a
risky option (a coin flip for $300), respondents either failed to
predict the observed difference, or generally predicted the opposite
effect. For instance, although high scoring respondents were much
more likely to prefer the gamble (63% vs. 21%), only 29% of
respondents asked to predict the difference managed to correctly
predict even the direction of this effect.



When respondents were told of the true relation between
cognitive ability and various preferences, the impact depended on
domain. In the domain of time preference discovering (or being
reminded of) the correlation between intellect and time preferences
(since most predicted it correctly) did not influence respondents’
time preferences, replicating Nisan and Koriat’s findings with
children. By contrast, for decisions involving risk, while most
respondents did not anticipate the greater risk tolerance among high
scorers, learning about the true correlation did influence respon-
dents’ choices, increasing the proportion of respondents choosing
the gamble from 15% to 26%. In other words, the news that “Johnny
chose the gamble” may have provided justification (if not the
compulsion) to choose it themselves.

The relevance of a correlation between some ability and some
preference clearly depends on the type of ability and the type of
preference in question. It is obvious that one should imitate Gary
Kasparov if deciding which chess piece to move, but equally
obvious that Einstein’s preference for apples over oranges has no
special significance to which you should prefer. Thus, a relation
between cognitive ability and preference, by itself, surely does not
identity the correct choice in all cases. But such information does,
apparently, have significance, in at least some domains.
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“The Intelligence of Judging Products Based on Looks”
Claudia Townsend, UCLA, USA
Dan Ariely, Duke University, USA
Sanjay Sood, UCLA, USA

There is a common belief that making decisions based on the
way something looks is not an intelligent way to think. There is the
familiar adage that one ought not to “judge a book by its cover” and
this bias against evaluation based on appearance is likely consid-
ered, either consciously or unconsciously, by people in a variety of
situations—from meeting new people to selecting a new household
appliance. Moreover, recent work indicates that respondents con-
sistently under-value the importance of product aesthetics in choice
and also look to other, more functional, attributes to justify the
choice of more attractive products (Townsend Sood working paper
A). Indeed, there seems to be some common understanding that
performance and functionality ought to play a greater role in
evaluation than looks. And yet, in a series of studies we find that
more intelligent individuals are more likely to choose better looking
options—even when selecting good looks means selecting poorer
functionality or a worse brand. Along with functionality, we exam-
ine the trade-off made with brand as this is another attribute that,
even more so than design, may be considered an indicator of overall
quality. Moreover, in the realm of fashion-related products it
functions similarly to design as a source of value and as a signal to
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others. And yet, the preference for good design over a well-known
brand persists, despite intelligent individuals having greater overall
brand knowledge. That intelligent people are more likely to allow
design to drive their choices, suggests there is some value in good
design that ought to be further recognized.

The Cognitive Reflect Task (CRT) was introduced to measure
one specific type of cognitive ability—the propensity to question
one’s initial response and correct it if there is a better one (Frederick
2005). Yet, it is positively correlated (with medium correlation)
with self-reports on various intelligence and performance measures
including the Scholastic Aptitude Test (SAT, .44) and the Wonderlic
Personnel Test (WPT, .43). Thus, we used the three question CRT,
as well as ten questions from the Mill Hill vocabulary test, as an
indicator of overall intelligence. Using the CRT as part of our
intelligence test, in fact, worked against our hypothesis that more
intelligent people would choose based on design. Previous research
(Townsend Sood working paper B) provides evidence for a more
system 1-based processing of design relative to the more system 2-
like processing of functional attributes, finding that cognitive load
increases the choice share of the more aesthetic option. Based on
this finding, one would expect those who are more prone to
cognitive reflection and who are less likely to give the initial or
more system 1-based response are also less likely to base a decision
on design and more likely to take into account the functional
attributes which are, presumably, processed with more reflective
system 2 thinking. Therefore, our findings that intelligence, as
partially measured by CRT, and preference for good design are
correlated is particularly intriguing.

In Study 1 we found that when faced with a hypothetical
choice between two options where one performs better on a func-
tional attribute and the other is better looking, those who score
better on the CRT as well as our overall intelligence indicator
(combination of CRT and Mill Hill vocabulary score) were more
likely to select the better looking, though functionally inferior
option, than less intelligent respondents. One possible explanation
for these results is that, despite asking respondents to assume the
products were the same on all other attributes, because we provided
information on only one functional feature along with design,
perhaps the selection of good looks was driven by anotion that good
looks implies better performance in other domains.

In Study 2 we examined design versus brand. Moreover, we
examined fashion-related goods (e.g. clothing, accessories) where
functionalities are less relevant. Thus in Study 2 respondents chose
between two options where one was good looking and from an
unknown brand while the other was less good looking and from a
well-known brand—e.g. attractive Sun Song-branded dress versus
unattractive Donna Karan-branded dress. Again, we found that
more intelligent respondents were more likely to select the better
designed options, despite the unknown brand name.

In our third study we examined this same issue using a
different probing mechanism and asked respondents to give a price
at which they would be equally likely to purchase two options.
Respondents were shown a branded fashion item with a price and
asked at what price they would be as likely to purchase a counterfeit
version. Thus, in this study we were examining more specifically
the value of an authentic brand-name to consumers. Consistent with
our previous results, intelligent respondents valued the authentic
brand-name less, pricing the counterfeit version higher, on average,
than less intelligent respondents and, again, indicating that the
overall look of the product is more important to highly intelligent
individuals than those less intelligent..

The research presented here reveals that, at least in consumer
products, valuing looks is associated with higher intelligence.
These results are counterintuitive with respect to both our lay-
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theories about not “judging a book by its cover” as well as research
on CRT, system 1 versus System 2 processing, and design. But also,
these findings build on other work on both CRT and intelligence—
some of which is also presented in this session.
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SPECIAL SESSION SUMMARY

The Constructive Role of Effort in Consumer Choice
Rom Schrift, Columbia University, USA

SESSION OVERVIEW

Different streams of literature suggest that experienced effort
in choice plays an important role in consumer choice and judgment.
Although the sources for effort in choice are numerous and diverse
(e.g. type and amount of conflict, similarity among alternatives,
perceptual fluency, amount of information, etc.) the literature
supports the notion that consumers are averse to effort and often
engage in behaviors intended to reduce it. Such demonstrations of
effort and conflict reduction behaviors can be seen in different
streams of literature such as pre-decisional distortion of informa-
tion (e.g., Russo, Medvec, and Meloy 1996, 1998), motivated
reasoning and judgment (e.g. Kunda, 1990; Kruglanski 1990),
confirmation bias (Lord, Ross, and Lepper, 1979), and also in the
effort-accuracy paradigm (Payne, Bettman and Johnson 1993).

In accordance with the aforementioned effort reduction be-
haviors, most research has explored and reported the negative
impact that effort may have on different aspects of choice. For
example, research in behavioral decision theory has shown that the
likelihood to defer choice is positively correlated with the intensity
of conflict in choice (Tversky & Shafir 1992; Dhar 1997). In
addition, research on meta-cognition has repeatedly demonstrated
that effortful processing of visual stimuli (visual dissfluency)
decreases the evaluations of the target object (e.g. Schwarz, 2004;
see Labroo and Kim, 2009 for exception).

In contrast to existing literature, the papers in this session
explore the positive aspects of effort in choice and investigate
consumers’ tendency to prefer and even create effortful decisions.
When and why will people value more effortful decision processes?
When and why will feelings of effort versus ease motivate people
to work harder or make them value products more? Do we compli-
cate our decisions? The papers in the session answer these and other
related questions. Specifically, the first paper demonstrates that
increased conflict in choice can actually increase the likelihood of
purchase. The second paper demonstrates that consumers are not
only attracted to difficult decision processes, but also endogenously
seek to enhance their decision effort in order to feel that they are
making an adequate choice. The third paper explores the hypothesis
that feelings of effort can increase people’s tendency to work harder
and value products more when such effort signals higher efficacy of
the particular outcome. All three papers, which are to be submitted
soon for publication, include multiple studies with data that has
already been fully analyzed. However, none of the three papers has
ever been presented at ACR.

The proposed special session is designed to present emerging
work in decision research and its implication for consumer choice.
The papers in the session should help in highlighting some of the
promising avenues that are emerging in this area of research.
Moreover, the session’s discussion leader, Drazen Prelec, will
engage the audience and the authors in an analysis of the session’s
content as well as a discussion of the potential for future research in
this area.

EXTENDED ABSTRACTS

“The Tradeoff Heuristic: The Settling Effect of Conflict”
Wendy Liu, UCLA, USA
Itamar Simonson, Stanford University, USA
Contflict is one of the most fundamental phenomena in deci-
sion making. Decisions often involve options that each has pros and
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cons relative to each other, creating the need to reconcile such
conflicts if only (or at most) one of the options can be adopted.
Generally, the consideration of conflict has been found to nega-
tively impact people’s propensity to take decisive action. For
example, high conflict between competing options has been shown
to lead to inaction or deferral of choice (Tversky & Shafir 1992;
Dhar 1997). When people have difficulty deciding between current
options, they often choose not to choose any of the options—even
though each option in itself might be quite attractive. Further, in
existing theory of decision making, the negative effect of conflict
is assumed to be additive to the attractiveness of the options. That
is, generally the perceived attractiveness of the best option within
achoice set positively correlates with whether people will buy from
the current set—on top of that, if there is high conflict among the
options, this adds a negative effect on the probability of purchase.

In this research, we propose a more nuanced view of the role
of conflict in purchase decisions by focusing on a contradiction to
the two general assumptions above. First, we show that sometimes
conflict can have a positive effect on purchase likelihood. Second,
we show that the relationship between option attractiveness and
option conflictis notadditive, butrather, interactive, in determining
purchase likelihood. Specifically, we propose that while conflict
indeed has a negative effect on purchase likelihood when options
are relatively attractive, conflict can have a positive effect on
purchase when options are relatively unattractive. That is, when
given two options that may not successfully exceed the threshold
for purchase based on their absolute attractiveness, people can be
more likely to purchase one of them (rather than search further for
a better option) when the current options contain a mild conflict
than when one option dominates the other option. We propose the
mechanism behind this positive effect of conflict on purchase is a
process we call “the tradeoff heuristic”—when people see that they
have to give up some unit of one attribute in order to gain on another
attribute, they are more willing to accept the current attribute levels.
In other words, by considering a tradeoff, people become less
optimistic about finding an absolute best option in the future,
effectively lowering their sufficiency threshold for commitment.
Consequently, people will be more likely to stop their search with
the current choice set. We test the settling effect of conflict in 4
studies.

Study 1 establishes the basic effect that conflict (compared to
dominance) can lead to greater purchase likelihood. Participants are
asked to imagine themselves looking for an apartment for rent in a
new city. They are randomly assigned to two conditions: in the
dominance condition, one apartment is larger in size, as well as
being closer to work; in the conflict condition, apartment sizes are
the same as condition one, but distance to work is flipped between
the two options. In both conditions, apartment size is relatively
small in absolute terms. Participants are asked whether to rent one
of them, or look at the next option. Results show that indeed, people
are more likely to take a current option in the conflict condition
(37% vs. 20%).

Study 2 demonstrates the interaction between conflict and
absolute valuation using a context of shopping for a vacuum
cleaner. Participants are told they are considering two vacuum
cleaners at Costco, but they could also decide to go to Sears to look
further. When all options are relatively attractive, dominance
(69%) leads to greater purchase likelihood than conflict (58%),
consistent with prior research on the attraction effect (Huber et al.
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1992). However, replicating study 1 results, when both options
have low attractiveness, people are more likely to purchase when
there is conflict (54%) rather than dominance (35%). Of note, the
tradeoff heuristic is different from merely focusing on relative
rather than absolute values (Hsee 1998). Specifically, the option’s
relative value (compared to the other option) is worse in the
condition of conflict than in dominance. Hence, if the effect is
simply directing attention to relative values, purchase likelihood
should be higher in the dominance condition.

In study 3, we test a boundary condition to this effect, namely,
the conflict between options needs to be relatively easy to reconcile.
When the conflict is large, rather than small, purchase likelihood
will indeed decrease, due to choice difficulty. In study 4, we extend
this effect to evaluation procedures that involve more than two
options. We find that a procedure such as ranking that creates more
conflict can lead to greater likelihood of purchase, compared to a
procedure that involves less conflict, such as rating.

In summary, this research focuses on the question: When do
people accept a current opportunity, rather than search for better
opportunities? Our findings contribute to our understanding of the
decision by highlighting the role of subjective sufficiency in such
decisions.

“Complicating Choice”
Rom Schrift, Columbia University, USA
Oded Netzer, Columbia University, USA
Ran Kivetz, Columbia University, USA

It has been well documented that, in the pre-decisional stage,
consumers often simplify their decisions by bolstering one of the
alternatives and/or denigrating others (Brownstein, 2003; Janis and
Mann, 1977; Mills, 1968; Montgomery, 1983; Russo Medvec and
Melloy 1996, 1998; Tyszka, 1985). Such reduction of choice
conflict enables consumers to make easier, more confident choices.
In this research, we provide a theoretical analysis of, and empirical
evidence for, the opposite behavior. We discuss conditions under
which consumers complicate choices in order to feel that they
invested enough effort to make the right choice. Specifically, we
postulate that when faced with important decisions, such as choices
between primary physicians or between career paths, consumers
are motivated to engage in a diligent decision process or due
diligence. When an important choice feels too easy, consumers
artificially increase the choice conflict and effort by reconstruing
the choice context. Consumers are shown to bolster unimportant
attributes and reverse the ordinal valence of attributes (e.g., more is
better becomes less is better) in a direction that counteracts the
virtually-dominant alternative, which they initially prefer and even-
tually “choose.”

We propose a unifying “effort-compatibility” principle that
accounts for both simplifying and complicating decision processes.
The effort compatibility principle asserts that consumers value and
strive for compatibility between the degree of effort they anticipate,
or think is adequate to reach a certain decision, and the level of effort
they actually exert. Accordingly, when a certain decision seems
harder than initially anticipated, a simplifying process ensues.
However, when the decision feels easier to resolve than anticipated
(e.g., important, yet easy choices), consumers artificially increase
the effort they invest in making the decision. We demonstrate that
the latter, complicating process is characterized by an enhancement
of the conflict in choice. Such conflict enhancement, through
bolstering unimportant attributes, or reversing the valence of ordi-
nal attributes, enables consumers to attain effort-compatibility and
perceive themselves as engaging in a diligent decision.

Five studies examine consumers’ choice complicating pro-
cesses and the effort-compatibility principle. We first demonstrate

the existence of the effort enhancement behavior and its impact on
consumer choice (Studies 1-3). We show that for important deci-
sions, such as choices of primary physicians or career paths, choice
sets that invoked low levels of conflict (mismatch between actual
and expected effort), gaverise to pre-decisional effort enhancement
behavior. Specifically, in Study 1, participants distorted the impor-
tance of different information components in a manner that facili-
tated greater conflict in choice. In accordance with the effort-
compatibility principle, this complicating behavior was signifi-
cantly attenuated after the choice was made (post-decisional stage)
and in conditions where no choice was required. In Study 2,
participants enhanced their pre-decisional effort by constructing
positive preferences towards attributes that opposed their preferred,
and ultimately chosen alternative. Study 3 demonstrated that in
sequential decision process, once a complicating process is trig-
gered, it can alter the ultimate outcome of the decision.

