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Friday, 26 February 2016

Registration
7:00 am- 8:00 pm
Grand Palm Col. West

Breakfast
7:30 am- 8:15 am
Grand Palm Col. West

Session 1
8:15 am- 9:30 am

Symposium:Beyond Personal Consumption: How Consumers Choose for Joint Consumption and

Ot herds Consumpti on

Symposium:The Potential Pitfalls of Experiential Consumption

SymposiumA Left-leaning, Per Gram, Positively Natural, and Expensive Recipe fddealthiness: What on Earth
Makes Us Think Food is Healthy?

Individual Papers:Measurement

Individual Papers:Context and Information

Break
9:30 am- 9:45 am
Grand Palm Col. West

PLENARY SESSION 11 George Loewenstein, Carnegie Mellon University
9:45 am- 10:45 am
Tarpon/Sawyer/Long

Break
10:45 am- 11:00 am
Grand Palm Col. West

Session 2
11:00 am- 12:15 pm

Symposium:Context Effects in Word-of-Mouth (WOM): How Innocuous Characteristics of Message Generation
Influence Sharingand Persuasiveess

Symposium:Doing Well by Doing Better: Strategies to Increase Consumer Participation in Charitabl€ampaigns
Individual Papers:Selected Topics of Cosumer Psychology

Individual Papers:ldentity and Consumption

Individual Papers:Feelings in control: Affective influences on purchase and consumptiatecisions



LUNCHEON AND PRESIDENTIAL ADDRESS
12:30 pm- 2:00 pm
Garden Courtyard/Banyan Bzwy

Session 3
2:15 pm- 3:30 pm

Symposium:PProtect Yourself: the Social, Emotional &Self-Protecting Consumer
Symposium:Flashing Forward: Antecedents and Consequences of Futu®elf Connectedness
Individual Papers:Sampling and Experiences

Individual Papers:Simulation and Experiences

Individual Papers:Decision Environment and Consumgion

Break
3:30 pm- 3:45 pm
Grand Palm Col. West

Session 4
3:45 pm- 5:00 pm

SymposiumBeyond the Choice Set: The Impact of Consideng Outside Options
SymposiumEffects on Time and Time Effects: The Interplay of ConsumeBehavior and Time
Individual Papers:The influence of financial considerations orconsumer behavior

Individual Papers:Consumer Decision Making

Individual Papers:Evaluations and Attitudes

JCP AE RESEARCH AND REPORT MEETING
4:00 pm- 4:55 pm
Blue Heron

JCP ERB MEETING
5:00 pm- 7:00 pm
Tarpon Key

Working Paper Session 2
6:00 pm- 7:30 pm
Banyan Breezeway

Reception
6:00 pm- 8:00 pm
Banyan Breezeway




Saturday, 27 February 2016

Registration
7:00 am- 3:45 pm
Grand Palm Col. West

Breakfast
7:30 am- 8:15 am
Grand Palm Col. West

Session 5
8:15 am- 9:30 am

SymposiumMWhen Products and Devices Seem Human and Humans Feel Like Machines: Antecedents of
Anthropomorphism and Consequences of Dehumanization

Symposium:Time and Affect

Individual Papers:Consumption

Individual Papers:Better Living through Psychology

Individual Papers:In limbo: Influen cing performance and decisions

Break
9:30 am- 9:45 am
Grand Palm Col. West

PLENARY SESSION 2i Michael Platt, University of Pennsylvania
9:45 am- 10:45 am
Tarpon/Sawyer/Long

Break
10:45 am- 11:00 am
Grand Palm Col. West

Session 6
11:00 am- 12:15 pm

Symposium:Judging Authenticity from Prosocial Gestures

Symposium:Experiencing experiences: Great strategies for designing, purchiag, and enjoying experiences
Individual Papers:Self and otherperspective in giting, consuming, and advising

Individual Papers:Malleable Attitudes

Individual Papers:Others, Self, and the Mysterious

AWARDS AND BUSINESS LUNCHEON
12:30- 2:00
Garden Courtyard/Banyan Bzwy
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Session 7
2:15 pm- 3:30 pm

Symposium:Conversation Pieces, Shared Experiences, and Gifts: The Impact of Different Types of Social
Consumption on Social Connection

Symposium:The Greater Good: Behavigal Research with Social Value

Special Awards Sessiol8CP Fellow, Early Career and Dissertation Compétion Winners

Individual Papers:Visual Effects in Consumption

Individual Papers:Cognitive processesn judgment and decisionmaking

SCP ADVISORY PANEL MEETING
3:00 pm- 5:00 pm
Snowy Egret

Break
3:30 pm- 3:45 pm
Grand Palm Col. West

Session 8
3:45 pm- 5:00 pm

Symposium( Don6t) Fear t he Re apbPriverofUansumer Behavigr Sal i ence
Symposium:Marketin g Actions that Change Behavior

Individual Papers:External influences on consumer behavior: environment, society, and framing

Individual Papers:Consumption, Decisions, Jugments and Construal Over Time

Individual Papers:New insights on consumer influence iadvertising and retailing

"Fire and Ice" Fire dancing, magic, glass blowing, DJ, and a molecular bar. Theme attire encouraged.
Duncan McClellan Gallery, 2342 Emerson Ave. South, St. Petersburg, FL 33712

as



Thursday, 25 February 2016

Doctoral Consortium
8:00 am- 6:00 pm
Tarpon Key

Registration
2:00 pm- 8:00 pm
Grand Palm Col. West

Publications Committee
1:00 pm- 3:00 pm
Blue Heron

SCP Executive Committee
3:00 pm- 6:00 pm
Blue Heron

Reception
6:00 pm- 8:00 pm
Banyan Breezeway

Working Paper Session |
6:00 pm- 7:30 pm
Banyan Breezeway

Working Papers:Working Paper Session 1

The Early Bird Gets the Worm: Changing Behavior Via Reduced Attention Communication Vehicles
Steven Dallas, New York University, USA*
GavanFitzsimons, Duke University, USA

When a persuasive appeal is cowatitudinal, the current common practice is to make the appeal as atigrafing and
in-your-face as possible. However, the current research suggests thiatr alernative is available. Specifically, the current research
reports the results of a lab study and a field study that suggest that placing aatitndénal or reactanemducing persuasive stimulus
in a location where it is quickly ignored is effective path to change behavior. Thus, we find that habituation to a cettitietinal or
reactancenducing persuasive appeal can increase the effect of the appeal.

For more information contacsdallas@stern.nyu.edu



The Effect of Targetabilityand Ethnic Identity on the Likeability of Ethnically Congruent Advertising
J.P. James, Rutgers University, USA*

The extant marketing literature demonstrates that ethnically similar casting and identity primes make ethnic advertigiatemede
by the congruent ethnicity. However, the psychology of ethnic identity relative to the likeability of ethnically targettidiad has
not been studied. This paper leverages Distinctiveness Theory and Social Identity Theory to exgisrpardamenon. Findings
show that the multicultural marketing communications are more likeable when the advertising is ethnically congruenidualsndiv
feel less targeted by the advertising. Additionally, ethnic advertising is more likeable amividyads with a lower level of ethnic
exploration and feel more targeted by the multicultural advertising.

For more information contadtp.james@rutgers.edu

The Effects of SeHControl on Deal Proneness Behavior
Cansu Karaduman, HEC Lausanne, Seviemd*
Joseph Lajos, HEC Lausanne, Switzerland

When considering each phase of the customer journey, online retailers must make decisions about using pprioioijosiaategies.

The purpose of this paper ishielp marketers decide how to make deals more attractive to consumers. We provide evidence from thr
online studies that consumers with depletedsaittrol are less likely to choose deals than consumers whosmagibl is not depleted.

We hypothesiz¢hat this effect occurs because consumers with depletedoseibl are less able to process the additional information
typically associated with deals. When choosing deals, consumers must determine which deal is best, and what to do to get it.

For moreinformation contactCansu.Karaduman@unil.ch

Being a Geek is the New Chic: How Technology Products Signal High Social Status
Perrine Desmichel, University of Lausanne*
Bruno KocherUniversity of Lausanne
Joseph Lajos, University of Lausanne

Lately high technology products have become trendy and always more expensive. The present research explores whethartthese pro
like luxury products, cabe considered as status goods, i.e. whether they increase the level of perceived social status of their owners
two experiments we found convincing support for the fact that technology products are status goods, and that theesifjodypesp

of status. These findings are important for both the luxury and technology industries, which seek to differentiate theomselaeh fr
other.

For more information contac®errine.Desmichel@unil.ch
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Eating Healthy but Pricey: Influence of Conflicting Goals on Food Choice
Mingyue Zhang, Rutgers University, USA*
Christine Ringler, Rutgers University, USA

When faced with various choices in daily life, consunedisn find themselves in conflicting situations because the purchase might
fulfill one goal while contradicting another. Increasing health consciousness continually reminds consumers to purchaséthyore
foods. On the other hand, the goals of savingegydecome more important for adults. Thus the higher price of healthy foods and goals
of saving money put consumers in a conflicting goal situation. In Study 1, we investigate how conflicting goalscmdrek!|f

influence consumer decisianaking and prchase of healthy but pricey food.

For more information contactingyue010@gmail.com

If I Look at Myself, | May Stop Shopping: The Moderating Role of Visualization Perspective on Impulsive Buying.
Carlos Bauer, The University of Texas at San AntodiBA*

Impulsive buying, and other consequences linked to lack cteatfol have been extensively studied in the Marketing and Consumer
Behavior literatures. Perhaps one of the most frequent explanations for impulsive buying isiepgetan. This study proposes a

novel moderator for impulsive buying, visual perspective. When evaluating products or behaviors, either in the pastonguuarers

may do so from a first or thirderson perspective. We argue that changes in vistializparticularly moving from the default 1st person

to a 3rd person perspective decreases the consumer sedthdtthek e | |
effects are not due to lack of mental resources. In additiohlifeaature suggest that resulting effects from variations in visual
perspective are not due to changes in construal levels.

For more information contactarlosforphd@gmail.com

Can | Extend my Enjoyment if | Change Perspectives? The Role of Visadilim Perspective on Satiation
Carlos Bauer, The University of Texas at San Antonio*

Product satiation is a problem that marketers face constantly. As past studies have shown, satiation does not only dendilicg th

but also motivees satiated consumers to seek variety. The purpose of this study is to put forth a novel variable that may help ameliol
the negative effects of satiation. As consumers evaluate a product or experience, they may do so either from the-pefsuoit firs

visual perspective or from a thiqgerson visual perspective. Since repeated consumption increases satiation, we argue that visualizin
such consumption from a thikrson perspective slows the satiation process down compared to when such visutkegiptace

from a firstperson perspective.

For more information contacatarlosforphd@gmail.com



The Effect of Product Availability on Choice in Different Display Environments
Sarah Whitley, Boston University, USA*
Remi Trudel Boston University, USA

We show that product availability influences consumer choice differently depending on the retail environment. When ppdaigsct di
allow for empty space that signals scarcity, consumers interpret low paodhiletbility as a sign of popularity, driving choice of that
option. Instead, consumers confer high product availability as an indirect sign of popularity among consumers wheneiewing th
fully -stocked displays of efficient assortment retailers, promputivagce of the most available option.

For more information contacscwhit@bu.edu

The effect of display format on choice variety in the simultaneous multiple choice condition
Jihye Park, Hankuk University of Forie@tudies*

The purchase of this study was to examine the effect of product display format on choice variety in the simultaneoushoiatiple
condition. Results of three experiments revealed that consumers tended to choose more piarigdnvhie segment display over in
the mixed display. The effect of display format on choice variety was strengthened when product variants were sinelaffdoit th
was weakened when assortment size increased. Results are applicable to stock emigg8KIJ for promoting choice variety in
simultaneous multiple purchases.

For more information contagihyepark@hufs.ac.kr

Advertisements as Threats to Competence
Raymond Lavoie, University of Manitoba, Canada*
Kelley Main, University of Manitoba, Canada

This research examines when advertisements will be perceived as threats and how to mitigate the perceived threatppSitsls 1 su
moderated mediation model in which advertisements for products froemd tirat a person did not choose are perceived as threats to
decision making competence which reduces affect. Threats can be perceived from advertisements that contain no claims and by
consumers who do not identify with a competing brand. Time moder&eeldtionship by reducing perceived threat. In Study 2 we
demonstrate that seeing an advertisement for a brand which consumers already own reduces their defensiveness towards competi
advertisements.

For more information contactimlavoir@myumanitoba.ca

Influence of addiction warnings on the consumption of everyday products and actions
Matthew D. Meng, Boston University, USA*
Remi Trudel, Boston University, USA
Carey K. Morewedge, Boston University, USA
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The most accepted strategy for combating addiction is simply to draw attention to the fact that an item, activity, oe suagthe
addictive. Through different experimental methodsstvew that framing an everyday product or action can actually backfire, resulting
in an increase in the deleterious behavior. Specifically, framing the act of shopping as being addictive increasesdattsimopping
decisions and the amount consunsmes willing to pay for products. Further, informing consumers that chocolate is addictive
significantly increases the amount of chocolate subsequently consumed.

For more information contactndmeng@bu.edu

Warm Brands as Relationship Partners: Sociakclusion and ConsumeBrand Relationships
Soyoung Kim, University of Alberta, Canada*
Sarah Moore, University of Alberta, Canada
Kyle Murray, University of Alberta, Canada

We focusonthesocialat ur e of brands by investigating -terimenderigérmct of s
reconsumption of warm brands. We find that socially excluded consumers are more likely to be emotionally attached todgarm bra
than competent brandséthus are willing to reconsume these warm brands. Over and above the transient consumption of brands, ¢
research suggests that cultivating relationships with warm brands can serve as an effective coping mechanism.

For more information contacsoyoung@ualberta.ca

Positive and Negative Effects of Service Recovery in the Absence of a Service Failure: The Mediating Effect of Surprise
Marcus Wardley, University of Oregon, USA*

Service failire and recovery has received extensive attention in the literature. However, little is known about the effects ozadenerali
service recovery effort on consumers who did not experience a service failure. This current paper fills the gap itutbebltera
examining a mass email recovery effort due to a website outage. We show that a service recovery involving an apologyloamrtead
purchase intention in consumers who werendt af f evithaddscolny t h
this increases purchase intention and trust. We show that surprise mediates this result.

For more information contagbhdinfo@uoregon.edu
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Gifts from Whom Matter:The Effect of Asymmetric Power Between Givers and Receiver§tair Preferences for Gifts
Woo Jin Choi, University of Seoul, South Korea
Jae Hong Park, Kyung Hee University, South Korea
Terryn Lee, Seoul National University, South Korea*

Past research on gifiving behaviors has presumed the receiyiger relationship as an equal and horizontal. However, in the real
world, an unequal power distribution can exist in many greeeiver relationships. This research suggests that the difference in
interpersonal pwer between givers and receivers can predict their gift preferences.

For more information contactvjchoi@uos.ac.kr

Loving to Be Different: How Romantic Love and Sexual Desire Influence the Desire to Be Different
Chenying Tang, Arizona State UniveysiUSA*

This article examines the functionally independent roles of romantic love and sexual desire in influencing the desfferembdtd
suggests that when in love (vs. lust), people take on atéyngperspective, which facilitates abstract thinkingdpaing greater social
distance and thereby enhances the desire to express difference. These findings offer initial insights into how markekers can
strategic use of romantic versus sex appeals to promote a diversity of products and opinions.

For moreinformation contactChenying. Tang@asu.edu

The Purgatory of No Reply
George Alba, Federal University of Rio Grande do Sul & Federal Institute of Rio Grande do Sul, Brazil*
Caglar Irmak, Uniersity of Miami, USA

From dating proposals to product negotiations, consumers and companies sometimes do not receive any reply to thdmopndapesals
relevant parties. We investi gat eferéenbeandideuipiaeaking.olfvo studies demonstratg n
that after receiving no (vs. negative) reply consumers are more likely to update their personal profile at a datingivebditeeathe
asking price for their car at a greater amount. We show tisatffiect is mediated by lower perceived interest from the relevant party in
the no (vs. negative) reply condition.

For more information contaaffeorge.alba@hotmail.com

How Creative is Jack of all Trades? The Effects of Multitasking on Consumer Créigt
Sydney Chinchanachokchai, University of Wiscondiau Claire*

In the world of fast changing environments, consumers have a tendency to perform more than one task at a time; foextiagnple, t
while watching TV, listening to the radio while doing homework. This multitasking behavior in consumers is inevitablddatfext
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consumer creativity. Consumers sometimes encounter situations in which they need to use theisphobigiskill to alter a product
to enhance its performance or appearance, or even to create a new product (creativity). This researcthexgpesesnd structures of
task in multitasking and how they affect consumer creativity.

For more information contacthinchb@uwec.edu

Do Thanks Really Cost Nothing? When (High) Feelings of Gratitude Do Natld Better Relational Outcomes
George Alba, Federal University of Rio Grande do Sul & Federal Institute of Rio Grande do Sul, Brazil*
Rafael Lionello, Federal University of Rio Grande do Sul, Brazil

Many scholaradvocate that gratitude increases psychologicateaiig in daily life, as well as it builds and preserves strong social
relationships. Nevertheless, gratitude has been largely underestimated by consumer psychology literature. Our workiggbws that
levels of gratitude create a large window for consumers reciprocate. However, our findings indicate that-gestéddeciprocal
behaviors may be harmful to consumers, because consumers become more susceptible tcopéikeahdecisions. In addition,ev
shed light to the fact that high | evels of c¢onsunkedr swh egmr attl
feel that they have already reciprocated.

For more information contactfeorge.alba@hotmail.com

The Effect ofInferred Chances for Reaffiliation on Socially Excluded Consumers' Response to Scarcity Appeals
Na Ri Yoon, Seoul National University, Korea*

In response to social exclusion, individuals may show behaviors of either conformity omtiéfitva, depending on their cognitive
assessment of chances for reaffiliation. The results reveal that when socially excluded individuals inferred low cleceties the
group, they indicated higher purchase intention for products unavailable te@otiseimers due to limited supply (supglye scarcity)
and not because they already have been purchased by many people {sidmandrcity). However, individuals who inferred high
chances for reacceptance showed similar preference between prodimiiethduantity due to prior consumption by others
(demandside scarcity) and products in scarcity because of restricted supply (sigplycarcity).

(*This paper is an extract from the author's master's thesis.)

For more information contactentrol@sn.ac.kr
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To-Date versus Te€50?: Exploring the Interplay of SeHConstrual and Goal Framing in the Effectiveness of Advertising Campaigns
for Charitable Giving

Soyoung Lee, The University of Texas at Austin*

Wei-Na Lee, TheJniversity of Texas at Austin

Yoon Hi Sung, The University of Texas at Austin

The study examines how individuals' setinstrual (i.e., independent vs. interdependent) interacts with advertising messages featured |
goal framing (i.e., tao vs. tedate) for charitable donations in a shared goal context. Based on this, the current study aims to answer h
sefconstrual and goal framing are associ ated a aptofselfcdnstraal ang e o |
goal framing, a 2 (Selonstrual: Independent vs. Interdependent) x 2 (Goal framing typgs:ftaming vs. tedate framing) factorial
design will be employed. Theoretical and empirical implications are discussed.