In Studies 4 and 5, we further investigated the underlying
psychological mechanism, namely the effort-compatibility prin-
ciple. We manipulated the expected and experienced effort, as well
as the importance of the choice. In Study 4, we offered respondents
an alternative source of experienced effort using a preference
fluency manipulation. We found that the introduction of an external
source of difficulty drastically reduced the need for internal effort
enhancement behaviors. In Study 5, we manipulated the level of
anticipated effort by cueing subjects how long the task typically
lasts. Although they faced identical tasks, those participants that
anticipated low effort employed simplifying processes, while those
anticipating high effort increased their conflict in choice.

In summary, we hypothesize and empirically demonstrate
that, in certain situations, consumers complicate their choices. Such
behavior may first appear contradictory to well-documented sim-
plifying processes, such as pre-decisional distortion of information
and post-choice cognitive dissonance. However, we test and sup-
port an effort-compatibility principle that accounts for both simpli-
fying and complicating processes, sometimes observed in the
context of the same decision. Thus, consumers not only simplify
and bolster the difficult choices they make, but also make harder
and less appealing the obvious (or illusionary) choices they fake.
We discuss how this could lead to an “illusion of choice,” whereby
consumers agonize over (non) decisions.

“Does Distance make your Heart Fonder or your Mind
Wonder? An “Attainability-Efficacy” Framework of
Preference Construction”

Sara Kim, University of Chicago, USA
Aparna Labroo, University of Chicago, USA

It is not surprising that consumers put maximum effort into
obtaining products or doing things they like, however, do they also
prefer products or things associated with effort (to get/ do)? For
example, consider this situation. It is the holiday season, you are on
your way to the grocery store, and you have been thinking about
donating some money to charity. In one scenario, imagine that as
you enter the store, you notice a volunteer from the Salvation Army
right nextto the entrance asking for adonation. In a second scenario,
imagine that as you enter the store, you see a volunteer from the
Salvation Army a few steps away from you at the opposite entrance
asking for adonation. When are you more likely to make a donation,
and why? You have been thinking about making a donation, and in
the first scenario, the volunteer is close to you and it is easy to make
a donation. In the second case, you will have to exert some token
effort to make the donation. It appears normative that if you have
been thinking about making a donation, and if you consider the
Salvation Army a good cause to support, you should be more
willing to make a donation when it is easy rather than effortful to do



so. But are there situations when you might prefer to engage in the
token effort? Further consider this situation. As you proceed inside
the store, looking to purchase cookies, you find one box on the shelf
right up front and another alittle way behind it. Both boxes are fresh,
so why exert effort to reach for the one at the back? In the current
article, we examine this issue—do when and why do feelings of
effort versus ease motivate people to work harder or make them
value products more?

Whether it is deciding to make a donation or to buy a product,
most existing research will argue that ease is good and people like
to do activities or get products that are easy to do or get. A recent set
of intriguing findings have additionally suggested that even when
feelings of ease arise from subjective characteristics of the target
and are independent of its descriptive features (Schwarz 2004), for
instance, the volunteer is next to you and have your glasses on (vs.
you forgot them at home) and s/he looks clear (vs. blurry), they
increase value of the outcome and motivation to act. Ease is
associated with positive feelings which are usually attributed to the
outcome being considered and as a consequence they increase
preference towards the outcome. In this paper, however, we discuss
when feelings of effort, rather than ease, can motivate people to
work harder and can make people value products more.

We argue that evaluating products, consumers focus either on
how attainable the outcome is or if it is the best one available. When
people experience illusory high control, their focus turns to product
efficacy rather than product attainability. As people usually infer
value from their actions (e.g., Bem 1972), and as they put most
effort to pursue only the best outcomes, they mistakenly reverse this
correlation when assessing efficacy of the outcome. Thus, feelings
of effort also make them value the outcome more (Labroo and Kim
2009; Pochepsovaet al. 2009). Only when perceived control is low,
peoples focus is on successful outcome attainability. In such
situations, effort signals infeasibility of attaining the outcome and
they prefer outcomes associated with ease, not effort.

Across three experiments, we provide evidence for our premise.
We show that people with high control (illusory or real) prefer
products that are psychologically or physically effortful rather than
easy to attain and they donate more to a charity when donation is
effortful rather than easy. In contrast, people with illusory low
control prefer products and are more likely to act if things feel easy
rather than effortful. Process measures show that illusory low
control results in concerns about product attainability, and ease
increases perceived attainability of a successful outcome. In con-
trast, illusory high control increases the desire to get the best option
(attainability is no longer a concern), but interestingly things that
are effortful are better than things that are easy. Of additional
interest are the subtle manipulations of illusory control. For ex-
ample, simply writing ones own lucky number on a raffle ticket
rather than being assigned one, for a box of cookies, creates illusory
control, and can make us evaluate the cookies more favorably, but
only when they are physically (or psychologically) distant rather
than close. Or, being the first (rather than last) to make a difference
to the lives of poor children, also creates illusory control, resulting
in people making larger donations, but only when they have toreach
out a couple of feet to the donation box (vs. it is next to them).
Rolling a dice by oneself rather than having the experimenter roll
it also results in preferences for products that are psychologically
farrather than close. We additionally rule out mood, construal level,
attention, overall goal engagement as possible alternative explana-
tions.

In the end, all control might just be an illusion; therefore, it is
particularly powerful that such subtle manipulations of controlla-
bility can alter preferences to this degree. The surprising inference
is that people with high control (real or illusory) like complicated
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lives, and when people feel control they complicate rather than
simplify their lives. Theoretical implications pertaining to the role
of feelings in judgment and preference construction and managerial
implications regarding what managers might be able to do to
improve consumer satisfaction with products will be discussed.
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SPECIAL SESSION SUMMARY

The Buzz about Buzz: Drivers and Consequences of Word-of-Mouth
Jonah Berger, University of Pennsylvania, USA
Andrew Stephen, INSEAD, France

SESSION OVERVIEW

Talking and sharing are some of the most fundamental con-
sumer motives. People tell friends about new restaurants, email
relatives interesting articles, and post online reviews about books
they like (or hate). But while it is clear that such behavior is
frequent, and important, we know less about the causes and conse-
quences of such behaviors.

A great deal of research in both consumer behavior and
marketing science recognizes that word-of-mouth (WOM) is im-
portant, but less work has drilled more deeply to examine the
psychological factors driving transmission. Research has shown
that WOM can impact sales (Chevalier and Mayzlin 2006), and
diffusion (Goldenberg, Libai, and Muller 2001), but what motivates
consumers to spread WOM and how do aspects of conversation
partners influence what people talk about? Similarly, while we
know that people like to share, what types of things tend to be
shared? Certain YouTube videos, ads, or New York Times articles
end up being viral, but why? How do content characteristics
influence what spreads? Finally, what are the consequences of
transmission for consumer attitudes, choice, search, and willing-
ness to pay?

This session addresses these, and related questions, as it
integrates various research perspectives to examine drivers and
consequences of WOM. Berger and Milkman use six months of
data from the New York Times most emailed list to examine
characteristics of content that make them more likely to be shared.
Moldovan and Lehmann investigate how aspects of advertise-
ments, such as their creativity and informational content, generate
WOM and affect purchase intent. Stephen, Lehmann, and Toubia
look at both sharing and listening, and consider what drives people
to share WOM as well as how transmitter and item characteristics
drive the decision to listen. Mayzlin and Moe focus on the impact
of WOM, and investigate how customer reviews influence con-
sumer search, willingness to pay, and outcomes for the firm.

Taken together, these talks blend psychological factors that
drive transmission and reception, as well as the consequences of
these processes for consumer behavior. Distinguished ACR Fel-
low, and renowned scholar, Donald Lehmann will integrate the
papers and lead a discussion about important directions for future
research. Itis hoped that the discussion will generate some interest-
ing possibilities for future work in this exciting area.

Given how fundamental transmission and sharing is to our
everyday lives, we expect this session will be of substantial interest
to a host of contingencies. Not only should it appeal to researchers
working on social influence, attitude change, and new product
adoption, but also to those who study advertising, social networks,
and decision making more broadly.

EXTENDED ABSTRACTS

“Virality: What Gets Shared and Why”
Jonah Berger, University of Pennsylvania, USA
Katy Milkman, University of Pennsylvania, USA
What makes certain things more viral? Word-of-Mouth and
interpersonal transmission drive social influence, purchase behav-
ior (Godes and Mayzlin 2008), diffusion (Rogers 2003), and
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product success (Godes and Mayzlin 2004), but what types of
things are more likely to be shared and why?

Some perspectives have argued that cultural prominence is
driven by random copying, advertising, or social influence dynam-
ics (Bentley and Shennan 2005; Salganik, Dodds, and Watts 2006).
An alternate explanation of cultural selection, built on notions from
the biological realm, suggests that due to shared human psychol-
ogy, characteristics of items themselves can drive transmission
(Schaller and Crandall 2004). Unfortunately, however, empirical
tests of these predictions have been limited by the ability to examine
actual transmission in the field across a host of cultural items
measured on various characteristics.

We study virality and cultural transmission by examining six
months of data (over 7,000 articles) on which New York Times
articles make the most emailed list. The data includes everything
from world news and politics to sports and travel, and its breadth
and reader base makes this an ideal domain to study virality.
Further, by controlling for the amount of time spent on the homepage,
and where articles appeared in the print edition, we can test whether
above and beyond such “advertising,” item characteristics drive
success.

Many theories paint transmission as an economic, value-based
exchange. Linguists often assume that the function of language is
to share factual information which will have immediate value (e.g.,
where good food is readily available or the location of predators).
Similarly, social exchange theory (Homans 1958) suggests that
transmission is an economic exchange of useful resources. To test
such informational selection (things spread based on their utility),
we examined whether content that is more broadly relevant (i.e.,
provides information that is relevant to more people) or provides
advice (i.e., information on how to do things) is more viral.

We also take a broader theoretical perspective and argue that
people also transmit information to deepen social relationships.
Language can be seen as a form of social grooming (Dunbar 1996)
and people may be more likely to share emotional content because
it deepens social bonds (Peters and Kashima 2007). Along these
lines, people may be more likely to share surprising content because
it breaks existing schemas, and encourages people to confer with
others to resolve the discrepancies. Consequently, we examine
whether these aspects, above and beyond informational utility,
increase transmission

Using a webcrawler, we collected every article that appeared
on the New York Times website from August 30th, 2008 to
February 15th, 2009. For each article, we collected the title, text,
length, author name, publication date, section and page where it
appeared, and the one sentence summary provided by the paper. We
also collected snapshots every 15 minutes of where articles ap-
peared on the New York Times website and which articles appeared
onmostemailed list (emailed the most in the last 24 hours). We used
name lists to determine author gender, and used Google hits as a
rough measure of author fame.

We used both automated and manual coding to score articles
on our key independent variables. Standard word lists (General
Inquirer) were used to measure the number of positive and negative
words in each article and from this we computed valence and
emotionality. In cases were it was not possible to use automated
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coding, we trained coders to rate articles of some key measures. We
selected a random sample of 1,446 articles, and two independent
raters coded each of the three remaining measures (surprise, broad
relevance, and advice). Inter-rater reliability was high and codes
were averaged to form a measure of each dimension.

Before turning to our variables of interest, we first consider
controls and other factors that might drive virality. Not surprisingly,
articles which should have received more attention (i.e., appeared
on earlier pages of the physical paper or spent longer on more
visible places on the newspapers homepage) were more likely to
make the most emailed list. Articles were also more viral if they
appeared in particular sections (e.g., Opinion), and were written by
women or more famous authors.

Even controlling for these factors, however, our results dem-
onstrate that content characteristics also drive transmission. Con-
tent that was more broadly relevant or contained advice was more
likely to be viral. Further, even beyond more economic value,
emotional selection also played a role. While more positive and
surprising articles had a higher propensity to make the most emailed
list, content that was more emotional, regardless of valence, was
also more likely to be viral.

Overall, these results illustrate the important role that cultural
selection, and shared psychology, play in cultural transmission.

“The Effect of Advertising on Word-of-Mouth”
Sarit Moldovan, Technion, Israel Institute of Technology, Israel
Donald Lehmann, Columbia University, USA

When considering the purchase of a new product, consumers
oftenrely on word of mouth (WOM). While WOM can be important
to new product success, it is not always clear how WOM can be
initiated and managed. In this paper we claim that advertising can
trigger WOM about the product and about the ad. Further, the
spread of WOM about the ad (and not the product) may have
additional effects on sales.

Previous research that explored advertising effectiveness has
usually tested how different ad characteristics affect attitudes
toward the ad, the brand, purchase intent, and ad recall (Brown and
Stayman 1992). Although these factors may affect WOM, the
common marketing models do not take into account the effect of
marketing efforts on WOM (Bayus 1985). While some studies
showed initial evidence that WOM can be stimulated by marketing
efforts (Bayus 1985; Gelb and Johnson 1995; King and Tinkham
1990), these studies hardly discuss the valence of WOM (positive
ornegative), or the content of WOM (about the product or about the
ad).

Based on previous findings our main hypotheses are that
creative ads will have a small effect on purchase intent. However,
these ads will lead to WOM about the ad. Informative ads, on the
other hand, are expected to lead to greater purchase intent and
positive WOM about the product, but not to WOM about the ad.
While WOM about the product is expected to lead to further
purchase intent, WOM about the ad is expected to increase involve-
ment in the ad, and increase the purchase intent of the product as a
result of watching the ad.

In Study 1 we asked 424 participants to rate 21 print ads
(between subjects). The dependent variables were: WOM about the
product (including WOM amount, positive and negative WOM,
and information search), Ad WOM (intentions to talk about the ad
or forward it to friends), and purchase intent. The independent
variables (after factor analysis) were: creative, informative, sex
appeal, status appeal, and negative. Regression results supported
our hypotheses: Creativity is the main ad characteristic that leads to
WOM about the ad and about the product. However, it does not lead
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to purchase intent. In addition, as we expected, informative ads lead
to more positive WOM and increase purchase intent, but have no
effect on Ad WOM.

In Study 2 we collected data of actual forwarding of 53 TV
commercials in an online site. We tested how the ad characteristics
(as rated by judges) affected the number of times an ad was
forwarded per view, a proxy for actual spread of the ad. Ad
characteristics explained 51% of the variance in actual forwarding
behavior, and the results were very similar to those of Study 1.

Since creative ads were found to lead to WOM about the ad,
but had little effect on purchase intent, Study 3 explores whether
exposure to ad WOM prior to the ad can moderate the effect of a
creative ad on purchase intent. In this study, 87 students were
exposed to either a creative ad or to WOM about the ad (the WOM
did not mention the product, only the ad). Later, half of all
participants were then exposed (or re-exposed) to the creative ad.
The dependent variable was purchase intent of the product (1-7
scale).

The results showed that the purchase intent of the product was
significantly higher in the condition in which participants were
exposed to the ad WOM and after that to the ad, compared with the
other three conditions, indicating that exposure to WOM about the
ad can moderate the effect of creative ads on purchase intent.
Results confirm our hypothesis that while a creative ad had a small
effect on purchase intent, exposure to WOM about the ad, prior to
watching the ad, led to higher purchase intent.

Results of the three studies indicate that advertising can trigger
WOM about the product and about the ad. Different characteristics
of the ad lead to different types of behaviors, such as WOM and
purchase intent. Although ad creativity hardly leads to purchase
intent by itself, it may lead to WOM about the ad, which may in turn
have an effect on purchase intent of the consumers exposed to this
WOM.

“Why Do Consumers Talk, Does Anyone Listen, and What
Happens?”
Andrew Stephen, INSEAD, France
Donald Lehmann, Columbia University, USA
Olivier Toubia, Columbia University, USA

Despite the large amount of research on word-of-mouth (WOM)
and social contagion in marketing, sociology, physics and else-
where, surprisingly little is known about the individual-level talk-
ing, listening, and impact processes. We know little about the
underlying individual-level processes that drive WOM. Why do
consumers transmit WOM about products to their peers? When do
they listen to these messages? And when and in what ways are they
impacted by WOM? In this research we study transmission, recep-
tion and impact. We address the following questions: (1) what are
consumers’ motivations or reasons for transmitting information to
others, (2) what factors related to recipients affect transmitters’
likelihoods of talking, (3) what factors related to transmitters affect
recipients’ likelihoods of listening, and (4) what types of WOM are
likely to be more impactful on recipients’ brand/product-related
attitudes and subsequent consumption behaviors?

For transmission, in the first study (N=110) we asked partici-
pants to recall times when they actually transmitted WOM, asked
them “why?”” and asked them to give information on the character-
istics of the people who they talked to (recipients). We found that
transmission motives were predominantly self-focused and cen-
tered on needs to either express opinions or to in fact solicit (not
give) information. When participants were sharing their own expe-
riences with products the former was the only motive. However
when they were passing-on information about others’ experiences
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(retransmitting) they not only wanted to express this opinion but
also sought information from the recipient (possibly to validate or
verify the previously-received information).

In study 2 (N=200), participants were in a hypothetical situa-
tion where they had to select recipients who they would transmit
WOM to, given knowledge of recipients’ characteristics (interest in
topic, track-history of being receptive, tie strength, and social
connectivity). We found that transmitters preferred recipients who
were likely to listen (e.g., strong topic interest, past receptivity,
strong friendship tie). This was all that mattered when transmitting
own information, and is consistent with just wanting to express
one’s opinion to people who would actually listen. However, when
retransmitting information from others the social connectivity
(many versus few friends) of the recipient also mattered. Well-
connected people have access to more sources of information and,
all else equal, should themselves be better sources. Indeed, in study
3 (N=28) we found that transmitters expected well-connected
people to be sources of high quality information. Based on these
studies, transmission is associated more with using the social
capital embedded in one’s social ties than it is for building social
capital (e.g., by transmitting in order to give advice). However,
transmitters use social capital in different ways: when sharing own
information recipients are used as a receptive audience for one’s
opinions, and when passing-on others’ information recipients are
used for validating, verifying or elaborating the existing informa-
tion.

In a fourth transmission-related study (N=920,770) we exam-
ined a different type of transmission—sharing information in an
online social network—using data from a popular Facebook “app.”
App users can share the app itself with “friends” and can share
results from quizzes that they take within the app (they take
personality and psychological tests). We find the probability of
sharing the app or of sharing various quiz results decreases expo-
nentially as a person’s number of friends (social connectivity)
increases. Also, as a person’s social connectivity (and hence their
stock of social capital) increases, people become more strongly
focused on using their network connections for seeking informa-
tion. Related to the previous three studies, having more social
capital means a stronger desire to use it for self-focused purposes.

We then consider reception/impact with three studies (partici-
pants are recipients). In the first study (N=127) we examine
listening decisions as functions of transmitter characteristics (ex-
pertise, social tie strength, connectivity) and message characteris-
tics (valence) in a hypothetical situation where participants imag-
ined themselves exposed to WOM from certain people. Participants
indicated who they would listen to. Although transmitters who are
perceived to be “experts” are more likely to be listened to, we found
high reception probabilities under various other combinations of
transmitter and message characteristics, including cases where
transmitters lack any objective credibility or expertise. In the two
other studies (Ns=276 and 272; also hypothetical), participants
were given uninformative product information and exposed to
WOM about that product. We measured attitudes toward the
product and purchase intentions pre- and post-WOM. The message
varied on valence and tone (factual versus emotional), and the
transmitter varied on objective credibility (category expertise) and
tie strength (friend, acquaintance, or stranger). Instead of measur-
ing only dispositional attitude, we also measured certainty (i.e.,
confidence in disposition toward the product). Capturing certainty
changes were important: e.g., in 45% of the cases where disposi-
tions did not change post-WOM, certainties did change (indicating
that WOM had an impact, just not on disposition). Disposition and
certainty changes (individual or combined) affected purchase in-

tentions. Moreover, although objectively-credible transmitters are
influential, low-credibility transmitters (e.g., strangers, novices)
sometimes impact attitudes and purchasing, provided the message
makes recipients feel more certain about their existing opinion.
Thus, under the right conditions almost any transmitter has a good
chance of being influential.

“The Impact of Consumer Reviews on Consumer Search and
Firm Profits”
Dina May:lin, Yale University, USA
Wendy Moe, University of Maryland, USA

A number of studies have demonstrated that customer reviews
affect product sales (see, for example, Chevalier and Mayzlin
(2006) and Dellarocas, Zhang and Awad (forthcoming). In particu-
lar, both the valence and the quantity of reviews influence sales on
a product level. But how do customer reviews impact consumer
search and what they choose, as well as company profits and
category-level performance? This is the focus of the current study.

In particular, consider a retailer with multiple products that
implements a review tool that allows customers to post feedback on
its site. The reviews can serve as a matching tool that reduces
consumer uncertainty about the products. This could have two
possible effects: 1) Re-allocate sales across products within a
category which may result in higher utility for the consumer but not
in higher profits for the retailer in the short run, and/or 2) Raise the
firm’s profits by increasing the probability that the consumer
purchases within a category and increasing her willingness to pay
for the product. Here we look at the effect of consumer reviews on
category sales and traffic within a site.

To test our hypotheses, we have obtained a data set from a
retailer that sells products across a large number of categories. A
unique aspect of our study is that we have sales and search data
before and after the review tool is introduced. This allows us to
determine the effect of the introduction of the ratings tool on sales
and search, as well as measuring how the volume of reviews affects
search and sales within the category. Another interesting aspect of
the data is a measure of search behavior: the number of times that
aproduct is viewed within a course of the week. We argue later that
the data on search behavior allows us to identify the mechanism
through which reviews influence sales.

To determine the effect of the introduction of reviews onto a
site, we estimate an aggregate model, where the dependent variable
is category sales. First, we show that the over-all category sales
increase in the period after the ratings tool was introduced. This is
true even once we control for cross-category heterogeneity. Some
of the increase in dollar sales seems to be due to the increase in
search. That is, the total number of category page views increases
in the period after the ratings are introduced. However, increase in
search alone is not sufficient to explain the increase in dollar sales:
even after we control for the number of page views of the category’s
products per week, the dollar sales per week are still significantly
higher in the period after ratings were introduced. On the other
hand, once we control for the number of page views of the
category’s products per week, the unit sales are not significantly
higher in the second period. This seems to suggest that ratings
increase search and make it more likely that consumers buy rela-
tively more expensive products. This last finding leads us to
investigate the effect of reviews on the relative distribution of
product sales.

Next, we consider the impact of the introduction of review on
the distribution of search and sales across products within a cat-
egory. In particular, we investigate how the impact of reviews is
moderated by the initial market share of a product as well as its



price. Since reviews reduce uncertainty in consumer’s expected
valuation of the product, we would expect that the introduction of
reviews would lead consumers to be willing to buy more expensive
products. Of course, another reason why demand may shift towards
more expensive products is that in the presence of correlation
between price and quality, more expensive products will obtain
better reviews and hence will have more sales.

We analyze the review-generating process as a function of the
product’s own characteristics as well as the characteristics of other
products sold within a category. Our analysis also sheds light on the
debate whether additional information creates a bigger marginal
impact for the already successful products or for the less successful
products (see Salgadnik et al (2006) and Tucker and Zhang (2008)).
The findings in the previous literature have been mixed: Salganik
et al (2006) find that previous download information helps the
already successful products more, while Tucker and Zhang (2008)
find that previous clicks information is especially useful for the
niche products. We find that sales within a category become more
concentrated after the introduction of the review tool. Hence, we
find that reviews seem to drive consumers to more expensive,
successful products.
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SPECIAL SESSION SUMMARY

The Role of Emotions in Self-control Dilemmas
Anastasiya Pocheptsova, University of Maryland, USA

SESSION OVERVIEW

Consumer choices often involve self-control conflict between
options that are immediately tempting and options that serve long-
term goals. Though prior research has examined how consumers
deal with such conflict, the current session expands our understand-
ing of this topic by examining the role of emotions evoked by self-
control dilemmas that consumers face when pursuing health goals.
By looking at the role of emotions in self-control conflicts, the four
papers in the session raise several interesting questions that have
been under-researched in the literature. Do people experience
different type of emotions when they monitor pursuit of high-level
goals vs. low-level temptations? Do people experience negative or
positive emotions after resolving self-control conflict in favor of a
higher order goal? Do people experience different levels of guilt
when violating health goals during group vs. alone consumption?
Finally, is there a difference in experienced affect and subsequent
behavior when consumers strive to reach specific vs. abstract self-
control health goals. Taken together the questions examined in this
session bridge research on health consumption and emerging re-
search in the domain of the role of the emotions in self-control
conflicts to better understand consumer decision making.

The papers in this session study three important research
questions. First, Fishbach & Tal show that facing a self-control
conflict consumers experience abstract emotions (e.g. pride) when
monitoring a pursuit of high-order goals, but concrete emotions
(e.g. happiness) when monitoring the pursuit of low-order tempta-
tions. The authors further show that emotions associated with
higher-order goals are more prolonged, whereas affect experienced
following the pursuit of temptations is short-lived. Expanding on
this theme, Gal & Liu further examine feelings that people experi-
ence as a result of resisting temptation and following long-term
goals. In contrast to previous research that emphasizes positive
consequences of resisting temptation, the authors show that people
experience negative emotions (anger) and look at its effect on
consumption choices. Next, Pocheptsova et al. examine how mere
presence of others during self-control conflict affects the emotions
and choices people make. They find that due to heightened feeling
of guilt people tend to overestimate the calories they consume while
eating in a group setting (vs. alone) which results in more health
goal consistent choices later. Finally, Scott & Nowlis examine
difference in consumers’ health-goal pursuit based on the level of
specificity of the goals. The authors find that setting more specific
goals may lead to feelings of regret, guilt and over-consumption.

All papers in this session include multiple empirical studies
that test both the main propositions and the underlying mechanisms
of the proposed effects. Taken together, the papers examine emo-
tions evoked by self-control conflicts and explore the consequences
of such emotions on consumer choice. By looking at these issues
from four different angles, the session provides a more comprehen-
sive look at the role of emotions in self-control dilemmas. Further,
all papers in the session primarily focus the attention of empirical
studies in the domain of food consumption. It is well established
that despite the popularity of weight-loss programs, the public
focus placed on health, and the implementation of mandatory
nutrition labels of packaged foods, consumers continue to make
poor diet and lifestyle choices. Current session contributes to the
growing body of research that examines this issue and is expected
to attract audience interest at the conference for both researchers
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that are interested in conceptual understanding of the role of
emotions in self-control dilemmas as well as researchers interested
in affecting consumers’ well-being in the domain of health con-
sumption.

EXTENDED ABSTRACTS

“The Motivation-Emotion Matching Hypothesis”
Ayelet Fishbach, University of Chicago, USA
Tal Eyal, Ben Gurion University, Israel

Positive emotions signal successful goal pursuit, and the
quality of the emotional experience depends on the type of goal a
person pursues (Dweck and Leggett 1988; Higgins 1997). Accord-
ingly, our research focuses on how distinct positive emotions signal
the successful pursuit of conflicting motivations in a self-control
dilemma. We argue that a self-control dilemma poses a conflict
between two goals that vary hierarchically: high- versus low-order
goals. In addition, emotions vary from abstract to concrete. These
two hierarchies correspond to each other, leading to what we term
as “the motivation-emotion matching hypothesis.” According to
this hypothesis, people associate high-order goals with abstract
emotions and low-order goals (or temptations) with concrete emo-
tions.

In support of our hypothesis, we find that individuals form
implicit between high- (vs. low-) order goals and abstract (vs.
concrete) emotions (study 1). Specifically, using an IAT (Nosek,
Greenwald and Banaji 2005), we find faster response times for
sorting affective and motivational concepts when participants use
one response key for either goals or pride stimuli and the other key
for either temptations or happiness stimuli, than in the incongruent
pairing condition, mapping one response key for goals or happiness
stimuli and the other key for either temptations or pride stimuli

Three predictions further follow from this hypothesis and
received support in our studies. The first pertains to the emotional
consequences of goal-pursuit. We find that regardless of the content
of the self-control dilemma, abstract emotions follow from carrying
out high-order goal-related behaviors, whereas concrete emotions
follow from carrying out low-order goal-related behaviors. For
example, consumers experience abstract emotions (e.g., pride, self-
worth) after choosing to eat healthy or choosing a highbrow news
magazine, and they experience concrete emotions (e.g., happiness,
joy) after eating unhealthy or choosing a lowbrow news magazine
(study 2). The second prediction pertains to the duration of the
emotional experience. We find that abstract and concrete emotions
vary in their duration. Although the elicitation of both types of
emotions is an immediate response to pursuing the corresponding
goal, abstract emotions are experienced for an extended period of
time, whereas concrete emotions are experienced for a brief period
of time. Specifically, participants who made a choice from a healthy
set of options felt proud for at least 20 minutes, whereas those who
made a choice from an unhealthy set felt happy for about five
minutes (study 3).

The third prediction states that the activation of emotional
terms cues the pursuit of the corresponding goal. We find that
priming abstract emotional terms (e.g., pride, self-worth) helps
people control indulgence compared with priming concrete emo-
tional terms (e.g., happiness, joy; study 4). In addition, priming
abstract emotional terms helps people persist on difficult academic
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tasks more than priming concrete emotional terms (study 5).
Together, the results of these five studies provide evidence that
distinct affective experiences monitor the pursuit of high-order
goals versus low-order temptations in a self-control conflict.

We discuss the implications of the motivation-emotion match-
ing hypothesis for self-control theory. Some previous research
attests that in a self-control conflict, low-order goals are more
“emotional;” that is, they involve representations that are more
arousing and consummatory than high-order goals (Loewenstein,
1996; Metcalfe and Mischel 1999). In contrast with that alternative,
we propose that low-order temptations are a source of concrete
emotions and high-order goals are a source of another type of
feeling-based experience that nonetheless “feels.” Our hypothesis
modifies self-control theorys; it suggests the self-control conflict is
a conflict between motivations that are experienced differently
rather than a conflict between temptations that “feel” and goals that
do not. It implies that self-control success is not tied to putting
emotions aside but rather to tuning in to different emotional cues.