For more infemation contactteesy8733@utexas.edu

Business in Mind, Recklessness in Action : Incomplete Prior Decisions Increase Risk Taking on the Subsequent Behavior
Jinwoo Kim, Seoul National University*
Kyoungmi Lee, Seoul National University

It is common for consumers to postpone their resolutions on a specific choice to a later time. The current researah hieuses o
downstream consequences of such incomplete prior decisions (IPDs) and demonstrates how IPDs inctakisestaskiencies in
subsequent decision making. Two experiments were conducted to test the hypothesis. In Study 1a, participants in tree incomplet
condition showed higher preferences for a riskier option compared to participants in the complete c&talitjohb also replicated
such results. The current research will help understand how everyday behaviors, postponing decision making to a fidet ttiveie, a
subsequent decision making.

For more information contagikim72@gmail.com

When More Peple Give And When People Give More: Comparing Appeals To Express Support Versus Make A Difference
Minjung Koo, Sungkyunkwan University
Ayelet Fishbach, University of Chicago
Hye Kyung Park, Community Chest of Korea*

We compare two types of persuasive appeals in charidalaobl e g
Aimake a differenced for t ha-isupponappealincreasesfmrticipatitiaateswhereasa hat an
makea-difference appeal increases the average contribution. It is because these two appeals tap into two different motivations peo
have to contribute to a social cause: to express commitment to the cause via widespvelid giuimg and to help the social

organization make progress on solving a problem via a substantial resource investment.

For more information contacsoma0605@gmail.com
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Thinking About the Past Mitigates the Positive Effect of Vivid Information
AnaKono, University of Miami, USA*
Juliano Laran, University of Miami, USA

Vivid information increases the desire for a product by facilitating consumers to imagine its consumption (Nisbett a@80RraSsI
researchexplr es i f this effect is moderated by a consumer 6s temg
thinking orientation, vivid information does indeed positively impact desire; but when a consumer is thinking aboutvhédpast,
information negatively impacts desire. We suggest this occurs because vividness and thinking about the past can produed an imag
consumption that is too familiar, generating a sense of #fb

For more information contacakono@bus.miami.edu

Paying Memories of Kindness Forward: The Impact of Memory and Power on Prosocial Behavior
Katina Kulow, University of Louisville, USA
Kara Bettley, University of South Carolina, USA*
Priyali Rajagopal, University of South Carolina, USA

This research seeks to understand how increasing the salience of altruistic memories among consumers wiligeocitbehavior.

More specifically, we investigate how memories of receiving (vs. giving) help may result in an increase in charitabdenginmg
individuals who are low (vs. high) in power. We suggest that eliciting memories of being a benefisiamyme o ne el sebs ¢
promote future prosocial behavior, particularly in contexts that will afford the consumer a perceived increase in power.

For more information contackara.Bentley@grad.moore.sc.edu

Stop Arguing! Interparental Conflict ard Consumer Avoidance Behavior
Mengmeng Liu, Temple University, USA*
Maureen Morrin, Temple University, USA
Boyoun Chae, Temple University, USA

This article examines how interparental conflictexpernced during oneds childhood i mpact
Specifically, we hypothesize that exposure to high levels of interparental conflict early in life motivates such consavogts to

products and services that exhibit a potentiaffart ur e confl i ct or that are fAtaintedo \
show that adults who report having witnessed higher levels of interparental conflict as children avoid products anthaemaes

involve interpersonal conflide.g., price negotiation) as well those that are corflieti nt ed (i . e., associate
disagreement).

For more information contactnengmeng.liu@temple.edu
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The Benefits of Distraction: Distracting Ads Cue Consumers to Infnoduct Liking through Metacognitive Inferences
Daniel M. Zane, Ohio State University, USA*
Robert W. Smith, Ohio State University, USA
Rebecca Walker Reczek, Ohio State University, USA

This research explores how a c¢ ons ume ffotad adeeitisrmdnttineamaltdasking stking o s
affects his or her views of the advertisement and the advertised product based on metacognitive inferences frarDedteimtipfrom

a lay theory that oneds attention is diagnosti c anhfdvestiredds i
product when the ad draws their attenti on atteotioreareimallaable anckuynderc t ¢
certain circumstances, high perceived attention to an advertisement leads consumers to instead infer annoyance with the ad.

For more information contactane.7@osu.edu

The Role of Social Distance and Message Framing ©haritable Giving
Kara Bentley, University of South Carolina, USA
Katina Kulow, University of Louisville, USA*
Mitchel Murdock, University of South Carolina, USA

Two studies illustrate that pitisely-framed charitable appeals generate more donations than negétiwedd charitable appeals when
victims are seen as socially distant. Additional evidence suggests thaffdut is mediated by empath

For more information contact: Kara.Bentleg@d.moore.sc.edu

Are people happier when giving to others? A cragdtural examination
Merav WeissSidi, BenGurion University of the Negev, Israel*
Hila Riemer, BerGurion University of the Negev, Israel

Research shows that people are happier when spending on others than when spending on themselves. We examine this phenome
across cultures. According to past research, individualists gain happiness from fulfilling individual goals. This wosldisaitjoey

should be happier when spending on themselves, while collectivists should be happier when spending on others. Ourzedioceptuali
however, proposes a different effect: Because altruism aims, in fact, at fulfilling selfish needs, we expecaiistévidioe happier
when spending on others. By contrast, collectivi st pgortseumb e d
propositions. Future directions are discussed.

For more information contactneravws@gmail.com
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Offering Initial Evidence of a ChoiceRemoval Effect
Brian Gillespie University of New Mexico*
Ryall Carroll, St. John's University
Christian Otto, University of New Mexico

Consumers are @ presented with choice sets in which they are required to compare multiple options simultaneously before makin
final decision. It has therefore been assumed that removing options from a choice set prior to making a selection wéllmagatnie

chadce effects, increase decision ease, lead to optimal choice outcomes, and increase satisfaction with the final chesntThe pr
research explores this phenomenon and offers evidence contrary to this assumption. Two studies suppemaayalietet

indicating that option removal shifts consumers' motivations for choice. These motivational shifts resuttptirsaboutcomes,

decreased satisfaction with the choice, and fail to make the decision process easier for the consumer.

For more informatin contactbriangillespie@unm.edu

Goal Failure Enhances Creativity
Luke Nowlan, University of Miami, USA*
Juliano Laran, University of Miami, USA

This research explores the consequences of goal failuregmitive processes and subsequent performance in tasks unrelated to the
goal. Specifically, we propose that failing at a goal enhances performance on tasks involving creativity. This occuigoadtzilise
leads to the consideration of an array ¢émative goals and activities, which activates a flexible mindset and helps people be more
creative. The findings offer a contribution to the goal pursuit literature by highlighting an unexplored consequendaibfrgo@he
findings also offer a coribution to the creativity literature by demonstrating a new antecedent of creativity.

For more information contactvynowlan@bus.miami.edu

Choosing an I nferior Alternative: The Case of Disappearing
Rusty Stough, Graduate StudeUnited States*
Evan Polman, Assistant Professor, United States

People receive things which they do not choose; for example: a door prize at an event, or a free item from a storeciOlaolesat
howconsumerma ke choi ces when these Ainheritedod items become unc:
affected by subsequently unavailable options. We extend this work by examining items that consumers acquire despdectespre

We fourd that when people experience a loss of an inherited option, they try to replace it with a similar option, to suchtlaat ¢xégnt

will choose an option that is inferior to other available options.

For more information contactstough@wisc.edu
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Reacting to Moral Marketplace Claims: Consumer Moral Skepticism
Jeff Rotman, Ivey Business School, Western University*
Gail Leizerovici, lvey Business School, Western University
June Cotte, Ivey Business School, 8égn University
Remi Trudel, Boston University, USA

The need for CSR has become increasingly important with consumers becoming progressively attentive to corporate aotighs. Thr
7 studies, this research developsard@ | i dat es a measure of Consumer Mor al Skept
scrutinize marketplace moral claims. Study 1, 2a and 2b demonstrate convergent, discriminant, and predictive valigi8yan&dud
demonstrate that those highCMS elaborate on claims which results in backlash when unbelievable claims are made. This backlas
can be mitigated when the company has a trustworthy reputation (study 5). Lastly, study 6 provides behavioral evidestatidgmo
that CMS predictactual purchasing behavior.

For more information contagrotman@ivey.ca

Older and wiser? Exploring product placement vulnerability in older adults
Beth Armstrong, Lancaster University, UK*
Charlie Lewis, Lancaster UniversityK

Product placements influence consumer brand attitude and product choice, though opinion divides over whether the influleiice is

or explicit. Aging can decrease explicit memory but priming remains stable, potentially ingrplagiement influence. The effect of
placement exposure on the brand recall and product choice of 260 older and young adults was examined. Older adult$ who did no
remember the placement showed no evidence of implicit effects. Recall had no influeneetwidl of younger adults. However, the
older participants who remembered the placement were more likely to select the product, suggesting that aging incnedsity vulne

For more information contadb.armstrongl@Iancaster.ac.uk

The embodied eéfcts of marking action on consumer judgments
Gunwoo Yoon, University of Miami, USA*
Patrick Vargas, University of lllinois at Urbat@hampaign, USA*

Our bodily experiences can exert an influence on how we thinkr@sgsrch examines whether the way a choice is physically
experienced can influence how people respond to choice options. We manipulate bodily experiences at the point of dtioice by as
people to either draw chegkarks, or Xmarks when making choicesh@ results indicated that, compared to negatively connoted
X-marking actions, performing positively connoted chatdrking actions leads people to evaluate novel targets as more pleasant and tc
agree more with statements about familiar, controversiallqualigies. Differential marking actions with check andmérks could

shape how people make judgments.

For more information contaclunwooyoon@ miami.edu
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Want a taste?: Consumer Contamination in Food Advertisements
Donya Shabgard, University Manitoba, Canada*
Kelley Main, University of Manitoba, Canada

Consumers encounter various advertisements in their day to day life, most of which contain images of food and deasgerts. Ino
research, we presented figipants with one of three dessert advertisements, a bitten dessert, one cut in half, or a dessert left untouch
Our findings support the literature on consumer contamination showing that participants who viewed the bitten desgert found t
advertisemets to be unappealing, least appetizing, and most inappropriate for a healthy menu. We also find differences between
individuals with and without dieting experience in their perceptions of the dessert.

For more information contactimshabgd@cc.umanitoba.ca

Fuel or food? Priming a performance mindset in absence of task achievement increases consumption and preferences for
high-calorie foods

Pierrick Gomez, NEOMA Business School*

Dimitri Vasiljevic, NEOMA Business School*

This research examines how priming the concept of performance influence food behavior beyond task achievement. Irsfoue studie
show that priming the concept of performance increases consumption and preferencesdalohigfoods.

For more information contagpierrick.gomez@wanadoo.fr

The Role of Culture in Consumer Response to Negative Experiences
Hila Riemer, Ben Gurion University, Israel*
Oded Zafrani, Ben Gurion University, Israel*

The goal of this study is to examine differences between individualists (independents) and collectivists (interdepeth@énts) in
responses to negative consumption experiences (e.g., their favorite team playing carelessly and losing the gamee @@ servic
restaurant). We propose that independents are more likely than interdependents to express intentions of negative bethdier tow
experience provider following a negative experience. This is supported in two experiments, which additionalyastimaréaction

is mediated by negative emotions toward the experience provider and is driven by the existence of prior expectatiatie dfionse
are discussed.

For moreinformation contactOdedzaf@post.bgu.ac.il
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Does CustomefStranger Interaction Vary as a Function of Age in the Retail Context?
Tabitha Thomas, Univesty of Otago, New Zealand*
Kirsten Robertson, Univesty of Otago, New Zealand
Maree Thyne, Univesty ddtago, New Zealand
Preeti KrishnarLyndem, Indian Institute of Management, Bangalore

In the present research, we examine how cust@tnenger interactions vary as a function of age in the offline retaiéxbm{cross
three studies, we find that compared to younger customers, older customers engage more in stranger interactionstaryensfty s
advice and reassurance, ultimately treating strangers as a shopping companion.

For more information conta: tabitha.thomas@otago.ac.nz

The Effects of color lightness on Ethical Behavior
Eunmi Jeon, School of Business Sungkyunkwan University, Korea*
Myungwoo Nam, School of Business Sungkyunkwan University, Korea*

Our research aims to have better understanding of how change in lightness of image influences evaluatgay dfnaige. Two

different predictions can be made with regard to how lightness of color affects ethical evaluations. In literature andleekgiss is
associated with evil and lightness is associated with good. For instance, Frank and Gilovich (1988) demonstratedyifetesports
wearing black are perceived as more violent than players wearing nonblack attires. Therefore, one can pradiet thaages would

lead people to evaluate pgay image to be less ethical. On the other hand, it could be argued that lighter image would prompt people
behave in more ethical manners. This would make them to be more sensitive to societal normtigyanoeld view lighter images
containing pregay message to be less ethical.

For more information contagem7453@gmail.com

How do you feel?: Factors affecting quality of life in the social media context
Seonjeong Ally Lee, Kent State UniversitySl*

Well-being marketing is a business philosophy that guides companies to develop and implement marketing strategies to focus on
enhancing customer wdlleing through the customer/product life cycle. With the exponential gafvetbcial media these days, the
purpose of this proposal is to examine the effectiveness obeaily marketing in the social media context, based on the
self-determination theory as a theoretical background. This proposal attempts to identify (Ij @ateces of cust omer s
well-being and (2) key outcomes of the sense of-bweilhg in the social media context.

For more information contacélee89@kent.edu
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6Sorry, | 6ve got a thingbé: The integoaper sonal benefits of p
Sarah Memmi, Duke University, USA*
Jordan Etkin, Duke University, USA
Christine Moorman, Duke University, USA

Precommitment is a widely recognized sadhtrol strategy that increases gadherence by restricting future choices. Even when
self-control is intact, however, consumers must regularly navigate interpersonal conflict in their social environments talpedsue v
personal goals. This research demonstrates that when goal carifiterpersonal, precommitments to a personaldgoaparticular,
precommitments whose consequences affect other @eapteesase goal adherence. We further demonstrate that this effect is driven by
reduced selfishness for choosing a-satrested over eelational goal. We identify precommitment as an effective but overlooked
strategy that can help consumers shield personal goals from competing interpersonal demands.

For more information contacsarah.memmi@duke.edu

Learning Lingo
Sara Hanson, Univsity of Oregon, USA
Troy Campell, University of Oregon, USA
Katie Mercurio, University of Oregon, USA*

This research explores whether education and use of lingo, vocabulary or jargon relatrtbhio brand, product, or product category,
influences consumersd enjoyment and mastery of a product,
consumers who learn lingo about bottled water are willing to pay more for the bottkrdheat consumers who do not learn the lingo.
Future research will test the proposed mechanism in a lab study using existing Star Wars fans and a field study a¢am,anthibeis
integrating the impact of lingo use and prior expertise as moderators.

For more information contacskhanson@uoregon.edu

Money Given Away is More Valuable
Liane Nagengast, University of St. Gallen, Switzerland*
Johannes Bauer, University of St. Gallen, Switzerland
Michael NortonHarvard Business School, USA

Across various disciplines, research has analyzed the effectivenessfotgs#d vs. othefocused (prosocial) bonuses in influencing
individual behavior. The effectiveness of prosocial bonuses hasbéei nked t o the fAwarm gl owodo of
experience positive feelings from the act of fAdoing tgoodo.
influence behavi ors, sug g edsferdepending tnavhether amepuivaentdonusasisper onpiharswoeop
oneself. Two laboratory experiments show that individuals overvalue-foitiesed compared to séticused bonuses. These results
have implications for the design of incentive scheme

For more information contadiane.nagengast@unisg.ch
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Sensitivity of CSRBased Identification in the Event of Negative Publicity
Sabine Einwiller, University of Vienna, Austria*
Bettina Lis, University of Bayreuth, Germany
Sankar Sen, Baruch College, USA

Consumeicompany (GC) identification can protect attitudes in the event of negative publicity. In this research we analyze whether thi
protective effect is suspended if the negative infotmi on assai l s the attributes on which
attributes may be corporate social responsibility (CSR) or corporate ability (CA) related. It shows that when consuifyengtidant
company because of CSR, attitudes detate even more in the event of CSR misbehavior than when consumers do not identify with the
firm. This boomerang effect does not occur whe@ @entification is CAbased.

For more information contac$abine.einwiller@univie.ac.at

Consumers' reliaace on imagination moderates the effect of information on anticipated satisfaction
Samuel Franssens, London Business School, UK*
Simona Botti, London Business School, UK

Information has been shown to positivalf f ect consumer sé anticipated satisfactio
consumers a sense of control. We predicted that consumers derive a sense of control from fantasizing about upcomieg argerienc
would therefore have a lower need mntrol through information. Three experiments indeed show that the positive effect of
information on anticipated satisfaction decreases or even reverses for consumers with an imaginasiee mind

For more information contacéfranssens@london.edu

Reducing Product Uncertainty by Increasing It: The Metacognitive Processing of Delnstucing ConsumerGenerated
Product Reviews
Christilene du Plessis, Rotterdam School of Management, Erasmus University, The Netherlands*
AndrewT. Stephen, University of Oxford, England
Yakov Bart, Northeastern University, USA
Dilney Goncalves, IE Business School, Spain

A field study and two experiments demonstrate that encouragmgn s umer s t o fAmerely thinko abou
trustworthiness of incentivized reviewers can mitigate seureel at ed uncertaintyds negative ef

thinking about sourceelated uncertainty is shown to make revieaders unsure about the basis of their uncertainty. Consequently, the
impact of uncertainty on evaluations is reduced without uncertainty being resolved. However, elaborating oalatedaencertainty
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could also solidify doubts and enhancesitiverse effects on judgments. As such, we show that the mere thought effect depends on
whether uncertainty is integral (enhance) or incidental (attenuate) to judgment formation.

For more information contaattuplessis@rsm.nl

The Excitement of Rentals
Li Huang, University of South Carolina, USA*
Natalie Truong, Nanyang Technological University, Singapore*
Jennifer Argo, University of Alberta, Canada

How do consumers form their relationships wighted products? Across two studies, we find that renting a product is conceptually
similar to a fling and as a result consumers feel more excitement using a rented as compared to an owned productisThis effect
attenuated when the number of times a coresumes the same rental increases.

For more information contadtaffeel@gmail.com

1,000 ml vs. 1L: The effect of a unit size, unit congruency, and product similarity on perceived volume of bundled products
Youngsung Kim, Hankuk University of Foriegtusies
Jihye Park, Hankuk University of Foreign Studies*

The purpose of this study was to examine the effect of a unit size of a core product in the bundle on perceived voaddiionaln
product and the total vaine of a bundle. Results of three experiments revealed that people tended to overestimate the volume of an
additional product and the total volume of a bundle, when the unit of a core product was low. The unit effect was sttevigghehe

units of a coe product and an additional product were congruent and when the bundled products are similar. Estimation bias was fol
in product bundling.