“What Movie Would You Watch with Your Salad? The
Implicit Emotional Consequences of Exerting Self Control”
David Gal, Northwestern University, USA
Wendy Liu, UCLA, USA

A great deal of research on consumer self-control shows that
yielding to temptation can lead to aversive emotions, such as
feelings of guilt and regret (e.g., Baumeister 2002; Giner-Sorolla
2001; Hoch and Loewenstein 1991). Conversely, research high-
lights that exerting self-control by resisting temptation results in
positive psychological consequences, such as an improved sense of
self-worth and a heightened self-concept (Dhar and Wertenbroch
2007; Khan and Dhar 2006). In the present research, we argue that
resisting temptation may also lead to aversive emotions. In particu-
lar, we argue that when individuals’ freedom to fulfill their desires
is thwarted by their need to act responsibly, the natural emotional
response is anger. Along with happiness, sadness, fear, and disgust
, anger is identified as one of the basic emotions (Ekman, Friesen,
and Ellsworth 1972). In general, anger can be defined as the
emotion that ensues due to a “conspicuous slight or frustration” of
the individual by another (Zajonc 1998). Previous research shows
that when the individual feels that his/her freedom is being re-
stricted, reactance and hostility ensues (Brehm 1966; Wicklund
1974). Building on this conceptual framework of anger, in this
research we propose that although anger manifest as psychological
reactance is typically assumed to arise from the restriction of an
individual’s freedom by others, it can also arise from the restriction
of an individual’s desires by their own sense of responsibility.
However, unlike when freedom of desire is restricted by another
person, in the case of yielding to one’s own sense of responsibility,
people may not readily identify the situation as anger-inducing.
Consequently, a person may not be able to consciously articulate
one’s emotional state as feeling angry; nonetheless, the affect of
anger will be displaced to and manifest itself in the person’s
subsequent actions. Further, to the extent the next contexts are more
readily recognized as anger-inducing, people may be able to report
their displaced feelings of anger and irritation.

Based on prior research showing that angry individuals tend to
evaluate anger-framed appeals particularly favorably (DeSteno et
al. 2004), our first experiment examined whether anger-framed
appeals would be evaluated more favorably by individuals that
resisted temptation. Moreover, we examined whether this effect
would apply to sadness-framed appeals and whether the effect
would be more pronounced among restrained eaters. Restrained
eaters are defined by their heightened sense of responsibility to
delay the immediate gratification of food in order to maintain or
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lose weight. Thatis, restrained eaters have a particularly heightened
sense of responsibility to constrain their desires.

We found that restrained eaters became more favorably dis-
posed towards anger-framed messages after resisting temptation,
consistent with an anger emotional state. In contrast, unrestrained
eaters, for whom eating does not involve a conflict between one’s
desires versus sense of responsibility, did not become angry when
resisting temptation. This result provided insight into the process by
which anger is produced—specifically, the effect only occurs when
the tempting option is construed as a “vice,” and not being able to
have it is construed as a restriction on one’s free desire. Moreover,
we did not observe similar effects for sadness-framed appeals,
suggesting that the effect was specific to anger, rather than to a
generalized negative mood state.

Our second experiment examined how resisting temptation
affected participants irritation (a mild form of anger) at a persuasive
appeal that used controlling language. Further, experiment 2 exam-
ined whether expressing anger can attenuate displaced anger evoked
by resisting temptation as suggested by prior research showing that
explicitanger-expression tends to attenuate suppressed anger (Gross
2006). We found that participants given the opportunity to express
anger in an unrelated task after resisting temptation expressed less
irritation at the persuasive appeal than those not given such an
opportunity. No such difference was found among participants that
yielded to temptation, suggesting that anger was evoked by resist-
ing temptation and attenuated by the anger expression task.

Our third experiment extended the findings of the first two
experiments to a consumer context where the task following the
self-control task was not itself anger-provoking. In particular,
experiment 3 found that participants that resisted temptation (chose
an apple over a candy bar) before rather than after choosing movies,
were more likely to choose anger-themed movies. A similar effect
was not observed for individuals yielding to temptation, suggesting
that the act of resisting temptation led to the increased choice share
of anger-themed movies.

“Food Consumption in the Presence of Others”
Anastasiya Pocheptsova, University of Maryland, USA
Sara Freiberg, Yale University, USA
Ravi Dhar, Yale University, USA

Consumers frequently face self-control dilemmas when mak-
ing food consumption choices: should I order a fruit salad or a
chocolate cake for dessert? should I cook a healthy meal at home or
go out for dinner? Oftentimes a resolution of such self-control
conflicts towards temptations results in experienced feelings of
guilt which affect subsequent consumption choices. Though previ-
ous research has identified a number of factors that affect consum-
ers’ resolution of self-conflict dilemmas and consequent experi-
enced emotions, in this paper we propose a novel factor affecting
such decisions: presence of others during food consumption. While
the presence of others has been shown to directly contribute to
consumption volume due to an increase in meal duration (de Castro
& Brewer 1992, de Castro 1994, 2000) and variety-seeking (Levav
& Ariely 2000), we propose that it can have an indirect effect by
influencing one’s consumption monitoring accuracy due to in-
creased levels of experienced guilt.

We argue that the presence of others during food consumption
prompts increased feelings of guilt due to lay belief that associates
eating in groups with unhealthier food choices. This in turn leads to
higher calorie consumption reports as compared to situations where
individuals are dining alone. We further propose that people would
rely on their lay beliefs and believe that they consumed more
calories in a group setting than in individual setting even when they
objectively consumed the same meal. In support of this hypothesis,



124 / The Role of Emotions in Self-control Dilemmas

across four studies we find that individuals eating alone give
significantly lower calorie estimates than those eating in a group for
the same meal. In Study 1, we asked participants to imagine one of
three conditions: that they were eating ice cream alone, that they
were eating ice cream with their family, or that they were eating ice
cream with their friends. Participants were then presented with a
description of an ice cream. Consistent with our proposition,
participant in the group conditions reported higher consumption
amounts than those in the alone condition.

We test the generalizability of our findings in Study 2, by
showing that similar effects exist when people are making estimates
about others’ rather their own consumption. The participants we
presented with either an image of a woman eating alone or an image
of a woman eating in a group. Participants were then asked to
estimate the calories in this individual’s entrée. Consistent with our
earlier findings, participants in the group condition gave signifi-
cantly more exaggerated calorie estimates than those in the alone
condition. We next tested our hypothesis in areal food consumption
setting (Study 3), asking participants to estimate the number of
calories in the bowl of M&Ms which they consumed either alone or
in the presence of other. Participants in the group condition esti-
mated more calories in their bowl of M&Ms than those in the alone
condition.

In our final study we investigate the implications of such
exaggerated calorie reports in a group setting on subsequent choices.
Since consumer choices are rarely made in isolation, but are
frequently made in sequence (Khan and Dhar 2008) systematic
errors in caloric estimation of one meal could have large conse-
quences not only for immediate consumption but for future con-
sumer choices. To test this proposition we first asked participants
to imagine one of the two scenarios: that they consumed an ice
cream cone alone or that they consumed the same ice cream cone
with their friends. Participants were later asked to imagine that they
would be dining alone and were asked to choose either pizza or
salad as their entrée. Consistent with our predictions, participants in
the group condition were far less likely to choose pizza following
the ice cream scenario (25.0%) than those in the alone condition
(57.9%). Further the results of this study support our argument that
individuals dining in groups experience increased guilt and imply
that such guilt affects subsequent consumption choices. Due to
increased feelings of guilt, participants dining in groups attempt to
compensate for their perceived overconsumption by subsequently
selecting a more healthy option.

“The Effect of Goal Setting on Consumption & Consumer
Well-Being”
Maura Scott, University of Kentucky, USA
Stephen M. Nowlis, Arizona State University, USA

Many consumers set goals such as counting calories, carbohy-
drates, or fat grams to manage health concerns (Parker-Pope 2003),
and 1 in 4 Americans is on a diet at any given time (Crossen 2003,
Fetto 2002). For example, an individual may pursue a more specific
(consume 1500 calories per day) or less specific goal (consume
between 1400 and 1600 calories per day). Inlight of these issues, we
examine the following research questions: Do consumers more
effectively establish and reach consumption goals when the goals
are more or less specific? What is impact of varying goal strategies
on emotional responses, performance, success rates, and self-
perception? How do consumers’ goal strategies and processes
differ depending on their level of dietary restraint?

Goals that are both specific and difficult lead to higher perfor-
mance levels, relative to vague, non-quantitative goals such as “do
your best” and more demanding goals lead to lower levels of

performance satisfaction (Locke and Latham 1990). The ‘Perfor-
mance-Success Dilemma’ predicts that as goals increase in speci-
ficity, at the more difficult end of the goal continuum, as perfor-
mance increases, satisfaction decreases (Locke and Latham 1990).

Consumers vary in their ability to predict future successful
self-regulation attempts (Chandon, Morwitz, and Reinartz 2005).
Our experiments demonstrate that restrained eaters, those consum-
ers who are chronically focused on managing their weight and food
consumption (Herman and Polivy 1975, 1980), based on their
highly emotional relationship with food (Fletcher et al. 2007, King,
Herman, and Polivy 1987), experience a more difficult process to
reach their objectives, and while they reach their immediate objec-
tives (Ward and Mann 2000), they may be less successful in
sustaining their efforts over the longer term.

In study 1, during the process of pursuing their stated con-
sumption objective, restrained eaters felt more regret, guilt, embar-
rassment, and feelings of over-consumption about the food. In
particular, restrained eaters found the process of pursuing less
specific goals to be significantly more stressful. However, despite
these difficulties during the consumption process and differences in
choice of goal strategy relative to unrestrained eaters, the restrained
consumers’ performance outcomes were not significantly different
than those of unrestrained consumers.

In study 2, as specificity of consumption goals increases (e.g.,
consume 25 of 100 M&Ms versus consume 20-30 of 100 M&Ms),
consumption levels decrease (performance increases) and goal
attainment decreases (success rates decrease). Hence, more spe-
cific goals result in lower levels of enjoyment, feelings of guilt,
regret, and failure. Consistently experiencing lower success rates
over time may be demoralizing for consumers and make it more
difficult for them to sustain goal pursuit over the longer term.

These effects influence consumers’ well-being two-fold. First,
those consumers achieving very low levels of consumption tend to
set stringent goals, so they are reaching their goals less often. These
consumers tend to feel relatively less successful and do not enjoy
the process of eating even pleasant products such as chocolate.
Consumers taking this approach may have a more difficult time
sustaining such a performance level over time, and may also tend to
be less happy. Second, restrained eaters experience a significantly
more stressful process relative to unrestrained eaters. Although
they experience comparable levels of performance and success
relative to unrestrained eaters, the strain and difficulty restrained
eaters experience during the process may negatively impact their
ability to sustain their performance over the long-term, which may
result in those consumers being relatively more unhappy.

Our research contributes to the goal theory literature and the
literature on consumption behaviors. This research predicts which
approaches (specific or non-specific) yield successful short-term
and sustainable outcomes. This research explains how goals and
consumption behavior impact consumer well-being; we demon-
strate that unrestrained consumers are generally unhappy during the
process of striving to reach goals and estimates, and tend to
experience guilt and regret through the goal striving process, and in
general, consumers pursuing relatively more specific goals gener-
ally experience feelings of failure and lack of enjoyment.
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SPECIAL SESSION SUMMARY
It’s a Two-Way Street: The Influence of Communicators and Recipients in Word-of-Mouth

Contexts
Andrew Kaikati, University of Minnesota, USA

SESSION OVERVIEW

Word of mouth (WOM) is defined as person-to-person com-
munication concerning a brand, product, or service in the market-
place (Dichter 1966). It is a key source of information for consum-
ers, and its importance is growing due to increases in product
complexity and quantity of information, as well as increased
avenues for interpersonal communications such as the internet
(Godes et al. 2005). Consequently, companies are increasingly
relying on WOM to promote their products (Kaikati and Kaikati
2004).

This session takes a unique and broad perspective on the topic
of interpersonal WOM communication by presenting WOM re-
search from the vantage point of message recipients, as well as from
the perspective of the communicators of the message. Specifically,
the first two papers attempt to understand different characteristics
of the communicator (self-construal, altruism) which are likely to
influence the extent as well as conditions under which WOM is
likely to be generated (cf. Cheema and Kaikati 2009). These papers
identify conditions under which potential communicators are likely
(vs.not likely) to consider the potential message recipient, and how
consideration of the potential message recipient influences their
decision to talk. The third paper focuses on the recipient perspective
in attempting to examine factors that are likely to influence the
persuasiveness of WOM (message content and source characteris-
tics). The three papers together provide insights relating to how
individual characteristics of (potential) communicators affect both
the decision to share information and also the influence of informa-
tion that is shared. Across studies, these effects are examined in
both face-to-face offline and also online WOM contexts.

The Zhang, Feick and Mittal paper (presented by Lawrence
Feick) attempts to understand which people share negative WOM
experiences, and with whom, as a function of their level of self-
construal. These issues are examined in a face-to-face interpersonal
setting, to various relationship ties. Their theorizing suggests that
image concerns are likely to deter negative WOM transmission to
weak ties (but not to strong ties) by individuals for whom an
independent construal is activated. Thus, independent-construal
individuals are more likely to consider the identity of the potential
recipient (e.g., whether the person is a strong or a weak tie) in their
decision to talk.

The Kaikati and Ahluwalia paper (presented by Andrew
Kaikati) proposes a cost-benefit framework to test how people
decide to share information with others, as a function of their
individual differences in altruism, or their internal motivation to
help others, in both online and offline settings. Their theorizing
suggests that high altruists’ WOM decisions are driven more by the
perceived diagnostic value of information, while low altruists’
WOM decisions are driven more by the perceived costs to the
communicator (resource costs, social costs) of sharing the informa-
tion. Thus, high (vs. low) altruists are more likely to consider the
potential recipient in their decision to talk.

The Karmarkar and Tormala paper (presented by Uma
Karmarkar) uses an online setting to understand when consumers
are likely be persuaded by others, as a function of source credibility
and expressed certainty. Persuasion is greater for low credibility
communicators who express certainty, and for high credibility
sources who express uncertainty. The authors propose an incongru-
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ity hypothesis, and identify involvement of the recipient as the
underlying mechanism. Thus, the effect of source credibility on
information recipients’ acceptance of a message is dependent upon
expressed certainty.

J. Peter Reingen will serve as the discussion leader. He is a
well-accomplished researcher in the area of the word of mouth —
in particular, as it relates to social ties, referral networks, and
interpersonal influence. He will bring to bear his breadth of knowl-
edge in this area by providing an integrative perspective on the role
of communicators and recipients in WOM, and discussing future
research directions.
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EXTENDED ABSTRACTS

“Negative Word-of-Mouth: Self-Construal and Image
Impairment Concern”
Yinlong Zhang, University of Texas at San Antonio, USA
Lawrence Feick, University of Pittsburgh, USA
Vikas Mittal, Rice University, USA

After a negative consumption experience, are people more
likely to transmit word-of-mouth (WOM) to strong rather than
weak ties? The literature includes conflicting empirical results. For
example, on the one hand, some research has found that consumers
have a higher propensity to spread negative WOM to their strong
ties than weak ties (e.g., Weenig, Groenenboom, and Wilke 2001).
On the other hand, Wangenheim (2004) found that consumers are
more likely to spread negative WOM to weak than to strong ties.