For more information contadgihyepark@hufs.ac.kr

Does a Happy Mood Always Lead to Decisions based on FegHlng
Sungjun Park, College of Business, KAIST, Korea
MoonYong Kim, College of Business, Hankuk University of Foreign Studies, Korea*

This research examines a boundary condition for the effects of a happy misadiregpbased decision making. The results of two
experiments show that happy individuals are more likely to choose cognitively versus affectively superior options wdt@nassitu
controlled by others (vs. o0nehétbhappy sadividyals ard rmoee likalg td felg anicogmitivea n a | y
reasorAbased decision making when others are in control of a situation.

For more information contagbarksj89@business.kaist.edu
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When Beauty |1 sndét Skin Deep: Avarsiomte tUgly¢doo@sont agi on and Consum
Lauren Grewal, University of Pittsburgh, USA*
Jillian Hmurovic, University of Pittsburgh, USA*
Cait Lamberton, University of Pittsburgh, USA
Rebecca Walker Reczek, Ottivate University, USA

There is currently a |l arge problem of food waste duttato th
number of programs trying to combat food waste, thus far, researchergrapdnies alike are not sure exactly why consumers find
non-aesthetically pleasing foods so aversive. Across a couple of studies thus far, this research demonstrates that conaumers have
systematic preference for more versus less aesthetically pleasigveo ns of t he same food due to
features to the consumer through a process we term Acosmet

For more information contadaurengrewal@gmail.com
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Friday, 26 February 2016

Registration
7:00 am- 8:00 pm
Grand Palm Col. West

Breakfast
7:30 am- 8:15 am
Grand Palm Col. West

Session 1
8:15 am- 9:30 am
SymposiumBeyond Personal Consumption: How Consumers Choose for Joint
Consumption and Ot herdéds Consumption
Chair: Yanping Tu, University of Florida, USA

Choosing Variety for JoitConsumption in Committed Relationships
Jordan Etkin, Duke University, USA*

Variety plays a key role in choice. People are attracted to varied product assortments (Broniarczyk et al. 1998; H@@8;dyahgar

and Lepper 2000; Rolls et al. 1981) and choose varied consumption experiences even when it means selectimetk#smefe
(Ariely and Levav 2000; Ratner et al. 1999). Decades of re
consumption (Ariely and Levav 2000; Berlyne 1970; Kahn and Wansink 2004; Menon and Kahn 1995; Ratner and Kahn 2002; Rajl
1980; Simonson 1990).

In addition to choosing more or less variety for personal consumption, however, consumers can also choose more or fess variet
joint-consumption with a committed relationship partner. When a person decides what to do witlehs&pouke over the weekend, for
instance, that person could choose more varied activities to do together (e.g., going out to dinner, to a movie, asett)ooa less
varied activities to do together (e.g., going out to dinner at different restauk&hikd prior work provides much insight into factors that
drive choice of variety for personal consumption, factors that shape choice of variety fopoj@omption in committed relationships
have yet to be explored. What might affect how much vari@tgemers prefer?

| propose that whether consumers choose more or less variety fecgasumption in committed relationships depends on their
relationship time perspectivehe perceived future time ahead in the relationship.

Research on aging and tpvity (Carstensen 1992, 2006; Carstensen et al. 1999; Mogilner, Kamvar, and Aaker 2011; Sinha and Wal
2013; Williams and Drolet 2005) posits that consumers monitor the passage of time, paying particular attention to tiimg adeedn

in the future (Mdina 1996; Suddendorf and Corballis 1997). Consumers may perceive more future time ahead in their life (i.e., a long
future time horizon) or they may perceive less future time ahead in their life (i.e., a shorter future time horizory) jrapddts th

emotions that they value. In particular, prior research shows that excitement, an emotion associated with the anticipag@vehts

(Kamvar and Harris 2009), is linked to happiness when individuals perceive a longer future time horizon, hatribewperceive a
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shorter future time horizon (Mogilner et al. 2012, 2011). Thus, when consumers perceive more (vs. less) future timif@hiseg in
value excitement, and desire exciting experiences, to a greater extent Carstensen 1992, 208 rCetrate1999; Fung et al. 1999;
Mogilner et al. 2012; 2011).

Similar to the |life course of an individual per sozedbya sugg
beginning and an end (e.g., the death of one or bothgra). Thus just as an individual may perceive more or less future time ahead in
his own life, | propose that consumers may perceive more or less future time ahead in a committed relationship.

Consumersé firelationshi p hevaue ofpxitermgntencthe relatoriships dnd thuk lhow murch variety is ¢
preferred for joiniconsumption. When consumers perceive more future time ahead in a committed relationship, they should value
excitement in the relationship to a greater extent. Bez@corporating more variety into what consumers do with a relationship partner
should make the relationship feel more exciting (Berlyne 1970; Faison 1977; Kahn 1995; Raju 1980; Menon and Kahn 1995;
Venkatesan 1973), | predict that perceiving more éss)lfuture time ahead in a committed relationship will increase how much variety
consumers choose for joinbnsumption with their partner.

Four experiments test these predictions. All experiments utilize participants in committed relationship®eéthtc relationships or
friendships) and manipulate perceived future time ahead in the relationship. Experiment 1 examined choice of actjvitiaka(@.g.
dinner, watch a movie at home, take a walk). Participants were randomly assigned to makdashoinesonsumption with their
romantic relationship partner, or for themselves, and we manipulated how much time they perceived ahead in their ratioastigxel
Results supported my predictions. In the jaiaohsumption condition, perceiving morgdre time ahead increased the variety of
activities chosenH(1, 188) = 4.08p < .05). There was no such effect, however, on choice of variety for solo consurkptidy).(

Experiment 2 examined restaurant choices and demonstrated the underlying. [Booiar to experiment 1, participants were

randomly assigned to make choices for j@ahsumption with a friend, or for themselves, and we manipulated how much time they
perceived ahead in their romantic relationship. Consistent with experimenté jairttconsumption condition, perceiving more future
time ahead increased choice of variety in restaurahts§.53 p < .05), driven by a greater value for excitement in the relationship (
=-.31, 95% CI {.66 to-.10]). There was no such effectvne v er , f or s o’k b), becausesthe vgiue of exaitenent in
participantsdé friendship abs-04,®0%% OVvBaAtb.13))r i ves choice in this

Building on these findings, experiments 3 and 4 further explore the underlyirggpriog manipulating the excitement afforded by
joint-consumption choice options (experiment 3) and how exciting the relationship feels prior to choice (experiment 4). Egperiment
examined movie choices. Results showed that perceiving more future tinteimlttea relationship increased the variety of movies
chosen for joinconsumption@=4.29p<. 05) , but when the movies themsel?¢#)s wer
Experiment 4 examined dinner recipe choices. Consistent with exgdr8nresults showed that perceiving more future time ahead in
the relationship increased the variety of recipes chosen forgoirsumption = 7.18 p <.01), but when the relationship was
independently made to feel exciting prior to choice, this efft was &&t)enuated (6

Together, the studies demonstrate that aspects of -seeking umer
behavior. The perceived future time ahead of a committed relationship determines whetleepiaé@pmore or less variety for

joint-consumption with their partner.

For more information contagbrdan.etkin@duke.edu
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The Friendly Taking Effect: How Interpersonal Closeness Leads to Seemingly Selfish Yet Jointly Maximizing Choice
Yanping Tu,University of Florida, USA*
Alex Shaw, University of Chicago, USA
Ayelet Fishbach, University of Chicago, USA

Consumers frequently choose consumption packages for the self and other togethecpjusidigring the benefits for both. For
example, they choose snacks and movie to consume with friends. Consumption packages are not créasednequalvide greater
self-benefit and some provide greater othenefit. In addition, consumption packagesyay the total benefits they offer. In this
research, we study consumers choosing between a consumption package that offers significantlyimeoefisénd thus greater
totalbenefit) (e.g., 5@ninute/30minute massage for self /other) and a conswnptiackage that offers slightly more otfemefit
(e.g., 30minute/40minute massage for self/other), and explore the impact of interpersonal closeness on choice fdrahefiilf
package.

On the one hand, closeness may reduce choice oftHeegef f i t i hg package because people ca
(Batson 1991; Clark 1983). On the other hand, interpersonal closeness may increase choice -bethefitiald package in our

paradigm because the sbinefitting option maximize®int benefit. Because cognitively closeness is characterized a highlighted sense
of selfother collective (Aron et al. 1991), as evidenced by research eatBelf merging (Batson et al. 1997), cognitive

interdependence (Kelley and Thibaut 1978), and ese(Cialdini et al. 1997), we argue that closeness may lead the concern for joint
benefit to override the concern for either dhefitorotheb enef i t. We expl ore this possibil]
ef fect 0 bec aehndthatakiagisifriendlg (net, coacarn for the tdtahefit; weoriented) rather than selfish (i.e., concern

for the self benefit;-briented).

Six studies support our theorizing using different manipulations of interpersonal closeness. In Sartdgifjants chose between two
chocolate sampling packages for themselves and another dpdisan chogolatedor self + 3chocolates or ot her 6 ver s
chocolategor self + 4chocolate§ or ot her . 06 Parti ci pant sveré nmorelikeleto adhdose package\Ag63% d i
VS. 3(5) %4.60a6p = .032), although they learned they could not redistribute their chocolates.

Study 2 ruled out future reciprocity as an al tipamswauldinote by
interact in the future. Specifically, we first manipulated closeness by having participants chat with an anonymousethetlowiing

the procedure of the Relationship Closeness Induction Task (Sedikides et al. 1999). We therchmh{saaind the anonymous other
rank preferences for five gift items®(ls best), and asked participants to choose between two gift padkfigks fadoste for self +
3rdf avorite f or ofavdriee fobselfir-@mdsauvso rili Bt. e Aglimhmoreopedple chosé package A in the close (vs.
distant) condition (77% vs. 55%%(1) = 4.57, p = .030).

Study 3 replicated the friendly taking efféctthe context of 1) selecting airlines to earn award miles and 2) selecting cab routes to save
time, even without explicit mention of the total benefit information.

Study4 ruled out the alternative explanations that people are more selfish towards, and anticipate more forgiveness fronmercloser o
In the context of receiving referral program gjftve had participants choose between two gift delivery time options, and manipulated

whether the beneficiary in the overall sooner delivery package is selfodagthar. gi ft for self (vs. ot hi
other (vs. self)isdeliverd i n 50 dayso versus fAB. gift for self (vs. ot he
dayso. Participants chose the overall sooner del i voéwhgtterp ac k
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itds more beneficial for s%I)$908p=.0030r fortiheenrd!(yi .tea.k,i nfgr;i*(Erod% \
= 3.36,p=.067).

Study5 provided information processing evidence for the proposed mechanism (i.e., greater concern forttbedfitah closer
relationship), in the context of choosing between two massage packages. In study 4a, we told particjpameakeas decisionhey
canonly view one of thehree types of information: time for self, time for other, and total time. We found more participants acquired
information on total time in the close (vs. distant) condi(@2f6vs.4 2 %72) =s4.55p = .033. In study 4byve presented participants

with total time and asked participants whether they would like to pay to view the specific allocation before makingeh&/ehioicnd

l ess participants agaswheeod infohmati omE8cs\BEMWE(D SR p7nAT.Inc on d
study 4c, we revealed all the information to participants, asked them to make a choice, and a few minutes later, had tHem fe¢ o t
timeodo in the option of their c httmenethe clogégvs.fdistant) cbndeid@min esrl0.7me mo
min, F(1, 130) = 5.47p = .02]), suggesting greater attention to joint benefit.

Study6 provided mediation evidence for the proposed mechanism, as vigleey measuringi t a kK i n g @ pabtigiparitssstart n
with a hypothetical massage package that gives them 0 minutes and gives the other 10\Wenas&ed participants ttecide how
many minutes to take from the othgarson under the rule that each minute they take from the piraon will be converted into 3
minutes for themselves. Participants took more minutes from a closer other (3.02 vs. 2.10, t(112) = 2.40, p = .018)asedl thei
importance of maximizing total time (4.66 vs. 3.60, t(112) = 2.90, p = .004) and mediatéf@ ¢hefecloseness on taking.

Relationshignvolves give and take. People give more to closer others, partly because giving to a close other feels like giving to the
self-other collective. We show that, interestingly, for exactly the same reason, &gicfoseness may also lead to more taking, as
long as it maximizes joint benefit.

For more information contacyanping.tu@warrington.ufl.edu

The Interactive Effect of Social Distance and Queue Length on Rayrorward: Role of Felt Responsibility
Narayan Janakiraman, University of Texas at Arlington, USA
Zhiyong Yang, University of Texas at Arlington, USA
Morgan Ward, Southern Methodist University, USA*

The phenomenon of paying it forward (PIF), which is understood as a set of behaviors in which individual A extends adkBdnelss
subsequently, rather thanpaying a similar gesture back to A, B instead pays it forward to C and C to D and so loihsereon at first
blush to be a rare occurrence as it requires the cooperation and generosity of long chains of relative strangers. helowevesf t
reciprocity is a powerful influence on behavior and it has been shown that once an individual &xélirglhe is strongly motivated to
repay the favor to the originator (Cialdini and Goldstein 2004). Thus, it follows that when one receives a kindneds, iatiméskto
re-pay the favor (even if not directly to the originator of the gift). Mucthefextant research on these effects shows that individuals tend
to follow a norm of generalized reciprocity which is characterized by the individual (who received the initial benefrougeant)

feels positive affect and subsequently is motivatgubss forward a similar generous deed to an unrelated third party.

In this research we examine how the social context in which the giver chooses to pay forward the act of generosity, igédittsdd
to do so. We suggest that there are importantestumal variables that may play a role in the decision to PIF. We suggest that the
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l'i kelihood to PIF is a function of both the i ndi vidualsinaghes 6 i
chain that may potentially berefrom the act of generosity.

Prior research examining group identification finds that the size of the group and the degree to which one affiliaeegnoitp th

identity will greatly influence i ndi esudgestthasidterdetendivetlvindividuald o wa
from a group that one perceives as psychologically close (ingroup), engenders feelings of closeness and responsibilitydBrewe
Gardener 1996). Furthermore, as the psychological distance increases, the@erceii s | ess | i kely to ado
and is more likely to process the information at a higher, abstract construal level (Trope and Liberman 2000). Draviia¢jtecature

on the identifiable victim effect, we suggestthatwiliegps t o PI F is similarly affected by
the giver. Since oneds identification with a gr odutpwepuggestt i v

that a recipient who is froen outgroup will be perceived as a radividualized thereby decreasing his/her likelihood to pay forward a
good deed to this person. Likewise, the size of the group is likely to affect how identifiable the recipient is. SpesHicailggest that
peoge in a large group are less identifiable and thus are less likely to receive a PIF item than those from a small greup. Thre
experiments support our proposed effects.

Study 1 featured A (social distance: closether vs. distanbther) x 2 (queue letig: short vs. longbetweersubjects design.
Paticipants were first instructed to imagine waiting in a queue at a coffee shop for a beverage during a sp@tcalatistance
was manipulated through school affiliation:the close [distant] other nditions, others in the line were from the same university
[opposing] team as the participant. Queue length was manipulated by visually depicting the participant in a queue \pithsbh [1]
behind him After reading the scenario, participants rated tliedtihood to PIF to the person behind them. The data revealed a
significant interactiorfF(1,130)=6.01p<.01). Participants in closether conditions were equally likely to PIM&=73.25% vs.
Miong=68.21%,F(1,130)=.48 p>.45) while those in distastther conditions were less likely RIF when the queue was long
(Mshor=76.00% vSM|4ng=58.71%,F(1,130)=12.35p<.01).

In study 2, we ruled out the rivalry between the opposing teams as an alternative explanation ahgsrdimtifeelings of
responsibility as the key mediator. The study design was similar to study 1 except that social distance was primedhbyticgpants
write about 10 similarities [dissimilarities] between themselves and others at the coffeefsdoiinePIF choice, participants reported
the degree to which they felt responsible for keeping the chain goiedodtd a significaninteraction F(1,128)=7.25p<.01) such
that individuals primed with similarity were equally likely to PMgor=72%VS. M| 0n=67%,F(1,128)=.49 p>.45). However, those
primed with dissimilarity were less likely to PIF when the queue was Mag,& 71% vs M on—44%,F(1,128)=15.1p<.01).
Mediation analysis showed that the extent to which individuals felt they espensible to keep the chain going mediated the
interaction of queue length and similarity on PIF.

Similar to study 2, in study 3 we examined how likely individuals were to PIF easy tasks depending on similarity/digsoroliuétrs

and number of ped@ behind them. Participants were told that they had to divide 4 tasks between themselves and a future participar
they could complete two wordssociation tasks (easy) or two vowelnting (difficult) tasks, or one of each. They were told that the
persa before them had chosen to pass two easy tasks onto them and that they would need to complete in addition to theeomes they
left with. The DV was whether they chose to pass forward both the easy tasks or not. In the high [low] similarity cthadition,
participants rated two produétsApple and Samsung smartphodesn ten attributes. Then were told that the person who was
completing the study next strongly [weakly] matched or 75% [25%] in their responses to the attribute questions and haarge were
similar [dissimilar] to them. In the short [long] queue condition, the participants were told that their actions would afftst]tpeople
behind them. Consistent with earlier studie&1(128)=3.79p<.05), individuals who had been primed with similarity showing equal
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proportion of passing forward under short (34%) and long (32%) queues; while those primed with dissimilarity were lésptiksly
forward under long (7%) than under short (29%) queue

For more information coatt: mkward@mail.smu.edu

Overly Specific Gift Giving:Givers Choose Personalized But Legsrsatile and Lesdreferred Gifts
Mary Steffel, Northeastern University, USA*
Elanor Williams, University of California San Diego, USA
Robyn LeBoeuf, Washington University, USA

Givers frequently tailor gifts to recipients, as it is not just the act of giving a gift, but the meattiag) gift, that matters (Belk 1996;
Schwartz 1967)Yet the tendency for givers to tailor gifts to recipients may, paradoxically, lead them to choose gifts that are not wha
recipients prefer to receiv/hen selecting and tailoring gifts, givers may foous r e c enguring, mistinscbvéraits to select what

seem like appropriate gifts, but recipients may be more aware that what they wansdepéedsituation and frequently chasge.g.,

Jones and Nisbett 1971; Nisbett et al. 19C8nsequentlygi ver s may gravitate toward gifts
too specific to meet recipientsd varying wants and needs.

Studies 1a, 1b, and 1c examine whether givers tend to choose gifts that are more specific than recipiemtepedfer th studyd,
participants imagined either giving or receiving a gift card and chose between a Visa gift card or a gift card forghe tedps f a v ¢
store. Recipients were more likely to want to receive the Visa gift card than givers \gerewoe?(1,iNt= 294)6= 44.50p < .001).

Study 1b illustrates the generality of this discrepancy by showing that recipients are more likely than givers to fhieded angiant for
several stores over one meant for a single st(k&g) =-2.36,p = .02 d=.43), a gift card over a gift(117) =-2.73 p=.007, d =.50),

and cash over a gift((18) =-4.05,p < .001,d =.74). Study 1c shows that this discrepancy extends to tangible gifts as well: recipients
preferred a multpurpose gift over ainglepurpose gift more than did giver$368.28) =5.08,p < .001,d = .61).