In this paper we articulate and test conditions that may explain
at least part of this inconsistency. Specifically, we argue that after
a negative purchase experience, consumers can experience two
conflicting motives that affect their likelihood of transmitting
WOM. On the one hand, they may feel the need to warn individuals
about the product or service, but also, they may be concerned about
maintaining a positive image (i.e., not revealing that they made a
bad choice). The former of these motives is other-focused and the
latter self-focused, and either can be more important for a given
consumer in a given situation. We show in three studies that the
effect of tie strength is related to the presence of either self-focused
or other-focused motives.

We take a social-identity perspective that leads us to examine
the role of self-construal and image-impairment concern in moder-
ating the relationship between tie strength and (negative) WOM
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transmission. Study 1 focused on self-construal. The self can be
seen as being more connected to others (an interdependent self-
construal) or being more distinct from others (an independent self-
construal) (Markus and Kitayama 1991; 1996). According to Markus
and Kitayama (1991), those with activated independent self-
construals are likely to be affected most by self-focused motiva-
tions. In contrast, those with activated interdependent self-construals
are likely to be affected most by other-focused motivations. In our
context then, consumers who are focused on the needs of others are
likely to engage in negative WOM regardless of whether the ties are
strong or weak. Thus, we expect that individuals with an interde-
pendent self-construal will view weak ties altruistically and share
information with them. In contrast, those with an independent self-
construal will adopt this perspective only when interacting with
strong ties. These arguments suggest that after a negative experi-
ence, self-construal will moderate the effect of tie strength on the
likelihood of WOM transmission: we expect that under an indepen-
dent self-construal, consumers are more likely to transmit negative
WOM to strong ties than weak ties. In contrast, under an interdepen-
dent self-construal, consumers are equally likely to transmit nega-
tive WOM to strong ties and weak ties.

Study 1 employed a 2 (Self-Construal Priming: Independent
vs. Interdependent) X 2 (Tie Strength: Weak vs. Strong) in which
78 student participants reacted to a negative consumption scenario.
The results support our hypothesis: differences in WOM transmis-
sion likelihood between strong and weak ties only emerge when the
independent self-construal is primed. With an interdependent self-
construal, WOM is equally likely to strong and weak ties.

Study 1 results are consistent with our hypothesis, but do not
address the question of how more or less self-focused thinking
affects WOM transmission likelihood. We theorize that the process
underlying the results involves the differential salience of image-
impairment concern under independent versus interdependent self-
construal. More specifically, we expect that under an independent
self-construal, individuals’ focus on the self allows image impair-
ment concerns to become salient, while it is not made salient under
an interdependent self-construal.

For individuals with an independent self-construal, we argued
and demonstrated that a self-focused perspective dominates deci-
sion making. For such individuals, image concerns are salient
(whether or not there is an additional effort to make them salient).
Thus, we should expect that for such individuals we obtain results
similar to those in Study 1, that is, greater WOM transmission
likelihood to strong than to weak ties. On the other hand, for an
interdependent self-construal, we have demonstrated that other-
focused concerns are salient because an interdependent self identity
motivates people to think about others and pursue relational goals.
Consequently, for interdependent self-construal there was no dif-
ference between strong and weak ties in WOM transmission like-
lihood. However, if image impairment concerns are made salient
for this group, we should see a reversal in the pattern of results.
Specifically, individuals with either an interdependent or indepen-
dent self-construal should be concerned with their image and
should be likely to withhold negative WOM to both strong and
weak ties. In summary then, we expect a three way interaction
among these variables.

In Studies 2 and 3, we examine this hypothesis. Study 2 and 3
tested the same set of three variables: self-construal, tie strength,
and image impairment concern. Study 2 was an experiment in
which a sample of 195 students reacted to a negative consumption
scenario. Study 2 used manipulated variables in a 2 (Image Impair-
ment Concern: High salience vs. Low salience) X 2 (Self-Construal
Priming: Independent vs. Interdependent) X 2 (Tie Strength: Weak
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vs. Strong) between-subjects design. In contrast, Study 3 was a
survey of 401 adult consumers in which image impairment concern
and self-construal were measured and tie strength was manipulated
between subjects. A marketing research company used probability
sampling from its online panel of U.S. adult consumers to obtain
participants.

Results from Studies 2 and 3 support the hypothesis. Image
impairment concern moderates the interactive effect of self-construal
and tie strength on the likelihood of negative WOM transmission.
When image impairment concern is made salient, WOM transmis-
sion is similar between self-construals. When image impairment
concern is not made salient, we find greater WOM transmission for
strong than weak ties for an independent self-construal and no effect
of tie strength for an interdependent self-construal.

In combination, the results of our studies show that the process
of managing one’s image is integral to understanding the likelihood
of WOM transmission. Further, our results reinforce the impor-
tance of understanding the motives—structural and psychologi-
cal—that drive WOM decisions and also provide insight into the
mechanisms underlying the effect of self-construal on information
processing.
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“Word-of-Mouth Communication as Helping Behavior”
Andrew M. Kaikati, University of Minnesota, USA
Rohini Ahluwalia, University of Minnesota, USA

A person who acquires marketplace information must decide
whether to share that information. WOM occurs only if a person is
motivated to talk after weighing the associated costs and benefits
(Cheema and Kaikati 2009; Frenzen and Nakamoto 1993). One
potential benefit of sharing product-related information could be
facilitating recipients’ future decisions by helping them to make
informed decisions and to avoid costly pitfalls. At the same time,
sharing this information could result in potential costs to the
communicator. There are social costs; for instance, information
conveyed may reflect poorly on the communicator if others act on
that information and disagree with it, or if others perceive the
communicator to be acomplainer. There are also resource costs. For
instance, information involves a certain amount of time and effort
to transmit.

We suggest that the effect of these costs and benefits on WOM
behavior may differ as a function of the person’s underlying values.
Values are abstract representations about desired end states that are
hierarchically organized in terms of their importance to the self
(Bardi and Schwartz 2003). High-priority values are central to
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one’s self concept, and serve as motivational constructs that may
define as situation, elicit goals, and guide action (Torelli and
Kaikati 2009; Verplanken and Holland 2002). Actions become
subjectively more attractive to the extent that they lead to attain-
ment of valued goals; thus, each person defines a situation, and
weighs its associated opportunities and constraints, in terms of his
or her own important values.

Specifically, the current research develops a cost-benefit frame-
work to systematically test the effect of individual differences in
altruism, which is the internal motivation to help others that is based
one’s personal values, on WOM. One of the primary motivations
suggested in the WOM literature is the desire to help other consum-
ers (Price, Feick, and Guskey 1995); however, there has been little
systematic experimental research examining when this motivation
is relevant and what its effects are on the likelihood of sharing
information.

It is expected that individuals who score high (vs. low) in
altruism are more focused on the needs of others, and that their
behavior will be proportional to the magnitude of the perceived
informational benefit (Bendapudi, Singh, and Bendapudi 1996). In
a WOM context, this means that these individuals’ WOM likeli-
hood increases with information diagnosticity. Furthermore, they
should be less sensitive to other factors, such as their own level of
expended resources and the potential social costs of sharing infor-
mation. Individuals who score low (vs. high) in altruism, on the
other hand, focus less on the needs of others, and are thus less likely
to be affected by the diagnosticity of information. However, they
should be sensitive to the expended resources and potential costs of
a situation.

Three studies were designed to test these propositions. Across
three studies, participants either read a hypothetical consumer
scenario or reported on a prior product experience. In each study,
the relative benefits and/or costs associated with WOM were
manipulated (based on pretests of these costs and benefits). After
reading the study materials, participants reported their likelihood of
sharing information about the product or service with others in
either a face-to-face (study 1 and 2) or an online (study 3) context.
They also completed a series of measures, including altruism.

In study 1, the benefits and costs of WOM communication
were manipulated simultaneously via characteristics of the infor-
mation (negative versus positive restaurant experience) to test the
likelihood of information sharing. Pretests confirmed that com-
pared with positive information, negative information is more
useful to recipients (Feldman and Lynch 1988), but it also carries
more social costs for the communicator because others may per-
ceive him or her as a complainer (Laczniak, DeCarlo, and
Ramaswami 2001). Results confirmed that high altruists were more
likely to communicate negative as compared to positive informa-
tion, since it offered more benefits to others, even at greater social
costs to oneself. In contrast, low altruists exhibited the opposite
pattern of WOM behavior—they were more likely to communicate
positive versus negative experiences to others, since the latter
tended to carry more social costs to the self.

In study 2, only the information value was manipulated (costs
were held constant), using the context of information about an in-
store special for a popular consumer product (digital cameras). The
informational value (benefit) was manipulated as either moderate
(store located further away) or high (store located closeby). Consis-
tent with expectations, high altruists were more likely to talk to
someone about the digital camera sale when the store was closer,
due to greater information value. Low altruists, however, were
unaffected by the information value of WOM, and were equally
likely to engage in WOM in both conditions.

Study 3 was a computer-based study that tested the implica-
tions of the framework in an online context. In this study, only the
resource cost of sharing information was manipulated (information
value was held constant). Participants first reported on the most
recent new movie they had seen. On the next screen, the number of
existing online movie reviews for that movie was manipulated to be
either very low (two reviews) or moderate (35 reviews). Pretests
confirmed that WOM may take more time and effort (higher costs)
when there are fewer reviews, but that the information is perceived
as equally beneficial to recipients in the two conditions. Results
indicated that low altruists were less likely to post a review when
there were fewer existing reviews, because of the additional time
and effort required. High altruists’ WOM, however, was not af-
fected by the number of reviews.

In total, three studies suggest that level of altruism, which is
based on one’s personal values, is an important driver of WOM
motivation. Specifically, findings indicate that high altruists’ WOM
behavioris driven by the perceived diagnostic value of information,
whereas low altruists’ WOM behavior is driven by perceived
communicator costs.
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“The Dynamic Effect of Source Certainty on Consumer
Involvement and Persuasion”

Uma R. Karmarkar, Stanford University, USA

Zakary L. Tormala, Stanford University, USA
Suppose a traveler is planning a vacation through a popular
travel website and reads areviewer’s recommendation for a particu-
lar beachside resort, containing several strong arguments in its
favor. It seems reasonable to surmise that the more certainty the
reviewer expresses about this recommendation, the more likely the
traveler will be to take his or her advice. However, is it possible that
by voicing certainty the reviewer will undermine his or her persua-
siveness? Are there conditions under which the reviewer could gain
influence by expressing uncertainty about his or her attitude? In this
research, we explore the possibility that the effect of expressed



certainty on persuasion can vary dependent on the expertise of the
message source.

While an extensive literature speaks to the important conse-
quences of attitude certainty for a consumer’s own attitudes and
behavior (see Tormala and Rucker 2007 for a review), far less
attention has been devoted to exploring the impact of expressed
attitude certainty on other consumers. In terms of word of mouth
communications, one straightforward prediction would be that
expressing certainty generally increases persuasion. Consistent
with this hypothesis, research in other domains suggests that
individuals who express high levels of confidence tend to be
perceived as more credible than those who express lower level of
confidence (e.g., Price and Stone 2004; Tenney, MacCoun, Spellman,
and Hastie 2007). Thus, source certainty might have a positive
effect on persuasion that is mediated by perceived source expertise.

In contrast to this main effect hypothesis, we propose that in
subjective consumer contexts source certainty can have a dynamic
effect on persuasion that is moderated by perceived source exper-
tise. Under low expertise conditions (e.g., when a consumer re-
ceives a message from a nonexpert source), we predict that source
certainty will have a positive effect on persuasion such that consum-
ers are more persuaded when the source of a message expresses
high compared to low certainty. Under high expertise conditions
(e.g., when a consumer receives a message from an expert source),
however, we predict that source certainty will have anegative effect
on persuasion, such that consumers are more persuaded when the
source expresses low compared to high certainty.

This interaction hypothesis is based on past research exploring
the effects of informational incongruity on message processing.
Most germane to our concerns, mismatches between various source
attributes have been shown to increase message processing, which
can boost persuasion when message arguments are strong (e.g.,
Ziegler, Diehl, and Ruther 2002). Thus we posit that consumers will
feel greater involvement with a message when source expertise and
source certainty are incongruent (low expertise/high certainty or
high expertise/low certainty) rather than congruent (high expertise/
high certainty or low expertise/low certainty). Furthermore, to the
extent that the message itself is reasonably strong, or compelling,
greater involvement should foster greater persuasion (Petty and
Cacioppo 1986). In essence, we hypothesize that incongruity be-
tween perceived expertise and certainty should violate expectan-
cies, which feels surprising and motivates involvement. Increased
involvement, in turn, can enhance persuasion in response to strong
arguments. However, in a situation with weak arguments, incon-
gruities leading to greater involvement should have no appreciable
benefit for persuasion and may even cause reactance against it.

In Experiment 1, we tested the impact of source certainty and
source expertise on expectancy violations. A favorable restaurant
review was presented from a source who varied in expertise and
level of expressed certainty. Following the message, we assessed
participants’ perceptions of how unexpected and surprising the
content of the material was. Although source expertise and cer-
tainty did notinteract to influence the perceived similarity, likeability
or trustworthiness of the source, they did interact to affect expect-
ancy violations. We found that expressions of certainty induced
greater surprise and unexpectedness when the source was low in
expertise, whereas the converse was true for high expertise sources.

Experiment 2 examined the implications for persuasion. In
this experiment, all participants received a strong and favorable
restaurant review ostensibly taken from a consumer website. As in
Experiment 1, the source of this review was described as either an
expert or nonexpert on food and dining, and he expressed either
high or low certainty about his recommendation. Following the
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review, we measured participants’ willingness to pay (WTP) for a
meal at the restaurant. Results indicated that participants who
received a recommendation from a nonexpert source reported
greater WTP when that source expressed certainty rather than
uncertainty. Conversely, participants who received a recommenda-
tion from an expert source reported greater WTP when that source
expressed uncertainty rather than certainty.

Finally, Experiment 3 sought to establish the mediating role of
involvement, as measured by cognitive elaboration, in the persua-
sion effect revealed by the second experiment. Replicating the
restaurant review paradigm with strong arguments, we found that
participants generated more positive thoughts and reported more
favorable attitudes and intentions when a high (low) expertise
source expressed uncertainty (certainty). However, when a review
with weak arguments was presented, these effects disappeared (and
tended to reverse). Furthermore, the three-way interaction between
source expertise, source certainty, and argument strength on atti-
tudes and intentions was mediated by thought favorability. In short,
then, incongruity between source expertise and source certainty
fostered increased elaboration, which enhanced persuasion under
strong but not weak argument conditions.

Discussion. Previous research exploring the effects of source
certainty generally supports the existence of a confidence heuristic,
whereby expressed confidence, or certainty, is interpreted as a
marker of expertise (e.g., Price and Stone 2004). In the current
experiments, we found that source certainty and source expertise
were distinct constructs that could be manipulated without impact-
ing other types of source perceptions. Furthermore, the current
studies suggest that the effects of source certainty are dynamic,
being completely contingent upon the source’s level of underlying
expertise. In particular, nonexperts (e.g., other consumers) can gain
interest and influence by expressing certainty regarding their opin-
ions and recommendations. In contrast, experts appear to gain
interest and influence when they express uncertainty about their
opinions and recommendations. Implications for interpersonal
influence in word of mouth marketing contexts are discussed.
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SPECIAL SESSION SUMMARY
From Ear to Brain, From Heart to Pocket: Branding Challenges and Possibilities in the Music

Industry
Chia-Jung Tsay, Harvard Business School, USA

SESSION OVERVIEW

The music industry faces new challenges as its nature is altered
by the changing tastes of its consumers and the values of the creative
industries in general. As the internet and various other mediums
dominate the production, access to, and consumption of music, the
perception of product quality and the objective measures of the
assets are less definable and even less predictable. In three different
papers, we examine the creation, development, evaluation, and
communication of products through the branding perspective. Even
though the three projects are grounded in an investigation of music
and the music industry. The findings hold relevant insights for
other, creative industries and with other important implications for
businesses beyond the creative industries as well.

This Special Session on music aims to tackle the branding of
music at multiple levels. The series of presentations start with alook
at auditory branding, focusing on how sound may be used to create
an authentic auditory identity for a brand. The experimental ap-
proach of the first paper captures the cognitive processing of the
individual and offers new directions for the better use of music for
higher consumer recognition and involvement. The second paper
expands branding from an individual level to the product and
transitions from the consumer to the organization. The experiments
explore the creation of achievement as the product and the consum-
ers’ perceptions and reactions to the product, operationalized as the
judgments of achievement. The third paper completes the loop by
analyzing the branding of organizations as means to attract new
customers. The final presentation explores how a major symphony
orchestra can be re-branded via the development of their products
to satisfy the varied tastes and preferences of consumers from
different age groups and levels of expertise.

In order to focus on a narrower set of industries within the
creative genres to develop deeper understanding of the challenges
and potential solutions, we have limited this set of studies to the
music industry. However, our results are very applicable to other
creative industries where the strategic branding of products and
organizations directly and significantly impacts consumer behav-
ior. We foresee the issues and topics to be covered to be of interest
to both academics and practitioners. We believe that by triangulat-
ing through multiple methods, including experimental methods and
survey analyses, and through multiple levels of analyses, our
findings will provide various opportunities for rich discussions of
new directions in research and practice throughout a range of
important industries that traditionally have been overlooked.

EXTENDED ABSTRACTS

“Hearing, Remembering, and Branding: Guidelines For
Creating Sonic Logos”
Vijaykumar Krishnan, University of Cincinnati, USA
James J. Kellaris, University of Cincinnati, USA
A Sonic Logo, “sogo,” the auditory analog of a visual logo, is
a typical sonic branding device. Some interesting examples are the
5-tone Intel sogo, windows vista’s 4-tone start-up chime and
NBC’s 3-tone sogo. Sogos vary in their design characteristics. They
may have an ascending pattern (Windows Vista), descending
pattern (windows XP) or a zigzagging contour (Intel). A sogo may
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be easier to remember because it repeats a pattern or ‘chunks’
(Baddeley and Hitch 1974) groups of similar tones. Thus, number
of tones they comprise, their contour and their chunkability may
characterize Sogos.

Per logo literature (Henderson and Cote 1998), good sogos
should engender favorable consumer responses on recognition,
affect, and familiarity dimensions. For instance, sogos with fewer
tones should be easier to remember; thus obtain high true recogni-
tion on a subsequent encounter. On the other hand, because they are
easier to process, they may engender illusions of familiarity
(Wittlesea 1993) leading to high false recognition. Sogos with a
zigzagging contour may be more difficult to recall but may be
perceived novel and so liked more. In other words, consumers
experience differing levels of ease in processing sogos based on the
design characteristics.

This subjective experience of ease of processing incoming
auditory information (Reber, Wurtz and Zimmerman 2004;
Whittlesea 1993; Janiszewski and Meyvis 2000; Winkielman et al
2003) is misattributed to judgment at hand-Familiarity (Whittlesea
1993); Positive affect (Reber et al 1998; Winkielman and Cacioppo
2001); Judgments of truth (Reber and Schwarz 1999); Brand
Evaluation (Lee and Labroo 2004). This research explores the
systematic influence of three design characteristics of sogos—
number of tones, contour, and chunkability across five studies on
response dimensions. Study finds evidence of processing fluency
mediation of these influences.

In study 1, participants were blocked into three groups. All
participants heard a commercial for a hypothetical brand of bread.
The commercial was identical across the three groups but for the
accompanying sogo which comprised 3-tone, 6-tone or 9-tone. At
test, participants rated willingness to pay for this hypothetical brand
of bread. Results show that the number of tones influences the
willingness to pay and this influence was fully mediated by the
processing fluency of the sogo. Processing fluency was
operationalized as an assessment of the ease with which an average
person can hum this sogo on a seven-point scale.

In Study 2, participants heard three target sogos varying in
number of tones interspersed with distraction tasks. At test, partici-
pants heard six sogos—three targets and three foils and rated
recognition on a six-point scale (This sogo was in the first set too).
Results show that number of tones influence false recognition.
Sogos with fewer tones reveal greater perceptual fluency and a
higher false recognition. A multilevel meditational analysis reveals
significant fluency mediation of false recognition.

Study 3 was similar in structure to study?2 except that the sogos
varies only on ease of chunking—a pattern such as ABC-ABC-
ABCiseasy to chunk which A-B-C-D-E-F-G-H-Iis not—although
both have exactly same number of tones. Results show that chunking
influences fluency.

Study 4 varied the contour—ascending, descending or zigzag-
ging. Results show that contour influences affect. A multilevel
meditational analysis reveals significant fluency mediation of af-
fect—fluency is affectively positive. Contour also influences both
true and false recognition.

Study 5 shows interesting interaction effects between contour
and number of tones on recognition and familiarity. False recogni-
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tion is for zigzag sogos is lower than that for linear sogos when the
number of tones is four; this pattern flips when the number of tones
in the sogo is .seven

Taken together, these results show that several response
dimensions vary systematically with the sogo design characteris-
tics, thus providing for guidelines. Leader brands would want ahigh
true recognition and a low false recognition; brands in a low
involvement product segment (e.g., bread) could profit from high
false recognition and illusions of familiarity.

Huge investments are made for creation and airing of auditory
branding stimuli; rights for popular songs for use in commercial
jingles may top $500,000 such as for “stand by me,” deployed by
Citibank, (Krasilovsky and Shemel 2007). Microsoft commis-
sioned the services of the famous musician Robert Fripe to create
the 4-second Windows Vista start-up sogo, who took eighteen
months to create the final version. That must surely have been a lot
of investment. In conclusion, given that sogos are branding devices,
guidelines from this research should reduce the precarious depen-
dence of marketers on musicians, and provide for greater control
over sonic branding.

‘““She’s a Natural!’: From Mere Label to Actualized
Consumer Preference”
Chia-Jung Tsay, Harvard Business School, USA
Mahzarin R. Banaji, Harvard University, USA

Industry leaders in marketing and public relations know well
the importance of image management and branding. When the
product involves an individual or an individual’s output, and when
assessments of such products are likely to entail much subjectivity,
it often becomes important to build a narrative to best allow
consumers to relate to the core attributes of the individual and
products associated with such an individual. In sports, for example,
several cycles of the Olympics have exemplified the success of the
massive campaigns to humanize the champions whose feats defy
imagination. Media pick up quickly on such human interest stories,
stories of great sacrifice, of perseverance against all odds—stories
where the cliché of blood, sweat, and tears is but an understatement.
We see quite a different approach when it comes to the marketing
and branding of classical musicians, a field that is littered with
“prodigies.” It is the natural talent that captures our intrigue—the
youthful looks of a Joshua Bell; the nearly everyday occurrence of
yet the next wunderkind; the ingénue who is featured prominently
on a CD cover, her age and diminutive stature made only more
striking by the elderly and robust conductor pictured standing at her
side. Industry intuition would suggest that society rewards the
natural, and here, we test this theory empirically.

In any domain of expertise, be it art, sports, or academia,
achievement is assumed to derive from both natural and acquired
sources. Of all those who undergo extensive training in any sphere
of achievement, there are those who seem to shine in ways that
cannot be explained by practice. On the other hand, there are those
with talent, but unless that talent is put to rigorous training, nothing
much can result from it. It is hardly controversial to claim that
achievement in any sphere is a function of both. Our beliefs about
the relative contributions of these two sources are important be-
cause they can shape our behavior toward our own talents and
toward the talents of others we judge, such as with consumers’
preferences towards performers and artistic products. We are inter-
ested in testing whether the evaluation of achievement, such as the
assessment of performance quality, is shaped by the belief about the
natural versus acquired basis of achievement. We suggest that our
preferences for both early talent and the hard-working hero may co-
occur, butin dissociated fashion, such that abstract, propositionally
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represented values about accomplishment may genuinely favor a
strong work ethic, but that specific choices will reveal a preference
for the natural. In other words, a dissociation between expressed
values favoring hard work, or the “Striver,” and actual preference
forinnate talent, or the “Natural,” may in fact be the reality. We may
say we respect and admire hard workers, but when it comes to
selecting a recording or buying a concert ticket, our dollars may
instead go to the natural prodigy.

In the first two experiments, we explored whether knowledge
about the source of achievement influences the evaluations of target
musicians (Study 1), and whether professionals differ from ama-
teurs in vulnerability to the bias (Study 2). Our strategy was to
familiarize participants with two musicians, using background
descriptions that were matched for level of performance and degree
of achievement described, but which differed in whether the musi-
cians’ talent appeared to be either naturally acquired, the “Natural,”
or rather developed primarily through hard work and training, the
“Striver.” Then, participants heard brief performances attributed to
each musician, but which in reality were performed by the same
anonymous musician, thus controlling for actual level of ability or
accomplishment. After hearing each performance, participants
evaluated the target musician on several dimensions intended to
gauge their perceptions of the performers’ musical achievement.

We observed a dissociation between reports of what mattered
in the creation of achievement (hard work and training) and judg-
ments of achievement (inborn qualities) in the field of music
performance. After hearing performances that were controlled so as
to be equal in quality, experts—heavy consumers of music— in
Study 1 rated a musician described as having inborn ability, the
“Natural,” as more talented than a musician described as having
worked hard to develop her ability, or the “Striver.” In spite of the
way they evaluated the target performers, when asked directly
about their general beliefs, participants regarded effortful training
as a more influential determinant of musical achievement than
innate ability. Thus, the expression of the naturalness may be an
implicit bias, because its manifestation in specific judgments con-
tradicted the implications of participants’ explicit general beliefs.
We replicated these results in Study 2, with experts again rating
effortful training as the superior determinant of musical achieve-
ment, and this difference was more pronounced for these experts
than for novices, who showed a slight reversal.

As little research has thus far tackled the effect of apparent
basis of achievement on our evaluations of artistic products, and
since our findings in the first two studies suggest that the natural-
ness bias may be operating at an implicit level, we sought to
triangulate through different methodologies to determine whether
the naturalness bias would still be elicited. In Study 3 and Study 4,
we replicated the result of a naturalness bias in the domain of music
using a conjoint analysis design. Through the presentation of a set
of alternatives that allowed the deduction of preferences from the
tradeoffs made when choosing between sets of attributes, we tested
whether the naturalness bias would emerge on a new measure of
direct choice.

Much work remains to be done to clarify the processes
producing the naturalness bias, and the conditions under which it is
and is not likely to occur. Given the rather consequential implica-
tions of the bias for decisions involving the assessment of individual
performers and their output of artistic products, a substantial
investment in that mission would be well justified. Hopefully, this
research will inform efforts to best allow consumers to appreciate
the culmination of what is usually the combination of natural talent
and hard work.
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“‘I Want You Back’: Branding Classical Music For The New
Generation”
Lalin Anik, Harvard Business School, USA
Chia-Jung Tsay, Harvard Business School, USA

Beyond the many challenges inherent in the creative indus-
tries, such as the level of subjectivity that fosters huge unpredictability
in reception to products and talents and the dependence on the
blockbuster hits that offset the negative revenues accrued to the
large majority of products, the classical music industry poses
several additional unique issues worthy of examination. While
defining success and popularity for talents and brands is shaped by
objective measures in many creative industries, this is far more
elusive in the music industry. And although many arts organiza-
tions exist as non-profits, they still do need to keep in consideration
the long-term financial sustainability of their very existence. In-
deed, even the top opera houses make major artistic and strategic
decisions with their donors as a priority—for example, in 2006,
41% of the revenues for the Metropolitan Opera were from contri-
butions.

Perhaps most importantly, unlike other genres in which the
target core audience can be quite large, one of the key issues for the
classical industry is the aging and increasingly limited core demo-
graphic. In this paper, we collaborate with industry leaders to focus
on honing a better understanding of how to best balance the varied
tastes and preferences of consumers of a range of age and expertise
is paramount to. Our goal has been to use the music industry as a
proxy for many other creative industries that face the risk of
changing demographics of customers and we make higher level
suggestions for how to brand a creative organization to capture new
consumers.

In the film industry, 72% of the public over 12 years old are
consumers and the 12-29 age group makes up 30% of the population
and half of theater admissions—while the National Endowment for
the Arts reports that the average age of those attending a classical
music performance in 2002 was 49. In the soccer industry, Spain’s
Santiago Bernabeu Stadium opened with a capacity of 75,000 back
in 1947, now with further revenues from audiences through pay-
per-view and internet streams—while in the classical industry, the
most famous concert hall in the world, Carnegie Hall, seats a mere
2,804. The need to capture and maintain segments of the population
is still important in other industries, but we note a host of additional
factors that contribute to such difficulties in the classical music
industry. Here, the consumption of products and the assessment of
talents often involve greater levels of investment in special training
or knowledge. Given that consumption of products from creative
industries can often be experienced as a social activity, as social
consumption of products, this again limits the range of the popula-
tion that may be naturally drawn to classical music. Comparing to
other genres of music, the classical segment lags far behind in sales,
occupying only 2.4% of music buyer purchases in 2005.

In this paper, we worked with a major symphony orchestra to
examine the outcomes of various initiatives (such as innovative
uses of digital technology and social media) to attract new consum-
ers, along with their impact on the core audience. We also explored
how consumers’ choices are affected by the organization’s pro-
gramming, including the consideration of both economic and
artistic influences, such as the stature and appeal of guest artists, the
inclusion of new music in repertoire, and the brand of the institu-
tion.

We also targeted strategies on both short and long term
horizons. Considering the short term, we focused on issues in
balancing the core missions of the organization as it develops its
multiple sub-brands, with the demands of the aging core demo-

graphic. Through data from over 6,000 audience members provided
by the symphony orchestra, the findings add to our understanding
of the barriers to and motivators of repeat visitation, through the
identification of factors that stimulate repurchase, increase fre-
quency, and reduce churn. First of all, the data allowed us to
segment the types of customers into 6 distinct groups: “unconverted
trailists,” who were first-timers who attended one concert and did
not come back; “special occasions” who attended one concert per
year for multiple years; “non-committed” who attended a couple of
concerts per year but still churned at high rated; “snackers” who
attended smaller concert packages and were very loyal; “high
potentials” who attended a lot of concerts and were likely to
purchase a subscription; “core audience” who were all subscribers.
One of the most striking results was the big gap between the churn
rates of the different groups. The “uncoverted trialists” attended
one concert per year and churned at arate of 91%, while the “special
occasions” also attended one concert in a given year but had amuch
lower churn rate at 67%. On the other end of the spectrum was the
“core audience” with only 8% churn rate. Our analysis indicated
that the frequency of annual concert attendance and the years of
‘tenure’ at the symphony were the two best predictors of the churn
and sub rates. Our results also revealed large gaps between the
number of customers who fell into each category.