Study 2 investigates whether givers persist in choosing overly specific gifts even when they first consider what thegsheomsdé|

prefer to receive. Indeed, givers chaserly specific gift cards even when thegguentiallyassumed the roles of both recipient and

giver (pairedt(341) = 12.66p<.001,d=.71).St udi es 3a and 3b suggest that givers t
preferences. Study 3a she that recipientsvere more likely to consider a Visa gift card to be more thoughtful (relative to a store gift
car d) t hanwe=288)2il.20p < .801)(Additionally, recipients liked the Visa gift card more than givers thought they
would (t(236) = 4.04p < .001), and liked the store gift card less than givers thought they w{21@3.36) =2.77,p = .006). Study 3b
shows that givers persist in giving overly speciiént({l94P8)Et s
7.15,p <.001,d = 1.00, suggesting that attempts to signal knowledge about the recipient cannot completely explain this discrepancy

Studies 4a and 4b show that this discr ep arecdyringtrats andfar te@pients n
to focus on their own variable wants and needs. In study 4a, givers rated themselves more likely to conddar fribatitwas like as

a person when choosing a gift than recipients were to consider what they were like as a person when suggesting gifistbaytaou
receive {(169) = 5.58p < .001,d = .84). And, givers were less likely than recipientstocodse r t he r eci pi ent 6s
when choosing gifte(169) =-2.30,p = .02,d = .35). In study 4b, givers rated themselves more likely to choose a Visa gift card over the
store gift card when they first thought about what their recipienld like than when they first thought about what their recipigtike

(t(206) = 2.33p=.02,d = .32).
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Studiesba ands5b show that this giverecipient discrepancy can contribute to gift ame. In studypa, participants recalled a gift card

that they gave [received] and indicated how long it took the recipient [them] to redeem it (if at all). Gift cards wefer cpmdficity

based on the number of product categories for which they could be redeertipieRs took longer to redeem gift cards (if at all) the
more speci fi-€31,t=h4e08,p<we.r0e0 1()b, =but gi ver s-1B,a3-1.64d,d=.11h In studyph, wei p a t ¢
analyzed all gifts that were given in 2013 and redeevigiftly, a service that allows givers to give gift cards with a suggestion of
what to get and where to get it and allows recipients to receive their gifts as a credit to their credit card or PagP& aatolling for

gift value and method of ceipt, recipients took longer to redeem gifts that came with a specific suggestion of an item or place than on
that did not F(1, 9,355) = 75.899< . 0,0=1008).q

This work contributes to a growing body of research showing that givers often &ilcurately anticipate what recipients would most
like. It further suggests that givegcipient discrepancies in judgment may be one reason why so many gift cards go unredeemed. It al
suggests a solution: focusing on what recipients would like mayesg® givers to choose gifts that are more likely to be used and
appreciated.

For more information contt: m.steffel@neu.edu

Symposium:The Potential Pitfalls of Experiential Consumption
Chair: Jacqueline RifkinDuke University, USA

Discretionary Debt: Perceived Tim8ensitivity Predicts Willingness to Borrow for Experiences and Material Goods
Eesha Sharma, Dartmouth College, USA*
Stephanie Tully, University of Southe@alifornia, USA

Imagine wanting to purchase a stereo system, but not having cash to pay for it. You could borrow, delay the purchgeeher fore
purchase. What would you do? Now, replace the stereo with a sinpléehd concerticket for a touring band. Would your decision
change based on the ease or difficulty of making the same purchase in the future? The current work investigates the perceive
time-sensitivity of purchasing opportunities and how this ured@mined factom consumer borrowing can make novel predictions
about borrowing decisions for discretionary purchases.

Previous research suggests that physical longevity predicts willingness to borrow (WTB). People prefer borrowing fos fthaithase
last longer in timdecause they continue receiving benefits from the purchase over the period for whick feeyray for it (e.g., Hirst
etal., 1994). One fundamental categorization of purchases that is inherently tied to longevity is that of experiences ancdoasterial g
(Van Boven& Gilovich, 2003). Since experiences are shaliterd than material good#he previous research suggests that people
should prefer borrowing for material goods (vs. experiences).

In contrast, the current work argues that, on average|gampmore willing to borrow for experiences (vs. material goods) despite their
greater ephemerality. We uncover a new, systematic difference between experiences and material goods that we sugggest influenc
WTB more strongly t havty Weoaegse thatopporfunitiesctchbayserpériences,con ayerage, are perceived as
more timesensitive (relevant for a shorter window of time) than opportunities to buy material goods. As a result, people areéngore will
to borrow to acquire experiencsisice it may be more difficult to make the purchase in the future.
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In the current work, we also reconcile our predictions with the previous research. In most borrowing situaticesditiney is highly
relevant since people typically weigh their BWagainst their willingness to delay or forego the purchase. However, we suggest that in
contexts in which the borrowing decision does not affect timely acquisition of the purchase (asensitigity is no longer relevant),
people will prefer borrowindgor material goods over experiences because doing so permits {menyefient duration matching.

In Study 1, participants imagined buying either a vacation or a new furniture set (a pair used in the previous workgteds pred
participants in the expamce conditionNl = 3.60) were willing to take on more credit card debt than were participants in the material
good condition (1=2.93),F(1, 198)=9.10p=.003.

In Study 2, participants thought about an upcoming purchase they planned &b eithles an expgence or a material goédand
indicated their willingness to finance the purchaseenmmn a c
(M=4.52) as compared to a material gobt-8.91),F(1, 335)=5.80p=.017. This effect was explad by differences in perceived
time-sensitivity (95% CI: .17, .63). These results could not be explained by other differences such as expected happiness from the
purchase.

Study 3 attempted to further isolate the importance of-8eresitivity fromgeneral attractiveness. Participants imagined being on
vacation and not having enough money to buy either an experience (a city tour) or a material good (a painting frortist)local ar
However, we varied whether the artist made their paintings avaftatyirchase online (not tirrgensitive) or not (timsensitive).
Participants were more willing to borrow for the experieMde3.99) than for the netime-sensitive material good=2.68),F(1, 208)

= 17.24,p<.001. However, as predicted, there was rifeidince in WTB for the experience and the tisemsitive material good
(M=3.97),F(1, 208) < 1, NS. This lack of difference in willing to borrow emerged despite the finding that the experience was rated a
providing significantly more happiness than timetsensitive material googs<.05.

Next, we aimed to reconcile our results with previous research. We predicted that whsertfitigity was made irrelevant, people
would prefer matching purchases® dumdasing debtto ufid material gdodsover t o t
experiences. Some participants imagined making only one purchase (either a stereo or music festival tickets) that teolid need
financed, whereas other people imagined making both purchases, but thatentuld be financed (the other would be paid with
cash). Since patrticipants in the latter condition could acquire thesemative purchase with cash, we expected the relevance of
time-sensitivity to be eliminated and for borrowing preferences to reveideedn replicating Studies3, participants had a

significantly higher WTB when asked to consider financing the experience 8e34(1) rather than the material good alone
(M=2.93),F(1, 503)=7.35p=.007. However, when told that they could purchasether option with cash, preferences reversed,;
participants then indicated less WTB for the experieMze2(41) than for the material goolll£4.76),t(244)=12.07p<.001.

We have suggested that the reversal found in Study 4 was due to the relevancesefsitngty in the purchasing context. However,

two alternative possibilities are that (1) the longevity component is less evaluable in the absence of a second, refhesecy,

Hsee 1996) and (2) when both material goods and experiences dnetppgeople may feel theyughtto borrow for the former even
though they mawantto borrow for the latter (Bazerman et al. 1998). Study 5 examined these alternatives and was identical to Stud\
but for the addition of rchasmewonadndi oinegmms: i MRevhércdnparpuc
they made before reading about the focal purchase (iinge., A
music festival] f or $7%he@maming three sonditiens weaeshe sayne as thbsa id 8tydy 4. As in Study 4,
WTB was greater for the material godd=£4.92) than the experienckl£2.50) when cash was also availaif238)=10.60p<.001).
However, regardless of whether a referenaeipase was provided, when cash was not an option, WTB was greater for the experience

32



versus material good (no referenbperience3.33, Mmateria=3.01,F(1, 975)=3.26p=.071; with referencéeyperiencz3.51,
Mmateriar2.79,F(1, 975)=15.85p<.001).

For more information contt: eeshalsarma@tuck.dartmouth.edu

FOMO: How the Fear of Missing Out Leads to Missing Out
Jacqueline Rifkin, Duke University, USA*
Cindy Chan, University of Toronto, Canada
BarbaraKahn, University of Pennsylvania, USA

Fear of Missing Out (FOMO) is defined as fa pervasi vehomppr
is absentodo (Przybyl ski,,2M3).Thiy amaar DPeHaeap| oke &l EOMODBE antec
how it is distinctfrom regret (e.g., Gilbert, Morewedge, Risen, & Wils@i04; Rosenzweig & Gilovich, 2012) and loss aversion (e.qg.,
Shin & Ariely, 2004). In 4 studies, we establish that seeirjas media photos of a missed sogjabup event triggers a twagronged
AFOMO effecto: a decrease i n,adma)imcreaneimaxpecdd enjoynerit sf the migsed exparieneex

InStudylwe asked 198 parkEOMOpaman,t dWhaw?adoa&rsd coded their res
mentioned their social group or friends. Of the participants who mentioned when they experienced FOMO, the majorityd&délo) rep
experiencing FOMO during the missed eventnpared to before (22%) or after (30%) the event. Finally, although few participants
mentioned social media, subsequent questions revealed that more active social media users experience FOMO more fré&yently (
p =.001), and that FOMO occurs mosterftin social situations (84.4%), compared to with family members (48.3%), coworkers
(53.7%), or in academic settings (57.6%).

Studies 2a and 2b demonstratedthepmoonged A FOMO effect o by examini ngcutientamd s o c
missed experiences. $tudy 2aparticipants (N = 91) imagined they faced a social dilenamtat e n d-in&l ibetemed cor
an old friendor a regularlyscheduled party with their social group. All participants were told that they chosenitert (confirmed by

a separate pretest to be the most realistic chdagjcipants rated their prevent expected enjoyment of both the concert and party, and
then were randomly assigned to one of four conditions: While at the concert, they sagt fdid]rphotos of the party on Facebook, and
they posted [did not post] their own concert photos. Following the photo manipulations, participants rated their enjdlyenemtreft

event (concert) and their expected enjoyment of the missed event (paaty);t i ci pant s al so compl eted
We analyzed enjoyment ratings in a 2 between (Viewed Photosicsaet se@arty photos) x 2 between (Concert Photos: post, do not
post) x 2 within (Event: concert, party) x 2 within (Time: befto@luring, duringto-after) mixed ANOVA. Results revealed a

significant interaction of Viewed Photos, Event, and Tife,24.90,p < .0001. Seeing (vs. not seeing) party photos produced the
two-pr onged AFOMO effecto: d e MchncBi, Bar§_Sholds -0c40 VS M&nddritno pfy Yn&cd-@.06)FF4.09pme n t
.04, and increased missed event expected enjoyiM&5, pary photos 0-31 VSMyarty, no_party_photos -0.41),F = 18.02,p <.0001. Notably,

the FOMO effect was observed even though particigserseivedhe concert as more enjoyable than the pdityte: = 6.47 vSMpany
=5.25t=7.32,p<.0001) Finallyy, we f ound t hactoncpriphotosidid got nitiysgedFOM®, suggesting that FOMO is

not driven by the desire to Akeep upo with othersdé soci al

Study 2breplicated Study 2a using a more controlled travggbustravel social dilemmaParticipants (N = 137) imaginexhoosing
between a vacation in Hawaii with an old frienda regularlyscheduled trip to a beat¢touse with their social grguiall were toldhat
they chosehe Hawaii vacation(confirmed by a sepate pretest to be the most realistic choice). Then, in a 2 wighien(: Hawaii,
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beachhouse) x 2 between (Viewed Photos:, skenot sedeachhouse photos) design, participants rated their enjoyment of the current
event (Hawaii) and their expected gnjeent of the missed event (beduobuse) before and after see[ngt seeinysocial media photos
from the beacthouse. We found the hypothesized Viewed Photos x Event interdetioh4.47,p < .00, replicating the twepronged
FOMO effect: Seeing (vs. not seeing) behcdise photodecreaseg a r t i currpnaaveanteidjoyment amtreased theiexpected
enjoymenif the missed event

Study 3adaptedhe concertversusparty scenario from Studdaandincludedan addi ti onal #fVi(efieadposirigot o
conference photdsinordet o rul e out the alternative explanation that F(
(N = 179) oveitime enjoyment ratings of theurrent and missed events to a mixed ANOVA, we again reptithe FOMO effect

(Viewed Photos x Event interactiodf= 6.59,p < .009: Seeing(vs. not seeingparty photosl e c r eas ed cpremtévent i pan
enjoyment Mconcert, party_photos ~0-49 VS Mconcert, no_party_photes -0.12),F = 6.96,p < .009, andncreased theimissed event expected
enjoyment Mpary, party_photos 0.12 VSMparty, no_party_photos -0.24),F = 6.47,p < .02. Further, as predicted, seeing conference pliidos

not elicit FOMO (changes in concert and party enjoynpsri .2), indicating that distraction is not sufficienptoduceFOMO. We also
measured participantsé proclivity to worry about mi botogxd ev
trait FOMO mixed ANOVA predicting concert enjoyment revealed a signification interattidh34,p < .03, with those higlkrin trait

FOMO experiening sharpereclines in current event enjoymexiter viewing photos ofthe missed social event.

These studies demonstrate that seeing social media photos of a soiciségroupeventp r oduces t he décieaBaMO e f f
enjoyment othecurrent experiengand increasgtexpected enjoyment of the missed evE@MO was triggeredven when the cumg

event was considered more enjoyable and was experienced frighd (Studies-3); however, FOMO was not triggeredhen the
social media photos were unrelated to the social grdg2ap3) ( St
Together, these findindsghlight the critical role ofeeling absentfromne 6 s soci al group in eliciti
to the literaturdoy demonstratinp ow exposure t o photos on soci afngexperiehcea. can a

For more informatiorrontact: jacqueline.rifkin@duke.edu

Photographic Memory: The Effects of Photdaking on Remembering Auditory and Visual Aspects of an Experience
Gal Zauberman, Yale University, USA
JackieSilverman, University of Pennsylvania, USA*
Kristin Diehl, University of Southern California, USA
Alixandra Barasch, University of Pennsylvania, USA

Our experiencds and in particular, oumemories of the@ play a key role in a wide range of contexts, including the formation of
selfidentity (Howe& Courage1997) and decisiemaking (Alba& Hutchinson1987 Lynch & Srull, 1982) Today, photography is
essential to how we document our expecs; just ask the 300 million people who chronicle their lives on Instagram or the 82% of
American cell phone users who regularly use their device to take photos. Given its prevalence, it is important to urulertersdt

of taking picturesitselfinl uences peopl eds me monthputrevisiting thase photos.x per i ences, ¢

Prior work on how photography affects memory of experiences has studied the role photos can play in cueing past menbherigs (Gle
& Grimes 1995 Neisser& Libby, 2000;Wade efl., 20032, but this work has focused on the role of revisiting photos after the
experience. Only one recent paper (HenR@14) examined the effect of phetiking itself on memory and showed that being directed

to take pictures can impair visualcognition of objects. However, by instructing people when to take photos, this paper was unable t
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examine how freely deciding when and what to photograph affects memory. This autonomy is integrattakptgpt;md may be

crucial in examining its eéfct on memory. On one hand, taking photos may cause people to remember more from their experiences.
Phototaking has been shown to make people more engaged in their experience (Barasch, Zziehkrman2015), which could

cause people to remember moegails. On the other hand, taking photos may lead people to remember less about their experiences; t
photographer may pass off the responsibility of remembering the details to the photos, much like people can shift tiyeaf memor
information to computerwhen they expect to access it later (Sparrow,&iWegner 2011). Additionally, retaining other aspects of

the experience (e.g., auditory information) may be particularly important as that information is not documentedtakipgotecall

of auditay and visual memories occur along the same neural pathway, which could lead to auditory and visual memory being affect
by photataking in the same way (Bucknerat, 1996). However, phottaking may focus photographers more on the visual aspects of
anexperience to the detriment of other aspects.

In four studies we examined the effect of phtatking on memory for visual and auditory details in experiences. We found that
phototakers consistently remembered visual information better but auditorynafion worse.

I n studies 1 through 3, |l ab participants used a uniimae com
first-hand video and taking pictures by clicking a button. This procedure provided consistency acrosscesgareach condition, thus
ensuring high internal validity.

In study 1, we examined how taking photos affects visual memory. 251 MTurk participants took photos during, or simphgzedperie

a bus tour of London. This video contained only instrumergeképround music without any auditory information in order to eliminate
any chance for auditory ctakingbehawor ar thdir memony.Aker aehing thecbuspoum garsicfpants h
answered 11 visual recognition questions.

We found that taking photos affects memory for visual information; in aviap ANOVA, participants in the camera condition
remembered more of what they had seen (M=58.1%, SD=20.3) compared to participants in the control condition (M=52.8%, SD=1¢
F(1, 249)=446, p=.036).

In study 2, we shifted our focus from visual to auditory information. 171 lab participants were randomly assigned toiteg& pring,
or simply experience, the Hershey Park factory tour ride. Afterwards, participants answered 19 aatigmition questions.

Contrary to our findings for memory of visual information, a-tway ANOVA revealed that participants who took pictures remembered
less (M=51.5%, SD=26.2) than participants who were not given a camera (M=58.6%, SD=26.1, F(1,169)=6.27, p=.013).

In study 3 we examined the effect of phaading on both visual and auditory memory simultaneously, as would be expected in a real
life experience. 306 MTurk participants were randomly assigned to take pictures, or simply experience, three nari@ttdueeurs
different art galleries. Participants then answered 7 visual and 8 auditory recognition questions about the experience.

In a mixed ANOVA, there was a main effect of type of question (F(1,63)=114.44, p<.001), such that participants rememiered mor
visual than auditory information. There was also a significant interaction between type of question and condition (F§1,284)=4
p<.001). While participants in the camera condition remembered significantly more visual information (M=87.2%, SDafi8.5) th
participants in the control condition (M=76.3%, SD=23.3, F(1,304)=20.46, p<.001), participants in the camera conditioarezmemb
significantly less auditory information (M=43.9%, SD=21.7) than those in the control condition (M=56.0%, SD=21.3, FRU.3&4)=
p<.001).
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To assess the external validity of our lab findings, we conducted a field study in a museum exhibit. 203 participansnizereag
and audio guide and were randomly assigned to take photos as they wished, or simply experiesgrédadstsiur of an exhibit.
Afterwards, they answered 9 visual and 9 auditory recognition questions (Time 1). A week later, 142 participants answeledd v
5 auditory recognition (Time 2).

In a threeway mixed ANOVA, there is a main effect of tinig(1,200)=60.63, p<.001) as well as type of question (F(1,200)=37,78,
p<.001), such that participants remember more visual information and in Time 1. Replicating the previous studies, thecewegs a
interaction between condition and type of questke(l,200)=11.33, p<.001); participants in the camera condition remembered more
visual information than participants in the control conditiongMz=72.5%, SD=1.4; Mn;c=68.2%, SD=1.7) but less auditory
information (Meamer£59.4%, SD=1.6; Myo=64.4% SD=1.8). There was also a twa@y interaction between time and type of question
(F(1,200)=7.64, p=.006); participants remember less at Time 2, but the decrease is significantly larger for auditoryMigmory (
1=68.7%, SD=1.4; Mhe =55.1%, SD=1.9) thafor visual memory (Mhe =73.5%, SD=1.2; M =67.3%, SD=1.7).

Overall, we find thatphott a ki ng i mproves visual recognition but hinders
auditory and visual memory are tested individuallysimultaneously, and in an externally valid field study.

For moreinformation contact: jasilv@wharton.upenn.edu

SymposiumaA Left-leaning, Per Gram, Positively Natural, and Expensive Recipe for
Healthiness: What on Earth Makes Us Think Food is Healthy?

Chair: Kevin L. Sample, University of Georgia, USA

A Left-Side Bias? The Influence of Nutrition Label Display Position on Product Evaluation
Marisabel Romero, University of South Florida, USA*
DipayanBiswas, University of South Florida, USA

Due to regulations, products sold worldwide are often required to have nutritional labels. However, companies have leonsiderab
flexibility regarding where to place these labels on packagdbkisimesearch, we examine whether the lateral (left vs. right) position of
a nutrition label on a package influences product perceptions.

Studies in numerical cognition have documenteddbhasumers make numerical judgments quicker and more accuxdetythe
stimuli is displayed congruently (versus incongruently) with the spatial mental organization of n(iPnbetsr& Cho, 2006) Also,
magnitude comparisor$ numbers are facilitatedhen larggsmall)numbers are placed on the horizontal rigéft).

Giventhatthe horizontal left (right) side of space is associated with small (large) nsmheexpect thatonsumers will apply this
mentalschema to evaluate caloric information. Heneleencalorie informatioris presented on the left side bEtpackagevé. right),
consumers will associate the caloric information sitialler magnitude and therefore deem it less harmful to nutritional valuations of
the product. We tested our hypothesis across a series of studies.

Study Bused &8 (placement of nutritionddbel on package: left vs. right vs. control condition of cente?)(Kealthfulness of product:
healthy vs. unhealthy) betwesnbjects experimeritye examined the moderating effects of healthfulness of the product sirothe
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effectthat healthy products typically carf€handon& Wansink 2007)can potentially attenuatbe influenceof nutritional label
placemenpositionon evaluationsThe nutritional information of a frozen yogurt product was placed on the left, centaght side of
the product packaging.o manipulate healthfulness of the prodyete equaledhe caloric informationo the amount in a loviat frozen
yogurt bar or in an ice cream bar. The key dependent variablesutetsnal attitude towards th@roduct(Kozup, Creyer& Burton,
2003)and attitude towards the brand

The results revealed a significant 3X2 interaction effe(2, 266) =3.28,p <.05) on nutritional attitudeln order to explore this
interactionfurther, we followedHayes& Preacher (2013uggestionsn how to treat multategorical independent variabl&ge

compared the nutritional attitudes towards the product when the nutritional information was placed on the left verbusttligerig
packageFor the unhealthy prodtigplacing the nutritional information on the I€¥ts. right)led to higher nutritional attituded( =

3.54 vs.Miigne = 3.06;p < .05). For the healthy product, placement of the nutritional information on the left (vs. right) also led to higher
nutritional attitudes towards the produbtd; = 4.39 vs Mign: = 3.95;p = .05).Furthermore, founhealthy products, the I€fts. cengr)
condition led to higher nutritional evaluations of the prodMgi(= 3.67VS. Mcente= 2.84,p < 0.01). However, for the healthy product,
there was no significant difference between the two conditiprs 7). The results were replicated fortatlie towards the brand.

In Study 1B, we replicated our effects by using a real product package of a wafer cookie product with the nutritiomiksslhsea
pasted on the back of the package. As expeptaticipants held higher nutritional attitudes &d the product when the label was
placed on the left\ = 3.1) compared to the righti(= 2.5,p < .05) or the centeM = 2.5,p < .05).

Study 2foundthatconsumers wth low nutritional involvement, whare more likely to minimize the cognitive effoetguired to analyze
nutritionalinformation, are more vulnerable tloe placementf calorie information than those consumers with high nutritional
involvement (H2) We manipulated calorie placement in the front facade of-arkedited version of a gramoproduct package and then
measured nutritional involvemem{n ANCOVA revealed a significant interacti@ffect between nutrition information position and
nutrition involvement on nutrition evaluatigk(1,83) = 5.760p <.05). As expectedparticipantdow on nutritional involvement-(1

SD) evaluated the product higher on nutrition when the information was on tleslaight) (Mier = 5.11vs. Myign = 4.48 p < .05).
However, the effect was attenuated for participants with high nutritional invelvien=.17).

Study 3 explord some of the process differences that occur when nutritional information is placed on tbesleftight side ofa
productpackageAlso, to examine experimental robustnesg provided a broad health clainf low#fatd, which was placed on the left
(vs. right) ofan unhealthy (vs. healthpackage. We expect, that lefat claims will be evaluated as more credible when placed on the
left because ik side of spacis associated withnsall/low humerical quantitie$Ve analged thought protocols by counting the number
of thoughts related to health benefits.

A 2 (left vs. right) x 2 (healthy versus unhealthy) ANOVA on the number of health benefits mentioned in the thought protded! revea
significant interactioreffects(F(1,125) = 4.07p <.05). Specifically, for unhealthy products, a ldet claim on the lefvs. right)of the
product led to higher number of health benefilig{= .33vs. M;gn= .06,p = .06). The same pattern was found for credibility of the
claim; for unhealthyproducts placing the claim on the lefég. righ) was evaluated as beingarginallymore believable (M= 4.12vs.

Miignt = 3.45 p = .09).Consistent with a health halo explanation, we did not find an increase in health positivestwwgatlibility of

the claim between conditions when the product was healthy. Finally, the number of health benefit thoughts about theepraidact m
the effect of nutritional i nf ortOBati on pl acement on belief

Across four studiesye provide evidence that the placement of a nutritional label on the left (vs. right) of a product package results in
higher nutritional valuations of the produEtom apracticalperspective, it can help regulatomsinagers decidaeptimal positions for
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pladang nutritional informationon product package Moreover, given widespread concerns about high obesity rates, studying factors
that can lead to more accurate assessment of nutritional labels/information is important.

For moreinformation conact: ranerom@usf.edu

I ntroducing the fiCalories per Gram Ratioo Label to Promote
Julio Sevilla, University of Georgia, USA*
Brian Wansink, Cornell University, USA

Past research has shown that consumers tend to make unhealthy food choices even when they attend to caloric infonteaiibto and i
make healthy decisions (e.g. Balasubramagia®ole 2002). One of the factors responsible for such problem may be manufact s 6
lenient following of the regulations provided by the Nutritional Label and Education Act (NLEA) of 1990, which estabégbersiom

size that constitutes one serving of food. Despite this regulation, manufacturers regularly report smalleizes\thran established by
the NLEA, often with the intention to lead consumers to believe their products have fewer calories and are healthigattiaalthe

are (Mohr, Lichtenstei&@ J ani szewski 2011). Gi ven e &€Pdivg1p80)tendenay @ look odicensesn s L
to indulge (e.g. Fitzsimons, Nun&sWilliams 2007; Wilcox et al. 2009), it is not surprising that they tend to interpret the ambiguity of
such caloric information in a way that allows them to maximize consumptigrA(& d i n&HKrishma 2011) Furthermore, serving

size issue aside, consumers often overvalue the importance of consuming a product containing an absolute lower nunels€iead.calo
a small donut vs. a large bagel) to the detriment of attendingpéo important food attributes such as caloric density (e.g. Wansink
2004), that is, the relationship between the size of a food item and the absolute number of calories it contains. Sitdrasdsaen
shown to be an important predictor of caloric ®amption (Rolls et al. 2004), as people beeanore full by the weight of food than

by the amount of calories it contains (Rolls, B&2Waugh 2000; Rolls et al. 1998; Rolls, Mor&isRoe 2002). Thus, this suggests that
consuming foods that are high calaric density often results in an overall higher amount of calories ingested.

These past findings suggest that consumers may benefit from cues or instruments that hint them towards consumingdeeds that h
lower calories per gram ratio or a lower cadalensity, even if they contain a larger amount of calories due to their higher volume (e.g.
a large bagel vs. a small donut), since these will be more filling and will likely decrease subsequent consumptionniiversuaiens
tointroduce andteshte ef f ecti veness of one such tool: the ACalories |
teach consumers to make more informed and healthier food cliwitesl lead them to reduce their total caloric intake. We argue that
this metric achieves this objective by allowing consumers to easily compare the caloric density across different types aff fioagls th
vary on their weight and absolute number of calories.

In four studies we show that the use of @alories per gram ratiabel leads consumers to reverse their choices in favor of healthier
options that have a lower caloric density (fewer calories per gram) even in cases when these have an absolute higlieatarieber o
Study 1 (N=288) showed initial evidence in fawdithe effectiveness of the label in a design where participants sedebtegbl oa

donut.In this study he bagel had a higher number of calories than the donut but a lower calories per gram ratio. We obtained that wt
participants only had accessthe traditional nutritional information they were more likely to pick the donyt{(M52.8%) and

believed this item was healthier {j4=53.5%). However, this pattern reversed in the presence of the label, as people were more likel
to pick the bagelMpag~61.8%;z= 2.49, p=.01) and believed it was healthierdir62.5%;z=2.72, p <.01). This suggests that using

the label nudges consumers towards making healthier choices and helps them realize which item is healthier everalisphas an
higher number of calories.
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Study 2 (N=160used a similar paradigm aneplicatecthe effectwith the use of packaged products: granola bars and chocolates. As
expected, we obtained that thealthier item, thgranola barwas more likely to be chosen @65.5% vs. M =34.2%gz = 3.95, p<

.0001) andvasperceived to be healthier (M=90.5% vs. 68.4%,3.48, p< .001)when presented with the calories per gram ratio than
when only featured with the traditional nutrition infeation. Furthermore, we showed that the effect of the label on choice was
mediated by healthiness perceptions associated to the products [LL@I:ULCI: .82].

Study 3 (N=274) showed that merely featuring the | abel can
Specifically, in this design we compared two potato chips products that had the same nutritional information: Cape Gtiel. &viel Ke
showed that whil€ape Cod was more likely to be chosen and was perceived as healthier when only calories andggasms (M
=63.0% vS. Metie =37.0%;z = 3.54, p< .005) or only calories were presented:{Mcoq =64.8% Vs. Meie =35.2%;z=4.0Q p< .05),

this effect was neutralized in the presence of the label, as in thes&etikew/as perceived to be similar to Cape Cod in terms of choice
share (Mete =47.3% VS. Mapecod =52.7%;z = .74, p= .46) and perceived healthinessdM. =54.9% Vs. Mcapecod =45.1%;z = 1.33,
p=.18).

While the initial studies showed the effect in a compbisedsetting, study 4 (N=162eplicated the findings ia setup where

consumers had to makegealconsumption choice between a bagel and a déuxthermore this study confirmeaur prediction that
picking healthier items that have an absolute higher number of calories but a lower calories per goua tatibe presence of the
Calories per gram ratio lablelads consumers to ingest fewer caloiesubsequent consumption opportuniti@ssides replicating the
same effect as in past studies, we also demonstrated that those that picked and consumed the bagel against the dottyaseibseque
less granola &l mix when invited to consume such item freely.

For moreinformation contact: sevilla@uga.edu

You Call This Healthy? Refining AHealthy Foodo Claims and
Quentin Andre, INSEAD, France*
Pierre Chandon, INSEAD, Fraac
Kelly L. Haws, Vanderbilt University, USA

Consumers are routinely exposed to a large variety of-bbhpaickage statements meant to communicate in one way or another that the
food is healthy. Although it is weknown that consumers are poor at understanding food claims (see Marioti et al. 2010; &locella
Kennedy 2012 for a recent review), it may come as a surprise that business practitioners and food researchers stédhave limi
conceptual tools to navigate the diversity and ¢ o mpdspnsést y
to specific food claims (e.g., fAlow fato), we do nwoetalykve o w
do not know whether all food claims meant to communicate health benefits should be lumped togetherdomorassage, or whether

they should be grouped into a meaningful clusters, and if so on what basis. Finally, little is known about how these titenpseted
differently across cultures with potentially varying perceptions of what it means for primautt to be healthy, as reflected for example
in the AFrench Paradoxo (Rozin, 2005; Wansi nk, Payne & Cha

To address those issues, we develop andtestatleory ven c¢l assi fication of food cl ai ms
identified two dimensions which have been shown to be of high theoretical and practical relevance in the context ofdtodsaatl
choice. The first dimension, perceived positivitycusing on theositive or negative aspects of the food), has bkews to play a

central role in motivation echoing research on regulatory focus, previous research has demonstrated that people respbntbdiffe
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food claimingthe presence af positivelyframed benefit (e.g. promotes energy) than to a food claithmgbsence &

negativelyframed benefit (Malaviya & Brendl, 2014). In practice, the distinction between positive and negative nutrients is commonl
used by business practitioners (e.g. fiSmar t natbraloesscrefloctsthe i Nu
natural and scientific nature of the food claim. Indeed, concerns for the naturalness of the food are widespread an(@Rpmirfoetral.,
2012), and consumersd judgments of n atodihasabeempredacedi(Evpns,med on t
Challemaison & Cox, 2010), and marketers often highlight the natural qualities of their food products, or extol the beiegtits of

their production process.

Next, starting from 108 health claims appearinthe PoductScan database of new products in the, W&developed a sample of 37
common and familiar food claims that fit into one of the four identified categories by pretbstieglaims (n = 432). These 37 claims
were then used in study 1, in which 401 @&on MTurk participants each evaluated 8 food claims randomly chosen from the 37. The
assessments included measuresatdralnesspositivity, as well as inferences about the healthiness, taste and satiating power of the
food, and demographic information.

Results revealed independence between the two factomg0 pro
claims 6ciencebased and negatifecusede . g . , igl ut en f r siendepbased Aral gadiiivimaysed eayl,faai dnase d(

vitaminso), fn onaturebasedamiposivibcusetea.igns, (fiwhol e gr ai n s majurebmsedandi n o t
negativefocusede . 9., fAno artificial flavoro). This ffoodclamsbndst er sc

correspondto a 2 (ature vs. science baged?2 (positive vs. negative focuframework. Further analysis revealed that each type of
claim was associated with different taste, health, and satiation expectations. First,-fusitivelains were seen as healthier than
negative focusN|=5.49 vs M=5.05,F(1,33)=19.67p<.001), and similar differences were observed for the predicted satiation from the
food M=4.35 vsM=3.70,F(1,33)=22.32p<.001). The differences were even strongerfodgdgrec t ed t ast e: fiNot Re
seen as tastier than both fANot Addingd and AAddingodo, which

In our second study, we collected another sample from U.S. MTurkers (n=1367) as well as a demograpticatysaraple of French
participants through working with a French research company. Both samples were similar in terms of restrained eatiegtased subj
nutrition knowledge, but the American sample was higher in BMI (27.0 vs. 24.7) nutrition consciasrksbjective nutrition
knowledge. We chose 16 representative claims from the prior study, with four from each of our previously identifiedradusiess.
study, to focus participants, all were told that the health claims were on a box efoemdigereal, a product category with frequent and
varied health claims. Each participant evaluated 4 of the 16 claims. The results served to confirm the healthiness fexeelawik
study 1, while also highlighting important similarities and differermgveen the cultures.

For overall evaluationf the cerealthe Frenclpreferred those with the natdbasedclaimsover those with the sciendmsed claims
whereas the Americans liked bathature and sciendeased claimgqually. Health claims focuginon positive elements led to better
inferences in general (about healthiness, taste, satiation, and overall quality) than health claims focusing on negattra@lEsa

both culturesHowever, while Americans viewed sciergased claims as healthiéah naturebased claims, the opposite was true
amongst the French participarBcienceb ased and negative Aremovingo claims were
more appropriate for women in both countries. Finally, nabased claims werinked to better taste and food quality than

sciencebased claimscross cultures
In conclusion our results provide both food researchers and marketers with a better understanding of the way consumers perceive
healthy foodclaims, and the extent to vah functionally similar food claims can lead to strikingly different expectations in terms of

taste, healthinesand other characteristics. Further, our cmsdtural study documented both some similasjtbut also striking
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differences in how healttlaims were perceived by American and French participants, suggesting that the cultural context is critical i
determining which type of ¢l aims most effectively communic

For moreinformation contactguentin.andre@insead.edu

Healthy Diets and Empty Wallets: The Healthy=Expensive Intuition
Kelly L. Haws, Vanderbilt University, USA
Rebecca Reczek, Ohio State University, USA
Kevin L. Sample, University of Georgia, USA*

Is this food healthy? Tasty? Affordable? Satisfying? Consumer decision making regarding foods idadeeljefomplex, and
important issue significantly impacting overall health. Prior research examining consumer lay theories with respearisuiogudicn
has shown this, such as the belief that unhealthy products are tastier (Raghunathan et al. 2006). Clearly, underliynrtpdeliefs
relationships among the various factors driving food choices are critical in understanding food decision making.

Health and financial concerns are two factors subject to consumer beliefs that are often in conflict in consumer deaigidarmak
example when offered supsized pricing, consumers value finances over health by choosing larger sizes with loypacesi(Haws

& Winterich 2013). Rehm et al. (201ahdLarson et al. (2009) have provided evidence suggesting that a healthier diet may indeed be
more expensivebut Carlson and Frazao (2012) have demonstrated that unhealthier diets can be more expensding d& how it is
assessed. herefore, an understanding of the beliefs behind these factors of health and cost is crucial in understanding food decisior
making. We examine beliefs about the relationship between the healthiness and expensiveness of food products atlige level of
individual consumer in a series of experimental studies, proposing and demonstrating that consumers incorporate ahiaty theory t
healthier products are more expensive, leading to intditased inference making, food choice, and more global evaluations of

health claims.

In study 1, 108 MTurk participants were provided with information about the health grade of a granola product, with theirgrade
eitherd am f@ARACO. Foll owing this manipul at i thoughttpegproduct wduldbent s
compared to other similar products on-paint scale. As expected, the product rated as healthier was perceived to be more expensive
than the less healthy product {Miny= 5.15 vS. Muheainy= 4.51, F (1, 106) = 6.29, @35).

In study 2, we simultaneously examined how information about product price impacted perceptions of healthiness and hteninform
about healthiness impacted perceptions of product price when the actual food product was consumed. After bethgiinovide
information about either the price ($.25 or $2.00) or healthiness level (independent health gvad€)Aparticipants were asked to
indicate the relative healthiness and expensiveness of the product compared to other similar types oiffeceiansined the contrast

of healthiness perceptions based on the cheap versus expensive manipulation and found that the cheaper product é&xdeptiongr p
of healthiness than did the more expensive produgty(Mye= 4.77 VS. Mheag= 3.83, t(137)= 2.97, p<.01). Similarly, the less healthy
product led to lower perceptions of expensiveness than did the healthier proglygt, M4.34 vS. Mnheainy= 3.51, t(137) = 5.64,

p<.001). The results of this study suggest that the healthy = expensitieimbperates in both directions, that is, when an item is
positioned as more expensive, consumers perceive it to be healthier, and when a product is positioned as healthiepewmesveriers

to be more expensive.
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In study 3, we presented 38 paiiants a scenario in which they were in charge of choosing an entrée that would better meet a goal to
healthier. Following a health goal prime, participants were presented with two different chicken/pasta dishes selesitaitibtoite

terms of heahiness, based upon actual nutrition information. We counterbalanced which option was more expensive, using price poi
of $15 and $22, and the order of presentation of the options was randomized for each participesguaretiest revealed differences

in choice selections consistent with the notion that whichever option was more expensive was selected to be mordlikety satis
healthier goal (Chsquare = 5.16, p<.05). Essentially, choice shares between the options reversed such that whiédewasdisted

as the higher price was selected more than twice as often as the other option. Therefore, study 3 provides evidesiscathad tiie

link between healthiness and expensiveness impacted choice.