For the long term, we focused on how best to expand the core
demographic given the constraints of the products in the genre,
which may affect decisions to encourage the development of group
rather than solo talents, and also greater versatility through cross-
over acts. The issue of maintaining the core audience while drawing
in new audiences has been one of the greatest needs and challenges
in the classical industry, perhaps best captured by the example of
*bond*, the British string quartet that has its roots in classical
training but marketing efforts towards wider, pop appeal—efforts
that propelled the group to its status as the best-selling string quartet
of all time, but at the same time, much controversy in classical
circles and even removal from the UK classical chart. We found that
for this symphony orchestra, the use of strategies typical of other
organizations in the classical industry may have unintended effects.
For example, programming decisions that include crossover reper-
toire actually dilute the brand of the organization and its products,
such that major segments of the core demographic— young musi-
cians and conservatory students, as well as those in the donor
population who are accustomed to the inclusion of famous works
and performers more traditionally associated with the classical
genre—question the legitimacy of such programs.

However, the development of multiple sub-brands to which
separate segments of the demographic may identify holds promise.
With 5,678 valid respondents, each making twelve offer choices
and yielding over 68,000 purchase decisions, we also included a
conjoint analysis on the various offers, where key elements varied
across the terms of package and times, the type of program, the
repertoire, seating, parking as well as the availability of different
pricing and ticketing options. The revealed preferences through
consumers’ choices and behaviors allowed us to assess the at-
tributes that maximize utility for each cluster/group of the demo-
graphic, through the presentation of various combinations of alter-
natives.

These analyses were supplemented by an examination of two
recent initiatives that target different segments and preferences,
which have significantly increased revenues, decreased the mean
age of the audience members, and even attracted a significant
fraction of those who were first-time attendees. The development of
individual sub-brands may also lead to greater awareness of the
other alternatives. In the survey data, we find that there exists



approximately a 20% crossover rate between sub-brands, despite
the disparate programming and marketing between each. Another
finding from analyses of survey data on another sub-brand holds
implications regarding the importance of valued partners. Given the
increasingly competitive landscape of not only the music industry
but the entertainment industry as a whole, associations with rel-
evant partners may provide value-added for segments of the popu-
lation that may be less attracted to the music, and music alone.
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SPECIAL SESSION SUMMARY

Time is More Precious than Money
Stephen A. Spiller, Duke University, USA

SESSION OVERVIEW

The allocation of time and money is fundamental to consumer
behavior. Previous research comparing time and money has fo-
cused on identifying systematic differences in consumers’ percep-
tions and has found that time and money differ in their value
ambiguity (Okada and Hoch, 2004), perceived future availability
(Zauberman and Lynch, 2005), and degree of personal connection
(Mogilner and Aaker, 2009). The four papers in this session
advance this research by considering antecedents and implications
of the underlying differences between time and money and focusing
on time’s unique role in decision making as a particularly precious
resource. We examine its unanticipated scarcity (Spiller and Lynch),
its self-expressive value (Reed, Aquino, Levy, and Finnel), its
implications for the pursuit of happiness (Mogilner), and its role in
promoting preference stability (Lee, Lee, and Zauberman).

First, Spiller and Lynch consider why consumers have less
time than expected, but not less money. They find that consumers
exhibit a greater planning fallacy for time than for money because
they plan more for their use of time than money. Next, Reed and
colleagues examine why an active moral identity leads to a prefer-
ence to donate time rather than money and find that donating time
is more self-expressive than donating money. Moreover, they
consider how this preference for time versus money differs depend-
ing on whether the donation is real or hypothetical. The final two
papers build on the finding that the mere concept of time increases
the weight consumers put on personal connection (Mogilner and
Aaker, 2009). First, Mogilner shows that when time rather than
money is activated, individuals are more likely to pursue consump-
tion that leads to greater happiness. Finally, Lee and colleagues find
that although time’s value may be more ambiguous than money’s,
preferences are more stable when time (rather than money) is the
resource of exchange, due to its emotional tags.

EXTENDED ABSTRACTS

“Consumers Exhibit the Planning Fallacy for Time but not
Money”
Stephen A. Spiller, Duke University, USA
John G. Lynch Jr., University of Colorado, Boulder, USA

The planning fallacy has been defined as “the fact that people
invariably underestimate the resources, such as time and money,
that will be required to finish a project” (Taylor, Pham, Rivkin, and
Armor, 1998, p. 434). Although a planning fallacy for money has
been referenced by other researchers (e.g., Kahneman and Tversky,
1979; Kruger and Evans, 2004), empirical research at the personal
level has focused exclusively on time plans. Given important
differences in perceptions of time and money (e.g., Mogilner and
Aaker, 2009; Okada and Hoch, 2004; Zauberman and Lynch,
2005), we pose the question: Does the personal planning fallacy
apply to money as it does to time?

Some existing evidence suggests it does not. If individuals
expect to spend less time and less money on projects than they
actually spend, they will overestimate the amount of “time slack”
and “money slack” they have left. Zauberman and Lynch (2005)
find that although people overestimate their future time slack, they
do not overestimate their future money slack, suggesting the
absence of a planning fallacy for money. More direct evidence
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comes from Kruger and Evans (2004, Study 1), who found that
decomposing a project (e.g., holiday gift shopping) into its compo-
nent parts (e.g., each person on the list) increased predictions of the
amount of time to be spent by more than 30% but only increased
predictions of the amount of money to be spent by less than 10%.
These findings lead us to hypothesize that individuals exhibit the
planning fallacy for time but not for money (H1). We test H1 in
Studies 1, 2, and 3.

In Study 1, 2078 members of an online panel reported how
much and how frequently they exhibit the planning fallacy for time
or money. In support of H1, participants reported exhibiting a
greater and more frequent planning fallacy for time than for money.

In Study 2, 93 undergraduates listed short-run and long-run
plans for their uses of time and money and reported when they
would finish their time plans and how much money they would
spend on their money plans. They later reported when they com-
pleted their time plans and how much money they spent on their
money plans. In support of H1, participants completed their time
plans later than planned, but spent less money than planned on their
money plans.

The generally accepted explanation for the planning fallacy is
that planners focus too much on how they will successfully execute
their plan (they take the “inside perspective”), and neglect distribu-
tional information of past planning failures and future potential
obstacles (they ignore the “outside perspective”’; Kahneman and
Tversky, 1979; Buehler, Griffin, and Ross, 1994). As a result,
planning more leads to a greater planning fallacy. Although this
inside versus outside distinction applies equally to time and money
plans, people may be more likely to take the inside perspective for
time than for money. Lynch, Netemeyer, Spiller, and Zammit
(2009) develop and validate a measure of propensity to plan with
parallel versions for time and money planning in the short-run and
long-run. They find that individuals have a greater propensity to
plan for time than for money, suggesting that individuals are more
likely to take the inside perspective for time than for money. These
findings lead us to hypothesize that individuals with a greater
propensity to plan exhibit a greater planning fallacy (H2) and
propensity to plan mediates the cross-resource difference in the
planning fallacy (H3). We test H2 and H3 in Study 3.

In Study 3, 90 MBA students were asked when they planned
to finish their holiday gift shopping, how much money they would
spend on their holiday gift shopping, or both. Every day, they
reported whether they went shopping the previous day and if they
did go shopping, how much money they spent. In support of H1,
participants exhibited the planning fallacy for time but not for
money. In support of H2, participants with a greater propensity to
plan exhibited a greater planning fallacy than those with a lesser
propensity to plan. In support of H3, the cross-resource difference
in the planning fallacy was mediated by propensity to plan; control-
ling for propensity to plan, there was no difference in the planning
fallacy for time versus money.

This work provides the first systematic comparison of the
degree to which consumers exhibit the planning fallacy for time and
money and links it to existing work on the “inside perspective.” Due
to differences in propensity to plan, consumers exhibit a greater
planning fallacy for time than for money, leaving them with less
time than expected but not less money and thus making their limited
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remaining time all the more precious. This research also reveals a
“dark-side” to the propensity to plan, which might otherwise be
viewed a priori as a primarily positive trait.

“How and When the Moral Self Motivates Donations of
Time versus Money”

Americus Reed II, University of Pennsylvania, USA
Karl Aquino, University of British Columbia, Canada
Eric Levy, University of Washington, USA
Stephanie Finnel, University of Pennsylvania, USA

Donating time and donating money appear equivalent, but
consumers treat them differently (Liu and Aaker 2008). Consumers
prefer giving time versus an equivalent amount of money when
their moral identity is either consistently central to their self-
concept or temporarily primed (Reed, Aquino, and Levy 2007).
Reed et al. (2007) hypothesized that this effect occurs because
emphasizing moral identity makes consumers choose behaviors
that express that identity. Giving time (vs. money) should be seen
as more expressive of the moral self because it entails greater
contact with needy others and hence greater willingness to sacrifice
for them. This concern for others characterizes the moral self
(Aquino and Reed 2002).

However, Reed et al. (2007) did not directly test their reason-
ing for why consumers with an activated moral identity prefer
giving time versus money; something unrelated to self-expressive-
ness could be driving their results. We propose the following self-
expressiveness hypothesis: activating moral identity strengthens
consumers’ belief that giving to charity expresses who they are, and
this belief makes them prefer giving time, an act more consistent
with the moral identity they want to express than giving money.

But do these self-expressive benefits mean moral identity will
always make consumers prefer giving time versus money in real
donations? Past research cannot address this question because it
considered hypothetical preferences, but we suspect the answer is
no. Unlike money, time cannot be replenished through work. Thus
consumers may perceive time as scarcer than money and may view
giving time as costlier than giving money. They may report a
hypothetical preference to give time to express their moral self but
be unwilling to bear the costs of giving real time (cf. Batson and
Thompson 2001). Both internal (moral identity centrality) and
external (temporary moral identity priming) sources of moral
motivation, rather than just one as in previous work, may be
necessary to induce giving real time versus money. We call this the
real donation hypothesis.

Study 1 tested the self-expressiveness hypothesis. The study
was a 2 (moral identity prime: high versus low) x 2 (effort: moral
versus non-moral) between-subjects design. University partici-
pants (N=183) completed two tasks. In the first task, moral identity
was primed (Reed et al. 2007). Participants copied words and used
them to write a story. In the high (low) moral identity prime
condition, the words were traits related (unrelated) to being moral
such as compassionate (carefree) (Aquino and Reed 2002). In the
second task, participants imagined contributing to an organiza-
tional effort. They indicated how self-expressive contributing would
be and chose from three hypothetical options: giving $5, giving $5
worth of time, or giving nothing. Following Reed et al. (2007), we
manipulated the effort’s perceived morality because the identity
prime was expected to affect time versus money preferences for a
moral but not a non-moral cause. In the moral (non-moral) effort
condition, the effort’s objective was to promote volunteering (sell
advertising services). Manipulation checks confirmed both ma-
nipulations’ effectiveness. Analyses on both dependent measures
(self-expressiveness and donation preferences) revealed a moral
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identity prime x effort interaction such that priming moral identity
led participants to view contributing as more self-expressive and to
prefer giving time versus money for moral effort but not non-moral
effort,. Importantly, self-expressiveness mediated the relationship
between the moral identity prime x effort interaction and donation
preferences, supporting the self-expressiveness hypothesis.

Study 2 tested the real donation hypothesis. The study was a
two-group (moral identity prime: high versus low) between-sub-
jects design with moral identity centrality measured. University
participants (N=105) completed three tasks. The first task con-
tained Aquino and Reed’s (2002) moral identity centrality scale.
The second task primed moral identity using slide shows. The high
moral prime show contained photographs of historical figures
acknowledged to be moral (e.g., Gandhi) and of ordinary people
expressing concern for each other. The low moral prime show
contained photographs of flowers. Manipulation checks confirmed
the primes’ effectiveness. In the third task, all participants read the
moral effort description from study 1 and received a real donation
opportunity. They chose from three options: give part of their $10
participation payment to the effort, spend time after the experiment
aiding the effort, or do nothing. Participants were debriefed after-
ward and did not really donate. Our analyses of the donation
decision revealed a centrality x prime interaction such that higher
moral identity centrality increased preference to give time versus
money in the high but not low moral prime condition. In support of
the real donation hypothesis, both sources of moral motivation were
needed to elicit preferences to give real time versus money.

“The Role of Time versus Money in the Pursuit of
Happiness”
Cassie Mogilner, University of Pennsylvania, USA

Money is assumed to be critical for pursuit of the American
Dream and our unalienable right to be happy. Indeed, when a
sample of 127 American university students were asked to share
their feelings related to money, “happiness” was the most fre-
quently cited emotion. However, psychology research reveals there
to be a weak relationship between money and happiness (e.g.,
Kahneman et al. 2006), and economists have found Americans’
happiness levels to have remained constant over the past several
decades despite an increase in financial wealth (Easterlin 1995).
How can we reconcile the assumed association between money and
happiness with empirical demonstrations suggesting the two to be
largely unrelated?

Exploring the role of our other principle resource, time, may
shed some light. An investigation into national allocations of time
reveals that while wealth in the U.S. has increased over the last
quarter of a century, so too has the number of hours Americans have
spent working. In contrast, Europeans have decreased the number
of hours spent at work in response to gains in economic wealth, and
their happiness levels have increased (Layard 2005). This high-
lights the possibility that Americans’ extant focus on money as the
resource most critical to attaining happiness has been misdirected,
and we should instead shift our focus towards time.

To explore this possibility, I conducted four lab and field
experiments testing whether directing attention to time (rather than
money) can improve Americans’ pursuit of happiness by driving
individuals to behave in ways that prior research indicates increase
experienced happiness.

Prior research has found that individuals feel greater happi-
ness having spent money to acquire an experience than having spent
money to acquire a material possession (Van Boven and Gilovich
2003). Experiments 1A and 1B were conducted to test the hypoth-
esis that increasing the relative salience of time (vs. money) would
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increase individuals’ tendencies to choose purchases associated
with greater happiness.

Inexperiment 1A, participants were primed with either time or
money through incidental exposure to time- or money-related
advertisements, and then they were presented with a series of
choices between experiential and material purchases. In line with
greater happiness, participants who were primed with time (vs.
money) were more likely to choose experiential purchases over
material purchases. Experiment 1B then demonstrated the robust-
ness of the finding, showing that the effect occurs with an even more
subtle prime of time (vs. money) and extends from tradeoffs that
participants thought they would make to a choice with real conse-
quence.

With evidence suggesting that activating time (vs. money) can
lead people to spend their money in ways associated with greater
happiness, experiments 2A and 2B were conducted to test whether
priming time (vs. money) would also lead individuals to choose to
spend their time in ways associated with greater happiness.

Prior research tracked how a national sample of Americans
spent their days, as well as how they felt over the course of their
days, and found people to be most happy when socializing and
during intimate relations, and to be least happy when working and
commuting (Kahneman et al. 2004). Participants in experiment 2A
were nonconsciously primed with either time or money using a
sentence scramble task, and then asked them to report the extent to
which they planned to engage in various activities during the next
24 hours. The results revealed that participants primed with time
(vs. money) planned to spend more time engaging in intimate
relations and socializing (daily activities associated with greater
happiness) and less time working and commuting (daily activities
associated with less happiness).