In study 4, the 197 participants were abke make a series of choices structured as a grocery shopping trip for a family of four. Half of
the participants were explicitly told to imagine that they were on a budget. Participants were presented with 26 groegry 8lodi

which were pairs prested to differ in healthiness perceptions. An analysis of the number of choices of the less healthy products sho
that the participants in the budget condition were less likely to choose the healthier pridductsq9) than those in the control

condition (M = 7.17;F (1, 195) = 14.30p < .001), indicating that when given a goal to conserve money, participants chose less health
options as a means to do so.

Finally, study 5 examines how beliefs that healthy=expensive impacts broader beliefs abouneksaBpecifically, 115 participants
were shown a set of 4 trail mix options in which oregehealthx we
Participants either saw a price consistent with the other three options or @86 for the focal trail mix. In this case, the dependent
measures were perceptions of the importance of DHA and intentions to take actions related to consuming DHA and protecting eye
health. AlIl four measures (iteinclhiiHoey DFADOt ANt mnaetiat talatl
showed that seeing the premium price increased perceptions of the importance of the DHA/eye health claim. For examgiles those
higher price condition thought that DHA was a more important @f their diet than did those in the average price condiktgn(=

4.93 vsSMyoy = 4.11,F (1, 114) = 4.89p < .05). .

In summary, we have established a basic link demonstrating a consumer lay theory linking healthiness and expensivahésenThis
led to lay inferences regarding perceptions of health and price, differences in choice patterns, and more general pétheptions
importance of health claims, suggesting significant implications for food decision making.

For moreinformationcontact:kls62341@uga.edu

Individual Papers:Measurement

Revisiting range theory of pricing: Overlapping price ranges
Saravana Jaikumar, Indian Institute of Management Udaipur*
Arvind Sahay, Indian Institute of Manageméitmedabad
Rajiv Vaidyanathan, University of Minnesota Duluth, USA

Consumers may rely on few determinant attributes (Alpert, 1971) to evaluate their choices and make purchase decisions. When a
consumer focuses aparticular determinant attribute (eg. screen size in the case of television purchase) and considers the set of
products meeting specific quality criteria for thaadPeaortrib
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reearch on range theory shows that consumersdé psychol stgi cal
extreme prices for the 320 TV) observed (Janiszewski and L

In this paper, we study a more realisticsitmati wher e a range of prices is observed a
with the anchors of one range overlapping with thosaoweni an
400 | eadi ng thedtwo prine range®d cohsampehias t o evaluate a productods price
distributions whose anchors overlap. When the lower (upper) anchor of a range overlaps with the upper (lower) anchar of a low

(higher) quality rangeye term it as left (right) overlap.

Consider a consumer evalwuating a low end (|l ower endatsnilart he
price levels is |likely to trigger facunttédraffaat taw ghalghts (|
may lead to cognitive dissonance and consumer is likely to avoid the region of overlap (left overlap) and consider bkttiarthed

320 range. Similarly, whésiewal taei conaumeghmagydb®2eéxpebked

price levels. This again may result in counterf aepricesahdtieh ou
consumer is likely to avoid therightv er | ap regi on of the 320 television. Hence
for a particular range of prices (320 TV) is shortened in

Three studies were conducted x@amine the effect of overlapping price ranges. Study 1 illustrates the effect of overlapping price range
using a single factor (four levels: left control, left overlap, right control and right overlap) beswbptts design. Subjects were
presented withwo lists of television prices2 4 6 and 320 in the | eft conditions and,
conditions, the prices of 320 TVs remain the same (ocorgtiogi ng
are presented with 240 (400) TV prices that do not inchekft| ap
(right) overlap condition viewed prices of 240 (48B0) OoWVst W
TV range. Price attractiveness ratings were measured at three price levels (INR19,000, INR27,400 and INR35,000) fauaaieslly |
320 t el e vpoistscalem(dnat aktractivefo¥ ery attractive). Fumnhlger fosubjhecBo
on a price line (a line segment where subjects have to mark the lowest and highest prices that they are willing togsayis irticate

a significant difference in the attractiveness rating of INR19,00Q0\ag=4.26; M eficonro=4.64) and INR35,000 (Mynioveriar2-27;
Mrignicontro=2.64). The price closer to the left (right) anchor is rated significantly lower in the left (right) overlap conditionembtopar

the left (right) control condition. Analysis of tleeoked price range revealed a marginally significant difference in the lowest price
subjects were willing to pay between the left control and overlap g{dUiREconro=20,503; Mesoverag=21,883. Further, the highest

price that subjects were willing pay was significantly different between the right control and overlap g{®H$contror32,033;
Mrighioveriag=29,216).The results illustrate the shortening of the evaluation scale and evoked price range in the overlap groups.

In study y2, tweacksengdde as a tool to illustrate the extant of
two groups (right control and right overlap) and the stimuli were similar to study 1. Pattern of price attractivene seeratiomyssistet
with those of study 1. Fur t h eMgignconforf 1&LEMS MAghoventR408MS before ratingitbte 4 0 0
prices differed significantly between the two conditions. A similar pattern was observed with revisits (numbes) oSulsjects

spent more time contemplating the | ow end of the 4Gh range
overlapping anchor.

In study 3, we use a simple betwesibjects design (overlap and control). Initially, wetcapr e subj ect sd prefer

(screen size and screen resolution). Subjects ar e dutioa)ands h o

are asked to indicate the purchase likelihood of buying one of thexi2ze@ T Wusuedt | the next stage, the price information is

added to the six models (prices of 400 vary dependrchage on o
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likelihood again (Phwibutes+price- The dependent rasure is the difference in purchase likelihood ffutes+pricesP Lattibuted 1 the
incremental effect of price information. Results of ANCOVA (screen size and screen resolution preferences controlled indicat
significant difference between the olagr and control groups. Evidently, the pricing structure (overlap \®/adap) has a significant
influence on purchase likelihood while taking preferences for attributes into account (eliminating asymmetric dominance as an
alternative explanation).

In conclusion, this work makes a significant contribution to range theory of pricing by considering multiple price distriButions.
work indicates that price evaluation scale may not be linearly dependent on the price range, but may also depend droteshors o
price ranges.

For moreinformation contactsaravana.jaikumar@iimu.ac.in

The development and measurement of tightwsgendthrift tendencies in childhood
Craig Smith, University of Michigan, USA
Margaret Echelbarger, University Michigan, USA*
Scott Rick, University of Michigan, USA
Susan Gelman, University of Michigan, USA

How do consumers emotionally respond to the prospect of spending money? A number ohatel@gued that some people

it i g htchrardcallyfind the prospect of spending money psychologically painful, whereasiothergp e n d it do not fihdtthe 0
prospect of spending painful enough (Rick, Cryder, and Loewenstein 2008; cf. Berrm&0&#aFrederick et al. 2009; Raghubir and
Srivastava 2009; Thomas et al. 2011; Rick, Small, and Finkel 2011). The tighpeadthrift scale (and construct) is distinct from
related individual differences (e.qg., frugality, materialism,-selitrol), ha high internal and tesetest reliability, and is predictive of
spending and saving behavior (controlling for income; Rick et al. 2008).

An important set of open questions regarding the tightsyahdthrift construct concerns how it develops in tts¢ filace. For example,

are parents coaching their children regarding how they should respond to spending opportunities, or are children otdserving an
unconsciously mimicking their parentsd r eac tevelopmchrontcemosopat n d i
reactions to the prospect of spending money? Can children report on these tendencies (as adults do when completing the
tightwads pendt hri ft scale), or are researcher s betionaleeactionetoward d b
spending? An understanding of the sources of tightwaddism and spendthriftiness may provide parents with some insights into ho
steer their children away from these tendencies (which are common sources of distress amongvedks tigd spendthrifts; Rick et

al. 2011).

As a first step toward addressing these questions, we developed and validated a-Egbtwitlarift scale for children. The scale was
similar in structure to the Berkeley Puppet Interview (e.g., Measelle E2%8). That is, rather than ask children to rate their agreement
with different 1items, each espendthhifescate presents twd diffeeembpuppets, pact ohvehont h i
expresses different feelings toward spending money,(e.pne puppet says ASpending money m
says fiSpending money makes me feel goodo). Children itodica
most closely matches their own typical reactiosgending money. After completing the scale and some filler measures, we gave
children $1 and the opportunity to use it to buy a small bag of toys (41% chose to buy the toys).
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We administered the scale to 136 children (ag#8;%1% female), who weretahding a museum with a parent. Parents remained in the
vicinity while their child completed the study, but they did not interact with their child during the study. The scate@xgubd

internal consistency (mean intiéem correlation: .23, which idave the recommended 152 0 t hr eshol d f or AfAbr
and Watson 1995). As in adult samples (Rick et al. 2008), the distribution of child tigbpeadthrift scores was significantly skewed
toward tightwaddism. For example, the lowest twores (0 and 1 on the®scale, indicative of tightwaddism) were about 4 times as
common as the highest two scores (6 and 7, indicative of spendthriftiness): 29% of the sample vs. 7% of the sampléstafgamitbns

prior work with adults, child tightad-spendthrift scores were negatively and significantly correlated with age (older children were more
likely to be tightwads), but unrelated to gender. Perhaps most importantly, child tigbpemadthrift scores significantly predicted their
buyingdecisios at the end of the study, -reportediiking/df thentoys (catingsrthatiweré,ng f o
themselves, unrelated to child tightwslendthrift scores). Taken together, these results suggest that children as young as 5 years ol
have fairly stable emotional reactions to the prospect of spending money, have some insight into these reactions, aimb¢arrdesc

Seventyfive parents completed the (adult) tightwsgkendthrift scale and answered some questions assessing theireié t hei r

tendency for tightwaddism (e.g., AMy child wants toibgyihe
Parentsd per cept i o pspenddhfift tandeecies corelatédlsignficantly witgtht waldi | dds vi ew o
tightwadspendthrift tendencies€ . 25) . However, par ent s 6 -speadthaftagndenciesndsd nad greditth e

childrends buying decisions. Thi s s ndingreondy smaythdstebe aceommisheddy n g
asking the children themselves. In fact, parents largely (and mistakenly) seemed to see themselves in their childweatitive cor
bet ween parentsd per c e-gpendthrifi ®ndenties tudaer & n tc h6 | ap@mthtiftisagid twasad 4l By
contrast, the correlati osmpleatdwehen ftthe cohiel d@as actsesls etdi Pyt
tightwadspendthrift score (as assessed by the parent) was only .05.

We are arrently building on these results in an ongoing lab study (to be completed this fall) in which parents are discussiutg differ
spending situations with their child (e.g., a child who is out of money wants to buy something and is considering booreyifrgpm

a friend) to examine whether the way in which pa-spendthrft t al k
tendencies.

For moreinformation contactsrick@umich.edu

Customer Inspiration: Conceptualization, Scal@evelopment, and Validation
Tim Boettger, University of St. Gallen, Switzerland*
Thomas Rudolph, University of St. Gallen, Switzerland
Thilo Pfrang, University of St. Gallen, Switzerland
Heiner Evaschitzky, Aston University, UK

Introduction

Consumers are not only shopping to fulfill utilitarian needs, but also due to hedonic motivations suceasthtonew ideas and
inspiration(Babin, Darden, and Griffin 199&hilders et al. 2001; Arnold and Reynolds 2003; Barnes, Beauchamp, and Webster 2010)
However, little is known about the state of inspiration in a marketing context. Heisagndéear

(1) How customeiinspiration can beonceptualized and measured,

(2) How it relates taestablishedonstrucs in consumer psychology

(3) How consumersd6 |l evels of inspiration can be influenced
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(4) Whether inspiratioanpredict consumptiomelated outcomes beyond established constructs such as satisfactitsigtrtd

In order to address thesesearclyaps,we propose conceptualizationf customeiinspiration,and report four studies involving (1)
development of a reliable scale, (2) exploration of its nomological network, (3) experimental manipulations dodpestictive
quality, and (4) a field experiment.

Conceptual Background

Prior research in social psychology suggests that inspiration generally involves an epistemic component and a motimvptoeat,co
and can occur during mundane activities saglwork, sports, and relaxati@dart 1998; Thrash and Elliot 2003, 200€ustomer
inspiration isthe state of inspiration as experienced by the customer in a marketing cBated.on theoretical reasoninge define
customer inspiratiom s a ¢ sustate of mghrmbtivation to pursue a goal caused by an epistemicFemeskample, a consumer
might beinspired byfinding a new recipe (epistemic) and is tlnspired tobuy one of its ingredients (motivationaustomer
inspiration isthus a twodimensional construct, which is composed of an episteanita motivational dimension, labeledirspired
by andinspired to.Episodes resembling inspiration have been reported in response to brand experiences (Brakus, Schmitt, and
Zarantonello 2009), bind community events (Schouten, McAlexander, and Koenig 2007), and product trials (Lakshmanan and
Krishnan 2011).

Study 1: Scale Development

A pool of 37 potential scale items was created using a literature review, a survey of 918 shoppers acroestaidialisstries, an
expert panel, and three casdrting tasks. The potential scale items were then administered to 287 undergraduate students. Using
exploratory and confirmatory factor analyses, we eliminated items with low factor loadings, higloadisgd, or high modification
indices. Our final 1dtem scale consists of 5 items measuringitispired bycomponent and 5 items measuring ithepired to
component. Both dimensions showed high reliability.87), convergent validity (AVE>.62), and wetistinct to each other, yet
correlated 1(=.76). Full details for this and later studies are available on request.

Study 2: Nomological Network

In order to explore the nomological network of related marketing constructs, we administévestdiraensional customer inspiration
scale to 425 randomly chosen shoppers along with established scales for satisfaction, delight, positive affect, trangtEandence
shopping, impulse purchases, and loyalty intention. While all these constructs wéieasitly correlated with the two dimensions of
customer inspiratiorr$>.16,ps<.01),inspired bywas significantly more strongly correlated with the epistemic constructs,
transcendence and delight, whergepired toshowed a stronger correlation withpulse purchaseg>.10,ps<.05), in line with our
conceptualization.

Study 3: Experimental Manipulation and Predictive Quality

We expect that a high (vs. low) level of inspirational content in a shopping environment increases the levelrsfdiesthdpyit. This
effect should be especially strong for shoppers who are actively searching for new ideas and are, thus, more ope&nrno TiostaEsat
this interaction, we used a 2 (content: high vs. low) x 2 (idea search: high vs. low) betigis dsign.

We programmed two online grocery shops featuring 4,934 products. In the high content condition, the store additionediyiiwlud
recipes for meal ideas. Participants were asked to imagine planning a dinner party for friends and to shaghadttitBrparticipants
in the low idea search condition were asked to think about what they would buy before entering the store, participhigh ide¢be
search condition were asked to look for ideas in the store. 230 US participants completadythis s
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As expected, ANOVA revealed a significant main effect of inspirational conteénspimed by(F(1,226)=18.9p<.01) and an
interaction with idea searck(,226)=3.20p=.08). Planned contrasts support an effect of inspirational content irgthé&ba search
condition €(226)=3.39p<.001) and no significant effect in the low idea search conditi@2])=.77 p=.44).

Furthermore, we tested the power of customer inspiration to predict outcomes beyond and above satisfaction and detiglktoihe i
of inspired byandinspired toimproved the prediction of the number of clicks in the staf@)=52.25p<.001), shopping duration
(F(2,223)=2.41p=.09), productsiewed ¢*(2)=12.73p<.01), and purchase intentiof(,223)=4.44p<.05).

Study 4: Field replication

To replicate our findings, we installed a promotional display in a local grocery store on two consecutive Saturdaysv cotiterit
condition, the display featured only selected products. In the high content condition, we adeleddipes for the selected products.
121 shoppers who passed the display filled out the customer inspiration scale and measures for idea search motivatézh and rel
constructs.

Spotlight analysis (1 SD) supported a significant effect of inspiratmmraknt orinspired byfor shoppers with high idea search
motivation ¢(109)=3.54p<.05) and no significant effect for shoppers with low idea search motivati@®9}=.93 p=.36). Furthermore,
inclusion of the customer inspiration dimensions improvedtiediction of the number of products taken from the disfé%)E12.06,
p<.01).

Conclusion and Outlook

Our results support the reliability and validity of the propasestomer inspiratioscale. Furthermore, we explore the nomologic

network of custorar inspiration, and provide evidence for the experimental and predictive quality of the construct in the lab and in th
field. We hope that our work offers firnmew waygo differentiateand toimprove everyday shopmg experience for consumers.
Managersan use the proposed scale to assess the current level of customer inspiration, identify shortcomings, set goals, and mea
changes over time. Further research is needed on the antecedents and consequences of customer inspiration as wa#lasdés pote
effects.

For moreinformation contacttim.boettger@unisg.ch

A New Test for Mediation in Consumer Research
Xin (Shane) Wang, Ivey Business School, Western University*
Jiaxiu He, National University of Singapore, Singapore
David Curry, University of Cincinnati, USA

Methods that correctly detect mediation (when present) and avoid false positives (when mediation is absent) are @niicalén ¢
research. In this paper, we propose and vaidatew statistical test for mediation based on likelihood ratio principles rather than
estimated regression coefficients. Our work contributes to the literature in five ways. First, by analyzing compoaeatsef we
develop new theoretical argunerio support claims of unresolved and unrecognized problems with current methods. Second, the
proposed test performs well regardless of the variable types involved; continuous, binary, or more general categdesavaniath

any link function to rodel relationships among variables. Third, the new test is effective whether mediation is due to linear or
nonlinear relationships. Fourth, as we illustrate with real and simulated data, our test is superior to mainstayresgieatith type |
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andtype Il errors and is more powerful than such tests. Finally, the proposed test is easy to carry out in the majaitygref situ
encountered in consumer research.

The goal of mediation analysis is to establish the extent to which casual varialflaetdas outcome variable, Y through mediator, M.
Since Baron and Kenny (1986), mediation analysis has been widely used in the social, behavioral, and health scienc&0@®eache
Rucker et al 2011). An online search of papers publishd@fendJCRusi ng t he s e ar geheratdmearty 660me d i &
results. We expect applications of mediation anatpsteadily increase as consumer research embraces sugwields such as
behavioral economics and neuroscience.

Todayos mai meliatiaryusetthe basisthrée@qguation framewd))rk:E(: k, +CX; (i) NF = b, +aX;and i)
= R, +€ X HBMand share the same statistical machinery. Theprauctof-coefficientdess. Tests in this categonsethe

product of the estimatea (. They express each coefficient either irottiginal units (Sobel 1982; Baron and Kenny 1986) or in
standardized units (MacKinnon and Dwyer 1993; Macikmet al 2002; lacobucci 201i2ayes 2018 then divide by an estimate of the
standard error of the producfTests in this category diffén their coverage of theight general cases possilkben each of {X,M,Y}

is either {continuousor categorical} andhey use different ways to estimate gtandarderror of the indirect effectS ;. The oldest

approach assumes tteaandb are normally distributed, hence their product is approximately normally distribueguich case the test
uses Zg = a @gb(Sobel). Todayds pr ef er boetsirappim porestimatéh alisectly e acknowledge the

asymmetric region of rejectiggroduced by bootstrappifglayes 2013). Otheraviationsare foundn the literaturgHayes and
Scharkow 2013MacKinnon et al 2004, Rucker et al 2011)

To motivate our work, we avoid focusing on problems addressed elsewhere, such as poorly measured variables, corradasedmediat
causal paths that vary in strength across individuals. wendo not adopt thcausal modeling framework knownggential outcomes
(PO), whichuses the notion of logical counterfactumsinderpirspecific econometric techniques for testing lasgale causal models
(See Coffman and Zhong 20)Zhese issues are all importantit we address more fundamental problems with the simple
threevariable model used most often in consumer psychology. We examine weaknesses of th@pooddiitients approach that

are in part due to the fact that methods in this class fail to lbgjaad statistically) separate mediation and linearity, and in part due to
common practices among researchers when faced with measures of X, M, and Y that are not continuous.

We report results frommulation studiegnd analyses of previously published data. We compare results from the proposed test to
those from appropriate counterparts. For example, if M is binary, then logistic regression often replaces OLS to &iondie re

_z23 [(als) (b g
b z+g 4

to mainstay tests with respect to type | and type Il errors and is more powerful than sucroestigample, in the baseline case when

and | acobucusedds rather than Sob e lth®sewtestissRmerou | t

X, M, and Y are cotinuous and mediation is presetiite new test statistic correctly yields significantalmost all scenarios whitbe
standard regression coefficients test does so in fehaerhal of the scenarios. (We experimentally manipulate sample size and the
degree of mediation in our simulations.) The proposed test has greatrin all scenarioested When M is binarythe gap in
performance widens he mainstay test correctly yields significame®nly about onghird of the cases testedhile the rew test
correctly yields significance in nearly every case. We also illustrate that the proposedffestive whether nthation is due to linear

or nonlinear relationships. hEnewtest is easy to carry out in the majority of situatiomsoeinteredn consumer psychology. Finally,
we position the test as a complement to existing methods. For example, if the mediation channeled from X to Y viayM is purel
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nonlinear, the new test will detect it without any prior knowledge of the particular foatfarm(s) involved. Analysts who seek to
properly specify these forms can use a program such as MEDCURVE (Hayes and Preacher 2010) in a subsequent confirmatory st

For moreinformation contactxwang@ivey.uwo.ca

Individual Papers:Context and Information

Attribute Matching Increases Confidence
Hannah Perfecto, University of California Berkeley, USA*
Jeff Galak, Carnegie Mellon University, USA
Leif D. Nelson, University of California Berkeley, USA
Joseph P. Simmons, University of Pennsylvania, USA

A wide variety of factors affect consumer s 8 0 esuhmakthaqeatitgand i n
guantity of information avadlbled whereas others are more subjective, involving feelings coming from how the decision was made.
This latter category has spawned a number of literatures investigating these psychological determinants of confidemcu&doyk o

for example, has shawthat making a decision feel easier increases confidence (e.g., Kelley and Lindsay 1993). Similarly, work on
regulatory fit, suggests that wusing a decision standdergigty t h
regardng onedés choice (e.g., Hi ggins 2000) .

In the present paper, we expand upon these two literatures and propastilhéd matchingan also elicit these psychological effects

on confidence. Rather than focusing primarily on how people approach théi &isndoes regulatory fit) or on the stimuli themselves
(as does fluency), we suggest this fAfeeling of ri gbautceersso
both. Across five studies, we manipulate salient attributéseodiecision frame and options so that participants do or do not experience
attribute matching, and find higher reported confidence when they do. In addition, we show this increase in confidewostheando
consequences for consensus estimates, andd&tad by metacognitive ease.

Study 1 (N=306) demonstrates this basic 8 8ieeeqitetestePta betatiractivgp a n
(positive valence), 8 were pretested to be unattractive (negative véleamoa asked to sett a face from each pair for a hypothetical
advertising campaign. To make this choice, half of participants were asked which face of the pair they would choosedjeositye

and half were asked which face of the pair they would reject (negativeggBimafir, 1993. After each choice, participants reported

how confident they were in their preference onr@ott scaleand what percentage of other respondents walglal make that choice.

The predicted interaction obtained: when the valence of tmeilstinatched the valence of the decision frame (i.e., for both
attractive/choosandunattractive/ reject), confidence was significantly higher than in mismatched con(itieh2.11 ps<.001) with
confidence mediating consensus.

Study 2 (N=3@) extendghis phenomenoto multiple levels ofttribute intensity, again with valendearticipants evaluated 20 pairs of
words that were pretested to be very positive (e.g., love), slightly positive, slightly negative, or very negative (0.gAsviorStudyl,

half were asked which word they would choose and half were asked which they would reject. Again, after each choicat9articipa
reported their confidence and consensus estimates. Replicating Study 1 and in line with our predictions, we foutith@astrong
relationship betweethe intensity of the attribute matelmd confidence and consenstss{6.67 ps<.001),as well axonfidence
mediating consensus.
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Study 3 (N=406) moves beyond valence and preferences to a more objective domain. Participants evaluated 10 pairetddtentis, pr
to be perceived as very high or very low in calories. Half of participants were asked which foooréealories and halivere asked

which food hagewercalories. As in Studies-2, participants reported their confidence and consensus estimates after each trial. In line
with previous results, on matched trials (i.e., reporting which-baarie food has more calories orialn low-calorie food has fewer),
participants reported higher confidence and consensus estimates than on mismatchset4riéddpg<.001), with confidence

mediating consensus.

Having established the basic effect and one downstream consequence, infddndigsve move t o confirm our
mediator. Study (N=300) replicates Study 2, but with only the 10 very positive and very negative word pairs. Additionattiparadi
reported how easy the choice seemed oipaist scale before reporting confidence and consensus ratings. In addition to replicating our
matching effect on confidence and consentars9(77,ps<.001), we found these feelings of ehsly mediatingbotheffects

Study5 (N=500) employs an alternative approach to test our proposed mediator: debiasing. Using the 10 positive and negative wor
pairs and choogesject manipulation from Studly half of participants were told that the valence of thetipreand choices may impact

how easy choosing felt, after choosing but before providing confidence and consensus estimates. Control participaete i tinds
additional text and replicated our standard matching effect in confidence and consédtisally Glebiased participants did not, and, in
fact, showed an unpredicted reversalv@y interactionts>9.0,ps<.001).

Together, thesve studies show a highly consistent pattexttributematching increases confidence ratings (whiohurn,increase
consensus estimates) because matelttetbutechoicesfostermetacognitive ease a s ens e @We find thiepatiermg r i g
emerges not only for questions of preference, where intuition would be leaned on the most, but also for quebtiwesitlcarrect
answerWe look forward to future research investigating other types of mateffiects in judgment.

For moreinformation contacthannah_perfecto@haas.berkeley.edu

Judgments Based on Stocks and Flows: Different Presentations ofsame Data Can Lead to Opposing Inferences
Stephen Spiller, University of California Los Angeles, USA*
Nicholas Reinholtz, University of Colorado, USA
Sam Maglio, University of Toronto, Canada

Consumers regularly encounter data reflecting how the world around them is changing. Such data are included in petsnestge arg
(e.g., claiming the economy is improving), news stories (e.g., reporting on epidemic outbreaks), and personal acts/{is.gepo
tracking workouts). For many such quantities that vary over time, the data may be presented as a stock (level) oep Adtivquath
each format presents exactly the same information about the change in quantity, exselueattd adultsdve substantial difficulty
translating between stocks (e.g., number of people in a store by minute) and flows (e.g., number of people leavinggadstrehy
minute; Cronin, Gonzalez, & Sterman 2009; Sweeney & Sterman 2000; Sterman 2010). Dissgiieculty, both types of
presentations are commonly used. The current work examines whether the choice of data presentation format can influence the
inferences and judgments consumers make from the data.

When making judgments, people place the masgiat on the information that is made the most salient and explicit (WYSIATI,
Kahneman 2015; the concreteness principle, Slovic 1972; framing effects, Tversky & Kahneman 1981). This includes irfformation
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graphical displays (Cleveland & McGill 1984; lier& Mason 2007). As a result, trends that are made explicit are more likely to
influence judgments than trends that are available but must be deduced. Consider a $1,000 bank account balance tte$ih@@hses

to $2,100 and finally to $2,200 with amplied flow of +$700, +$400, +$100. One might judge the balance based on the stock trend
(increasing) or the flow trend (decreasing). One common mistake is to conflate the two, inferring that stocks and flowasdrdck ot h e
patterns (Sweeney & Sterm2000). People are particularly sensitive to ending trends (Duclos 2015) and predict that trends of the
evolution of a forecast will contire (Maglio and Polman 2015pur results indicate that presentation foriinand the apparent trend

that varies bydrmati strongly shapes consumer judgments.

Study 1100 participants were randomly assigned to view US employment dataZ@08Y as either a stock (humber of privagetor

jobs per month) or flow (number of privasector jobs gained or lost per montFhe most rapid job loss occurred around January 2009
when Barack Obama was inaugurated. The rate of job loss accelerated in the previous year and slowed (but did notheweszae) in
following his inauguration. Although they show the same dategthbep ar ent st ock trend during Oba
apparent flow trend was positive.

When asked Aln your view, what effect did Barack Obamdeithav
much worsdedi 7V muBimabettero), flow parti ciMEa#84SO=138)pwherdag d t
stock participants reported that Obama had a negative éffect3(32,SD= 1.61;t(98) = 5.10p < .001); each of these values
significantlyd f f er ed fr om t he mi dp ops+.01). Wddonot clamauthetherrome depictibrf betteraapresentso
the economy, but rather that they lead to very different judgments.

Study 2402 participants were randomly assigned to make forelbastxl on each of 9 stock graphs or 9 flow graphs. These nine data
patterns came from a 3 (overall stock trend: negative, zero, positive) x 3 (overall flow trend: negative, zero, pogjtivelodesns

and magnitudes were randomized across the 9 patierriustrate the patterns, consider a quantity that follows the sequence (32, 41,
47, 50, 50) with the associated flow (+9, +6, +3, +0). This sequence has a positive stock trend (32 to 50) and a megatik:(#8

to +0).Participants saw four years of monthly data and the ending quantity and made a forecast of what the quantity would be one
year later.

Across the 9 patterns, the modal response reflected a linear extrapolation from the ending trend. In 5 casdshakisheesame sign
for stocks and flows, with the dominant response receiving between 79% and 100% of responses. In the other 4 caséd|domtasts
the observed ending trend, which varied for stocks and flows. For example, for a positive statiké flegy trend, the modal forecast
in the stock condition was no change (41%) and the modal forecast in the flow condition was negative (94%). In eachoafst®ese
the distribution of signed changes varied by condiffos .001).

Study 3 We testd whether the differences were due to an inability to comprehend the graphs. We selected the four cases with differ
ending trends from Study 2, but calibrated the trends differently (e.qg., the positive stock / negative flow trends wex (2818241,

47, 50) and (+12, +9, +6, +3), respectively). 605 participants were assigned to one of six conditions in a 3 (Graplovtock, F
Stock+Flow) x 2 (Order: Forecast then Describe; Describe then Forecast) design. Participants in the Stock+FlowseanHititin

graphs; their responses fell between the Stock and Flow participants and we do not discuss them further. The Foreséiketask wa
the Study 2 task. The Describe task asked participants to read and compute quantities from the graph ratker dfanecast of

the future.

Aggregate results replicated Study 2. When the sample was limited to observations on which participants read the gthp{é6yre
in line with Cronin et al. 2009), the differences persisted when flows trended upwards or downwards. For exanpoisitifer stock /
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negative flow trend, the modal forecast in the stock condition was positive (97%) but the modal forecast in the flow e@ditio
negative (41%p < .001).

These results show that the decision to present data as stocks or flows, lmkggiformally equivalent, is not a neutral choice. Stark
differences in judgment valence result from such differences, even among those who demonstrate a priori that theyatgn accurat
describe such graphs.

For moreinformation contactstephen.spille@anderson.ucla.edu

Simultaneous vs. Sequential Presentation of Online Reviews
Noelle Nelson, University of Kansas, USA*
Amin Attari, University of Kansas, USA

The importance of online shopping in the marketplace became extremely clear when Amazon.com recently surpassed WalMart to
become the | argest retailer in the US. A | arge par tinodife Ama
reviews. Research hagsaminedeviews from the perspective of weod-mouth (Chevalier & Mayzlin, 2006), for example, but we
suggest that another important aspect of online reviewst the content, baihe presentation of the reviews: whether theysaen all

on one page, or one at a time. Many sites offer both optionsabhbtmay affect consumer perceptions differently

Research into simultaneous versus sequential visual presentation of crime suspects suggests that simultaneous pressrdaation pr
more relational processing style while sequentially presented items prompt people to process each item individualllyand seria
(Lindsay & Wells, 1985)Therefore we also expect the arrangement or ordering of the reviéiven a seto play a roleln relational
processing, people examine information as it relates to other information, sometimes determining which the dominanisinfiufence
example, a predominately positively reviewed product has a few grouped negative reviews, thoséni#t easin as minor relative to
the positive reviews, leading to overall positive product attitudes. On the other hand, if the few negative reviewsnalse rando
interspersed, they will seem to be a bigger part of the picture, resulting in a relativelysidise attitudelf a predominately positively
reviewed product is processed isexial manner (due to sequential presentation), a run of negative reviews (grouped) will be seen as
relatively high frequency in the overall set, leading to less posithitedes. Sporadic spacing of negative reviews can be easily
discounted in the series of overall positive reviews, leading to relatively more positive attitudes. Of course, if teeareviesstly
negative, we expect an entire reversal of the results.

Formally,

H1: For products with mostly positive reviews, simultaneous (sequential) presentation of reviews will lead to betteatfitlss)
toward the product when the positive and negative reviews are grtngetterversus when they are interspettsand seemingly
randomly ordered.

H2: For products with mostly negative reviews, the expectations reverse.

We confirm these hypotheses in three studies. Study 1a and Stedgrbineour hypotheses on attitudes (WTP) using different
products and differ@roperationalizations of the review order construct. In study 2, we examine the underlying process of how positiv
thereviews were perceivenlverall which is a result of the review presentation and order, and therefore the processing style invoked.
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Stuwdy 1a was a 2 (presentation: simultaneous vs. sequential) x 2 (order: random vs. groupled)irghtvalence: positive vs.

negative) between subjects design. To obtain sufficient N, 102 undergraduates and 32&mdidipantgarticipated in the stydin
exchange for either course credit or $1. Participants evaluated online reviews for a mug that changed color keHaifatime
participants were presented with the reviews all on one page (simultaneously) while the other half read each feageatatme
(sequentially) The order of reviews was fixed and followed either a seemingly random pattern or positive reviews and negative revie\
were grouped separately. Finally, the reviews were either predominately positive or negative (i.€. peisitere reviews and 3

negative, or vice versa). Finally, participants indicated, on a scale from $2 to $80, their WTP for the mug.

We found the expected\Bay interaction between review presentation, grouping, and valence on/{I;A19) = 8. 46p < .01)
depicted in the graph below. Specifically, when participants were shown primarily positive reviews sequentially (simiyltatineyus
had a higher (lower) WTP when those reviews were ordered randomly, versus in groups. When participants sahatewienes
generally negative, these relationships reversed.

Predominately Positive Review®redominately Negative Reviews
12 5

4.5

11

10

9 - m Random m Random

m Grouped m Grouped

Simultaneous Sequential Simultaneous Sequential

Study 1b had the same design but differed from study 1a in a few aspects. First, the product was an alarm clocigthduditlyp
mimicking the sun. Second, the scale for WTP was $0 to $50. Finally, we varied the review ordering: they were stib miittnglly se
random or grouped, but different from study 1a to provide another operationalization of the construct. Afpaindwlee expected
3-way interaction on WTPH(1, 184) = 3.59p = .06); the means were in the same pattern as study 1a.

Study 2 was designed t ostowanddhe prodocaviarieppas a funiction of presentation, adertandtvaleshae
because these factors affected the perceiesiivity of the reviews in generator predominantly positive reviews), the simultaneous
condition, participants will be processing the information holisticatigt negativeeviewsthatare groupedrandonty ordered)should
beseen as less (more) importéanb t he over al | Opictured | ea.dhemogpositeawnill bertraecavhemr  (
the majority is negative. On the other hand, sequentially presented reviews will$egidffrocessing of each individual review, which

will make a group ofninority reviewsseem frequent and relatively importabtiteasily discounted when they are randomly ordered
This leads to a reversal of the effects found in the simultaneous condition.
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Thedesign of study 2 was identical to that of study 1a, but instead of WTP, participants were asked to indicate the dixatabiposi
the reviews they read. We find an&y interactionft(1, 121) = 5.24p < .05) of general positivity that replicates fhedings for WTP in
the previous two studies.

Overall, we find consistent results for our hypotheses across different products and begin to see process evidendbahistlidgt2s
that perceived positivity of the reviews overall drive the effentattitude (WTP) for the product.

For moreinformation contactnoellenelson@ku.edu

Paying People to Look at the Consequences of Their Actions
Daylian M. Cain, Yale University, USA*
Jason Dana, Yale University, USA

How does one persuade consumers to engage in prosocial action or at leadtogfraiisocial actiors Peopleare morewilling to
cause harnf they can do so in ignoranger if they can at leagtlausibly denytha they knew they were causing hamBxperiments on
istrategi c i gnod&kuang 2007; (aBaknCapra2006; Gmssna 2010; van der Weele, 2011), for example, show
thatparticipantften refuse free informaticsbout theémpacts of their choices on othexs that they caact more selfishly We
replicate strategic ignoranesd alsshowthat paying people small amounts of moneyetiteive informatiormaboutthe social
consequences of their actions can dramatically reduce strategic ignaraheHiciently increase overallelfare.

I n our dictator game variant, ifsenderso faced a checeitaine bet
ef fects on trheceivemespyeoificdllys chbosing$bhledt thé receiver eithetter off(getting $5 instead of $1) or worse off
(getting $1 instead of $5). A coin flip prior to the session determined whether the payoffs werealigmefticted Although the

coin flip structureand payoff possibilities were publicly announced, the resfittse coin flip were not. Senders could privately look at
which payoff state they were assigned (aligned or conflicted) by clicking a small button on the right sideroflesc mar ke d i
Payoffs. o H o w e \choose histohher pafavithduereveating the payoff stateBecause the reveal decision is

private, a receiver who ended up with $1 would not know whether the sender knowingly chose this payoff ($6, $1) onchose it i
ignorance ($6, $?). Witested various payments for loajifook for free, 25 cents to look, $1toloak,ka A T o m Beatmgne r o
whereparticipantsvere offeredo pay 25 cents for revealing theonsequences of their actionsharging participants detting them

look for free does not work asellto promoé generosity as does paying thentook More surprisinglywe show that the effect of
these payments is not merely due to incredseking. Even conditional on looking, participants who were paid to look are more
prosocial than those who look for freeNe speculate on various mechanisms, testing wealth effects wsiogditionalpayments of

an extra 25 cents vs. paying 25 cents to look), and whether it becomes less plausible for participants to claim ignoitiscknoi

(vs. unknown) that thewere paid to look.