Experiment 2B was a field experiment conducted to test
whether such a subtle activation of time (vs. money) could not only
impact how individuals plan to spend their time, but also how they
actually spend their time. Upon entering a campus café, students
were implicitly primed with either time or money while volunteer-
ing to complete a sentence scramble task. Those primed with time
subsequently spent more time at the café socializing than doing
schoolwork, whereas students primed with money spent more time
doing schoolwork than socializing.

Together, these findings demonstrate that drawing individu-
als’ attention to time, rather than money, increases their tendencies
to spend both their money and their time in ways that are associated
with greater happiness. This work contributes to the growing
streams of research on time, money, and happiness.

“The Stability of Time versus Money Valuations”
Leonard Lee, Columbia University, USA
Michelle Lee, Singapore Management University, Singapore
Gal Zauberman, University of Pennsylvania, USA

Consumers make decisions about the expenditure of time and
money on a daily basis. In this work, we examine the stability of
consumer valuations of time versus money across different choice
occasions. By stability, we specifically refer to whether there is
consistency (or transitivity) in expressed valuations of time versus
money—transitivity is lacking when, for instance, one prefers A to
B, and B to C, but then contradictorily prefers C to A.

In two experiments, we tested two competing hypotheses. On
the one hand, prior research that has examined time-money differ-
ences (e.g. Okada and Hoch 2004, Zauberman and Lynch 2005)
points toward relatively greater ambiguity in time valuation versus
money valuation, which may in turn translate to less stability in
expressed valuations of time. On the other hand, a separate stream

of research suggests that there could be less stability in expressed
valuations of money, given that (1) affective processing of choice
options has been found to generate greater preference consistency
than more deliberate cognitive processing (Lee, Amir, and Ariely
2009); (2) money (vs. time) is likely to invoke more analytical as
opposed to holistic thinking; and (3) time considerations naturally
evokes more emotional responses than money considerations
(Mogilner and Aaker 2009).

In experiment 1, 166 US student participants studied a set of
nine different flight options for an upcoming international trip they
had to make. They were subsequently shown all pair-wise combi-
nations of these nine flight options (36 pairs) and asked to choose
their preferred option within each pair. Participants were randomly
assigned to one of three conditions: time, money, control. Across
conditions, they were given different information about these flight
options: in the control condition, each option was represented by
both a service rating and an in-flight entertainment rating; addition-
ally, the air fare of each option was also given in the money
condition whereas the average one-way flight time was given in the
time condition instead. The results revealed that participants in the
money condition made significantly more intransitivity errors than
both participants in the time condition and the control condition.
Participants in the time condition, however, were equally consistent
in their choices as those in the control condition. The results also
indicated that the different degrees of choice consistency across
conditions could not be sufficiently explained by any real or
perceived differential difficulty of the choice task.

Experiment 2 conceptually replicated this basic result using a
different experimental design and a different set of choice stimuli.
Seventy-eight participants were asked to suppose that they had to
purchase a photo essay software package for an important project.
They were first shown a set of nine different software options
represented by four attributes (software features, software quality,
set-up time, and price) and then given all binary combinations of
these nine software options (36 pairs) and asked to choose their
preferred option within each pair. Participants were randomly
assigned to one of three conditions: time, money, or control. Unlike
experiment 1, participants were shown all four attributes, but which
attribute values differed across the product options depended on the
condition to which they were assigned: in the control condition,
only features rating (1-5) and quality rating (1-5) differed across
options while the set-up time and the price of the options were held
constant; in the money condition, features rating, quality rating, and
price varied across options while set-up time was held constant; in
the time condition, features rating, quality rating, and set-up time
varied across options while price was held constant. As such,
different attributes were made relatively more salient to partici-
pants across conditions, hence inducing different degrees of consid-
eration across attributes. To ensure similar magnitudes of attribute
values for time and price, we used an implied conversion rate of 1
additional minute of set-up time for $1 of price reduction.

Again, the results demonstrated that participants in the money
condition made significantly more transitivity violations than those
in the control condition and those in the time condition. Additional
data indicated that participants did not perceive any differences in
the variability of the given product options across conditions.

Together, these results provide convergent evidence that pref-
erences based on time are more consistent than preferences based
on money. We believe that our research provides a unique test of
two competing processes underlying time versus money consider-
ations. Furthermore, it furthers our understanding of the relation-
ship between mental representation of outcomes and type of infor-
mation processing (affective versus deliberative), as well as how



consumers form preferences based on two fundamental economic
resources.
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SPECIAL SESSION SUMMARY

Underpinnings of Risky Behavior: Non-health Motives for Health-related Behaviors
Merrie Brucks, University of Arizona, USA
Paul M. Connell, Stony Brook University, USA

SESSION OVERVIEW

Consumers often know of risks to themselves, but fail to act in
ways to reduce these risks (Verplanken and Wood 2006; Thaler and
Sunstein 2008). In their comprehensive review of the literature on
health risk perceptions literature published in the Handbook of
Consumer Psychology, Menon, Raghubir, and Nidhi Agrawal
(2008) persuasively argue that there is a need to identify “anteced-
ents other than cognitive belief-based ones.” They identify a wealth
of motivational, affective, individual, contextual, and disease fac-
tors that have been studied and how they relate these to consumer
outcomes. Within the specific category of motivation, they discuss
theoretical work on self-control, self-positivity, and social desir-
ability. The papers in this proposed session share a focus on
motivational antecedents for behaviors, but are guided by theoreti-
cal frameworks that have been under-explored in the health context:
hypocrisy theory, associative processing of others’ motivations,
and symbolic interactionism.

This session brings together rigorous research relevant to
understanding consumers’ motivations for engaging in desirable
and non-desirable social outcomes. More broadly, the authors in
these studies take novel theoretical and methodological approaches
within the context of motivation, persuasion, and consumer atti-
tudes and behavior. Bundling these papers together is intended to
stimulate discussion and to explore ideas for future research,
perhaps beyond the health context. We will build in time to discuss
each paper immediately after it has been presented. The audience
for this session would likely include researchers interested in the
self, motivation, persuasion, transformative consumer research,
and public policy topics.

The first paper is co-authored by Jeff Stone (Associate Profes-
sor of Social Psychology at the University of Arizona), who has
published numerous studies on cognitive dissonance in high-im-
pact journals such as Journal of Personality and Social Psychology
and Journal of Experimental Social Psychology, and his doctoral
student Nicholas Fernandez, also at the University of Arizona.
Their work examines the use of inducing cognitive dissonance via
hypocrisy to achieve desirable health outcomes. The second paper
is co-authored by Merrie Brucks (Professor of Marketing at the
University of Arizona), Paul Connell (Assistant Professor of Mar-
keting at Stony Brook University) and Dan Freeman (Associate
Professor of Marketing at University of Delaware). In this paper,
the authors find that children ascribe motivations to smoke or not to
smoke at a very early age, even though they cannot articulate the
reasoning behind these motivations. The final paper is co-authored
by Connie Pechmann (Professor of Marketing at the University of
California, Irvine), Dante Pirouz (Doctoral Student at the Univer-
sity of California, Irvine), and Todd Pezzuti (Doctoral Student at the
University of California, Irvine). Across three experiments, the
authors find that when teens are exposed to advertisements featur-
ing young adult models, they actually have higher intentions to
smoke than when exposed to advertisements featuring other teens,
as teens see cigarettes as a means of communicating an adult
identity.
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EXTENDED ABSTRACTS

“The Use of Hypocrisy to Motivate Health Attitude and
Behavior Change”
Jeff Stone, University of Arizona, USA
Nicholas C. Fernandez, University of Arizona, USA

This presentation examines the use of the hypocrisy strategy
as a social-marketing tool for changing consumer health behaviors.
Feelings of hypocrisy occur when people make a public statement
about the importance of a target health behavior, such as using
condoms to prevent sexually transmitted diseases like AIDS (Stone
etal. 1994, 1997), quitting smoking (Peterson et al 2008), or using
sunscreen to reduce the risk for skin cancer (Fernandez et al 2009).
By itself, the advocacy is consistent with prevailing attitudes beliefs
about the issue, and does not cause discomfort. However, when
people are then made mindful that they themselves have not
performed the behavior regularly in the past, the discrepancy
between their advocacy and past behavior causes the discomfort
associated with cognitive dissonance. To reduce their discomfort,
hypocrites become motivated to “practice what they preach” and
take the necessary steps toward bringing their own health behavior
into line with their “preaching” about the importance of the stan-
dards for good health.

Arecentreview of the hypocrisy literature (Stone and Fernandez
2008) shows that there are over 20 studies of the effect of hypocrisy
on motivating consumer behavior change in the domains of health,
the environment and the community. The results of these studies
indicate that following hypocrisy, people are most motivated to
perform the target behavior when they publically advocate the
target behavior and then are privately made mindful of past recent
failures to perform the behavior. Studies also indicate that the
hypocrisy strategy operates effectively to modify behavior in non-
Western cultures (Takaku 2001, 2006).

Recent empirical research focuses on changing behaviors
related to the risk for cancer (Fernandez et al 2009). A new line of
study examines how much “mindfulness” of past failures is neces-
sary to motivate behavioral change following hypocrisy. Accord-
ing to Festinger (1957), the magnitude of dissonance is highest
when more inconsistent than consistent cognitions are present in
memory. In the case of hypocrisy, this implies that after advocating
the target health behavior, recalling many past failures will cause
more dissonance and more behavior change. However, recent
research on the role of self-validation in ease-of-retrieval processes
(Tormala et al 2007) suggests that when advocates are asked to
recall past instances of when they failed to perform the behavior,
they may also recruit examples of when they successfully per-
formed the behavior, especially when they are motivated and have
the ability to think carefully about the past (i.e., high elaboration).
The “self-validation” process predicts that if advocates carefully
recall both failures and successes, it could balance the ratio of
inconsistent to consistent cognitions, which would reduce the level
of dissonance and need to change behavior following hypocrisy.
This leads to the counter-intuitive prediction that when advocates
think carefully as they recall past failures to perform the target
health behavior, recalling fewer past failures may reduce the
number of successes that are also recalled, such that recalling fewer
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past failures will cause more dissonance and more behavior change.
Thus, it was predicted that under high elaboration conditions, when
advocates were asked to recall many past failures to perform a
health behavior, the self-validation process would reduce the mag-
nitude of dissonance and the motivation to change behavior. How-
ever, carefully recalling few past failures would reduce the self-
validation process and cause more dissonance and behavioral
change following hypocrisy.

In contrast, it was hypothesized that when they are not highly
motivated to think about past failures (i.e., low elaboration), advo-
cates will focus primarily on the number of failures recalled without
recruiting other relevant information (e.g., successes). As a result,
under low elaboration, recalling many past failures will induce
more dissonance and behavioral change following hypocrisy than
recalling few past failures. In summary, we predicted that under
high elaboration, advocates who think about few past failures will
exhibit more behavior change, but under low elaboration, advo-
cates who think about many past failures will exhibit more behavior
change.

In a 2 (Elaboration: High vs. low) X 2 (Past failures: 2 vs. 8)
experimental design, 90 female college students wrote a brief
persuasive message for other college students about the importance
of using sunscreen to reduce the risk for skin cancer. All were then
asked to report past failures to use sunscreen. To manipulate high
elaboration (Tormala, Brinol, and Petty 2007), half were told that
only a few people were being asked to report information about past
failures to use sunscreen; those in the low elaboration condition
were told that thousands of people were reporting information
about past failures to use sunscreen. Then half were asked to recall
2 past failures to use sunscreen whereas the other half were asked
to recall 8 past failures to use sunscreen. All were then provided an
opportunity to order a sample of sunscreen from an independent
national organization, with the percentage that acquired sunscreen
as the primary dependent measure.

The results revealed the predicted elaboration X past recall
interaction. As hypothesized, under conditions of high elaboration,
significantly more participants (82%) acquired a sample of sun-
screen when they were asked to recall 2 past failures compared to
those asked to recall 8 past failures. In contrast, under low elabora-
tion, significantly more participants (68%) acquired a sample of
sunscreen when asked to recall 8 past failures compared to those
asked to recall 2 past failures (39%). Overall, the pattern supports
the hypothesis that in hypocrisy, the effect of recalling many past
failures on behavior change is a function of how carefully advocates
think about their past behavior. Potential mediators of this finding
and other future directions for research will be discussed.
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“Children’s Ascribed Motivations for Smoking Elicited by
Projective Questioning”
Merrie Brucks, University of Arizona, USA
Paul M. Connell, Stony Brook University, USA
Dan Freeman, University of Delaware, USA

Critics of increased regulation on tobacco advertising and
promotion seen by children argue that such regulation would result
in small, if any, effects in reducing initiation of tobacco use among
minors. After all, the argument goes, eight year olds do not smoke,
so cigarette advertising is personally irrelevant to them. But this
perspective assumes that advertisements must be actively pro-
cessed to be effective. In contrast, we note that considerable
research has documented advertising effects on attitude, even under
very low involvement conditions (e.g., peripheral processing, mere
familiarity, evaluative conditioning). Taking this perspective, we
argue that exposure to cigarette advertisements and media images
are likely to be processed and encoded into memory despite the lack
of individual salience of tobacco promotional activity in childhood.

Our reasoning is consistent with the associative processing
model of memory, which is one of the two memory systems
proposed by Smith and DeCoster (2000). Associative processing
operates preconsciously and automatically (Bargh 1994) and is
learned over many experiences. Hence, individuals are typically
not aware of the processing itself, but only the results of it. Because
tobacco advertising and media images are not likely to be self-
relevant to children, we argue that they are processed through such
an associative mode.

Furthermore, such associative processing of smoking imagery
may produce effects that extend beyond childhood. This is because
bias correction is best facilitated when individuals possess both the
ability and motivation to reconsider their attitudes). If positive
psychosocial associations are learned at a nonconscious and auto-
matic level, then the individual will not likely recognize his or her
own biases held in memory, thereby inhibiting the ability to
metacognitively reconsider attitudes (Petty and Brifiol 2008).

The goal of this study was to aid in generating a theoretical
model for the psychological processes involved in children’s learn-
ing of lifestyle associations with adult-themed products. Given this
objective, we pursued our empirical research in the spirit of discov-
ery-oriented research (Wells 1993). Because we suspected that
children’s lifestyle associations might have been learned implicitly,
and because social desirability biases are a threat to validity in
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substance use research, we employed projective interviewing tech-
niques.

We conducted 271 projective interviews with second and fifth
grade children from three different elementary schools. Two vari-
eties of projective stimuli were used to elicit participant responses:
print advertisements and pictures of people who have various
personal and lifestyle characteristics. Each child saw two ads for
cigarettes, which were embedded in a series of five ads (including
three unrelated products). For each ad, children were asked to
choose select pictures of specific people who might be likely or
unlikely to use that product. Each child was probed with follow up
questions to reveal the motivations he or she attributed to these
people.

In the presentation, we will show: (1) the three images that
were most strongly associated with smoking, as these images were
attributed with multiple motives for smoking; (2) the four images
that were also associated with smoki