Our results tie into a number of literatureé growing empirical and theoretical literature seeks to understand the economic
consequences of strategic ignoraf@eossman2010; van der Wee|@012) orrational ignorancéNyborg 2011). Offering various
payments for consuming information suggests a mechanism for quantifying the value of such ignérattoermorepur method is
innovativein that we intervene at an eagypint in the decision chain Specifically, ather than pagpg people to be generous, we are
merely paying them to be informadbout the effects of generosityPerhaps our payments allg&ople to feel that they acted on their
own valuesonce informed In this vein, severgbapersexplore the phenomenonofagentisor t i ng out o of si't
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them feel guilty about taking selfish actions (see Dana, @abawes 2006; Lazear, Malmendie& Weber 2012; Dillenberge&
Sadowski2010;and, for a review, se@ain, Dana& Newman, 2014) For example, someone may want to avbiase who are in
desperate need caseone will feel compelled to help Our payments are a nudge towsgeénerosity because they encourage people to
sortinto a situation that activates social preferences withdératise restricting them from acting selfishlYDur results suggest an
efficient way to change behavijdt may be cheaper to pay someone to look at information about his or hefesadiahmental

footprint than it would be to directly monitor and rediuro-social behavior.

These results suggestveral practical applicationsConsider the example of blood donatio®ne problem with cash compensation

for donation is adverse selectiggayments can attract leguality donationsfromso al | ed fAs ki d r,8989)whonor s ¢
would otherwise not donateln contrast, small incentives for people to learn about blood shortages and the donation process should
less likely to attractdw-quality donationsskid row donors nght take the payments to look at the need for donabiahsotact by

donating bloodor free These incentives would be highly effective in the case of advantageous selection, for example, if many of th
people wiw chooseo remain uninformed are the same people whose sympathies would be most evoked once infs meother
examplejt may be cheaper and moreagmatic to pay people to looktaeir HIV statugsso that they better gallate themselves thao
moretize actual safe sex practice#t is hopedhat pyments to look at test resusttract atrisk individuals to become tested.
Furthermore, such payments al so under mi.n€Ehuspadyenewsho tah dainetbec u s e
risk-free mightstill be getting tested, if only to get paidn the case of infectious diseases, anyone who infects another person has more
difficulty in claiming ignorance when it is known that people are paid to know theirasat@f coursesuch ideas are onlgpeculative
atthispoint,tbubur results suggest that offering subsidies to | ook
people to behave prosocially

For moreinformation contactdaylian.cain@yale.edu

Break
9:30 am- 9:45 am
Grand Palm Col. West

PLENARY SESSION 1i George Loewenstein, Carnegie Mellon University
9:45 am- 10:45 am
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Break
10:45 am- 11:00 am
Grand Palm Col. West
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Session 2
11:00 am- 12:15 pm
SymposiumContext Effects in Word-of-Mouth (WOM): How Innocuous Characteristics of
Message Generation Influence Sharing and Persuasiveness
Chair: Christilene du Plessis, Rotterdam School of Management, Erasmus University, The Netherlands

Context Effects in Worebf-Mouth (WOM): How Innocuous Characteristics of Message Generation Influence Sharing
and Persuasiveness

Evan Weingarten, University of Pennsylvania, USA*

Jonah Berger, University of Pennsylvania, USA & @iritech, USA

People frequently talk about experiences in everyday life. They may discuss the embarrassment they felt encountedmgeanaisth
day, a recent frustrating sports game, or an exciting upcoming weekend. Yet, tms@aemvembedded in a temporal context occurring
in the past or future. How might the temporality of an event change whether people talk about it?

We propose that whether people are likelier to discuss events in the future or past depends on twardastdrand selfresentation.
Research suggests that people are likelier to share more arousing events (Berger, 2011; Berger & Milkman, 2012), atkd other wo
contends the future is more arousing than the past (Van Boven & Ashworth, 2007). Theredossntarccurring in the future will be
l' i kelier to be shared than the same event in the past due

However, this pattern should be moderated by whether the event reflects badly or not on the sepdeseStlfion cashape sharing:
people are more likely to share things that reflect favorably rather than unfavorably on the self (De Angelis et de@a1R).the
influence of arousal depends on the dominant response to a context (e.g., sharing things thatlkeflecsmaging things that reflect
badly; Zajonc, 1965), we argue that while the fut lyondhéself,i nc
this relationship wondt per si stnthkersaf Weaeyptthese wmotheses infsip studiesv ent s

Study 1 (N = 111) tests how temporality influence ghnddaheyi ng
were either going on vacation a week from now (future) or hagdiack from vacation a week ago (past), and indicated how likely they
are to talk about the vacatiofds predicted participants indicated they would be likelier to talk about the future (M = 5.98) than past
vacation (M = 5.3F(1, 109) = 7.96p = .006).

Study 2 (N = 109) provides process evidence by measuring arousal (Berger, 2011). Participants read about a fancy Iinsithehat wi
occur a week from now or occurred a week ago. Per our theory, senders were more likely to share a future (Mmpérea) tcopast
meal (M = 3.98f(1, 107) = 4.45p = .037) and felt more arousal when imagining the future meal. Arousal mediated the effect of
temporality on sharing (95% CI [.43, 1.28]).

Study 3 (N = 229) applies our theory to a real event: a corareatrhajor pop star. Participants were asked about their likelihood of
talking and felt arousal about the concert either a week before (future) or a week after (past). As in study 2, pardiciaaote likely
to talk about the future concert (M = 5.@fan the past one (M = 4.68(1, 227) = 5.53p = .02), felt nore arousal for the futurarousal
mediated sharing (95% CI [.02, .44]).
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In study 4 (N = 143) we manipulated arousal, predicting we should only observe the past/future asymmetry forsimaniegrousing
events. Subjects read a scenario that either occurred a week ago or will occur a week from now; some subjects weretidd they
Afhang outo with their best friend (high ar oocguiatante, (lowatloesal)e a s
Consistent with our predicted interactidf({, 139) = 4.00p = .047), people were likelier to share the future event when it was with their
best friend (Mywre=5.63 vs. Mas= 4.76;F(1, 139) = 5.08p = .026). No difference in sharing, between past and future events, occurred
for acquaintanced=(< 1). Moderated mediation evidence showed arousal mediated sharing in the best friend (95% ClI [.20, .96]) but r
in the acquaintance condition (95% E€BH,.30]).

Study 5 (N = 245) explores whether the increased likelihood of discussing future events is moderatqutésesiftion. Participants
read, and indicated likelihood of talking about incurring a fee either in the future or the past; thisdiesefiécted badly on the self
(they paid their rent late) or did not reflect badly on the self (the fee was for maintenance costs). We observed ttam (R@ra241)

= 8.59,p=.004): in the maintenance condition (not reflect badly), people werelikely to share the future (M = 5.24) rather than past
fee (M = 4.50F(1, 241) = 4.77p = .03); however, the opposite was true in the late rent (reflect badly) conditigr{#2.93 vs. M,
=3.58;F(1, 241) = 3.84p = .051).

Study 6 (N = 603gxtends study 5 with process evidence. Participants imagined a court date one week from now or a week ago. We
manipulated whether senders were in court for stealing (reflect badly) or jury duty (not reflect badly). As predicteerweeaabs
interadion (F(1, 599) = 8.20p = .004) by which participants were more likely to discuss the future court date (M = 5.13) than the past
one (M =4.51F(1, 599) = 10.75p = .001) when it was for jury duty. This pattern was directionally reversed for thedzaartor

stealing (Muwre= 2.18 vs. Masi= 2.35;F(1, 599) < 1). Further, we found moderated mediation: arousal positively mediated sharing in
the jury duty conditions (95% CI [.06, .25]), but negatively mediated sharing in the stealing conditiorSI (85, -.06]).

Ultimately, these studies investigate how an eventobs tempo

For moreinformation contactewein@wharton.upenn.edu

The Effect of Environmental Crowdedness on Information Sharing
Irene Consiglio, Nova School of Business and Economics, Portugal*
Matteo De Angelis, LUISS Guido Carli University, Italy
Michele Costabile, LUISS Guido Carli University, Italy

Consumer8 einceeasing mobile connectivity allows them to share information while being among few or many other people (e.g., i
stores, coffee shops, events and conferences). In this research, we study if varying levels of environmental crowdedcess infl
consumer s6 pr open sof-moyth(iWoM)engage i n word

Though prior research has shown that individuals who are in more (vs. less) crowded places experience a loss of pérgeived con
(Baum, Aiello & Calesnick, 1978), it remains unclear how this willishce WOM. We propose that, because senders feel that they are
in less control in crowded environments and are therefore motivated to engage in behaviors that restore control 2RaQ et ahger,
1975), they will be more likely to share informatias a way to regain control.

WOM can restore perceived control for a number of reasons.iFisst, means t o affirm oneés self (
control is threatened, sedfffirmation allows people to restore their view of beingamtrol (Liu & Steele, 1986). Second, WOM
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strengthens social connections (Dunbar & Dunbar, 1998), and people with tighter social networks perceive greater ctirdrol over
events they face (Cohen, 1981). Third, individuals often engage in WOM to advisdlaeace others (Fitzsimons & Lehmann, 2004;
Berger, 2014), which may increase their perception of control (Sommer & Burgeois, 2010).

Thus, prior research corroborates the hypothesis that WOM can be used to compensate for a feeling of low cortiny icrdueded
environments. We present three experiments and two surveys that offer evidence for this prediction.

In study 1 (N = 86), participants were invited 25 at a time. Irctbeszdedcondition, all attending participants were seated in the same
24-person classroom; in themntrol condition, participants were divided into two-gérson classrooms. Participants in thewded
condition were more likely to share the content of an article with others (M = 3.61) than participantoitrbleondition(M = 2.80;
t(84) = 2.19p < .05).

In study 2 (N = 119), participants were invited eight at a time. Participantsénotvdedcondition were seated in apérson lab room;
whereas participants in tleentrol condition were seated in twepkrson lab roms. Consistent with the proposed process, results
revealed that the effect of c¢r owdedn dtersscale hased oroBdrger aamd Goaperld9r9; p |
b=1.08,t(115) = 1.91p =.01): Individuals who had a chronicalligher need for control (+1SD) were more likely to share content with
others when they were in a crowded rotns (1.27,t(115) = 2.85p < .01), as compared to their counterparts who were in a less crowded
room; individuals who had a lower need for con{r@lSD) were not affected by crowdedness (.29).

In study 3, we tested whether the likelihood to engage in WOM would be attenuated for participants who were able keirestore t
control by completing a puzzle on their mobile devices. Respondentd 6M)=completed an online survey. First, they reported their
current location and rated how crowded it was. Next, they completed a puzzle. The goal of this puzzle was to drawyecpickimg b
some dots with sufficient accuracy. Regardless of theiperdbrmance (which was similar between conditions), participants in the
control over outcomeondition saw the correct solution to the puzzle, whereas participantsrio ttetrol over outcomeondition
produced a scribble. As expected, participanteémo control over outcomeonditionfelt in less control over the outcome (M = 3.65)
than participants in theontrol over outcomeondition (M = 5.861(137) = 8.37p <.001). Finally, participants indicated the likelihood
that they would share an article with others. As predicted, there was an interaction between crowdedness and oppestarety to r
control 0 =-0.41,t(135) =-2.41,p < .05): Crowdedness had a posteffect on WOM when participants did not have an alternative
means to restore contrdd € 0.32,t(135) = 2.62p < .01).The effectwas not significant in theontrol over outcomeondition > .46).

In study 4 (N = 199), respondents filled in a gyrin the lobby of a movie theater. They rated how crowded the location was; next, they
could share a real promotion on their favored social network. Results indicated that the more the movie theater wathertasded,
control respondents perceived tvR, which in turn increased the likelihood that they shared information about the promotion on socia
media (90% CI [.01, 14]).

In study 5 (N = 101), we tested the robustness of the role of perceived control as a mediator. Moreover, we testecewffetiefth
crowdedness on WOM through perceived control would be moderated by trait reactance (Hong and Page 1989). Indeed, the positi
indirect effect of crowdedness through perceived control should be observed among those individuals who havéehigher ¢
reactance, because these individuals should be strongly motivated to reestablish their control (e.g., Brehm and Br€omsi8&t).

with this hypothesis, a greater lack of control led to greater likelihood to share, but only among resporabatshidh chronic

reactance (+1SD; 95% CI [> 0, .31]; moderated mediation index: 95% CI [.03, .30]). In study 5, we also ruled out a rilbeinatiot
mechanisms, as perceived anonymity,-aéifnation, and relatedness did not mediate the effecbafdedness on likelihood to share,
even when these indirect effects were moderated by relevant individual traits.
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This research offers two main theoretical contributions. First, we shed light on how the physical context in which WOMfectsurs

the likelihood of sharing information. Second, we suggest that a previously overlooked motivation might underlie WOM: the need to
restore control. This research also has interesting managerial implications. Indeed, marketing practitioners mighharangage s
sending targeted, retime communications to consumers who are in crowded spaces.

For more information contadtene.consiglio@novasbe.pt

Paying Peanuts Lowers Legitimacy: When and Why Monettrgentives Hinder WOM Sender Persuasiveness
Christilene du Plessis, Rotterdam School of Management, Erasmus University, The Netherlands*
David Dubois, INSEAD, France

Companies increasingly provide incentives to consumers for participating in advocacy programs or posting product rexeimsaonli
recent studyAmazon found that, of its 1,000 most active reviewers, 85% are incentivized and 92% of incentivized sevigwer
reviews about the free products they received (Pinch & Kesler, 2010).

How do incentives influence review effectiveness and effort? On the one hatidsstave found a significant positive correlation
between incentive size and task performaeag. Heyman & Ariely, 2004). Other works showed that people do not exert effort on a task
unless it contributes to their own economic wading (e.g. Lock et al., 1980; Gerhart et al., 2009). A survey of top executives in
different industries (N = 23) cdirmed that 70% of them believe that paying for reviews increases review effectiveness. Taken togethe
these findings suggest that monetary incentives may lead to higher quality reviews. On the other hand, researcherd bizate argue
external rewards cdve ineffective (see Pfeffer, 1998) possibly because incentivized WOM sémeestless effort in the review

writing process (e.dJeci et al., 1999; Gneezy & Rustichifi)00. These findings suggest that monetary incentives might decrease
review effeciveness.

Beyond the role of effort, this research proposes that monetary incentives caevadtgrcontenby affecting how legitimate senders

feel when generating their reviewMoney is a social cue which signals reward in a similar manner to p&aige & Haushofer, 2008).
Furthermore, researahowsthat the social meaning of money can be transferred to the self (Vohs, Mead & @@@si&,ang et al.,

2013). As such, WOMenders may interpret monetary incentives as social signals. Specificallppesethat the size of the incentive
can influence sendersd feelings of |l egitimacy andlownosetatyt i
incentives can trigger low feelings of legitimacy, compared to significanetapnincentives or no incentives. In turn, because feeling
legitimate is a key antecedent to certaintyh e sense of conviction that o ihwebhyotleesizei t u
that low legitimacy will induce consumers to expresssicertainty in their reviews.

We further hypothesize that money is a contextual factor that alters what senders rely on when judging the legitimaatfinfdéei
When senders are paid, they rely on the size of the reward to feel legitimaterewiasd might trigger senders to lose their feelings of
legitimacy, decreasing expressed certainty. In contrast when senders are not given an incentive (i.e., when sociakemtsare a
when monetary incentives are significant (i.e., social cues aatk), the sender will rely on their own experiences, resulting in
greater certaintyRucker et al., 2014)

Three experiments tested the effect of monetary incentives on the certainty expressed in review content. Importantly, across
experiments, WOM reeivers were blind to whether senders had been paid or not, or how much they had been paid.
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In study 1, participants (N=83) were either paid a bonus of $1 or no bonus to write a review about an online game.elteserevi
later rated by 975 MTurkerg (L1 raters per review) on review positivity, descriptiveness, objectivity and reviewer certainty. Random
effects regression showed that paid WOM senders expressed less certainty in the content of their reviews (M = 5.21) Heandarpa

(M =5.43;b=-.11,t(80) =-2.78, p = .007,). Importantly, the reviews did not differ in positivity or objectivityp@H .05).

In study 2, participants (N=86) were either paid a bonus of $1 or no bonus to write a review about an online game. sasejplarafe

841 mTurkers (£ nine raters per review) were randomly presented one of these reviews and rated how doubtful they quaabtpf the

of the reviewed product, in addition to how uncertain they believed the reviewer was based on the review. Randosgrefsais r
showed that people perceived paid senders to be more uncertain of their opirioa$ yithan unpaid senders €\2.46;b = .09,t(83)
=1.96, p=.05). Importantlypaying the sender (vs. not paying) had a significant positive indirecteffecn t he r ecei ve
quality doubts through perceptions of reviewer uncertainty (95% C.I. = .002, .07).

In study 3 we test whether increasing the size of the incentive reverses the effect of incentive provision on attitaityuli¢eralso
teded if legitimacy mediates the effect of providing a small incentive on attitude unceriimt students (N = 205) took part in this
study in exchange for course credit and were r anddifodwitingg s s i
a review. Participants were told to use a set of headphones to watch two videos, write a review of the headphonessavet then an
questions. In line with our prediction, paying a WOM sender a smajl. éV2.45) versus no (Mg 2.21) or highMy 1 5 2.19) incentive
increased uncertaintyr(1, 204) = 3.95p < .05). Senders who received a small incentive,{M 3.45) versus no (Vi 4.36) or high

(Mg 135 4.43) incentivalso felt that their opinion was less legitimaf€l(, 204) = 41.32p < .001). Moreover, legitimacy mediated the
positive effect of receiving a small incentive on attitude uncertainty (95% C.I. = [.03, .16]).

Overall, the results demonstrabat the quality of WOM may stem from feelings of legitimacy and that providingcentine shifts the
source of legitimacy from senders' experiences (internal) to the size of one's reward (external). Importantly, thisribotkstoptast
wor k on ¢ ons undecursebtingcfa the fiast timeé how dcpntextual factor (i.e ney affects certainty by altering
feelings of legitimacy.

For moreinformation contactduplessis@rsm.nl

In Mobile We Trust: How Mobile Reviews can Overcome Consumer Distrust of {@3enerated Reviews
Andrew T. Stephen, University of Oxford, England
Lauren Grewal, University of Pittsburgh, USA*

Over half of the world uses mobile devices. One common use of these devices is reporting of a consumption experiposésdeg.,
hotel review). The rising use afobile has prompted a stream of research that attempts to understand the relationship between mobi
and consumer behavior (Shankar et al., 2010; Bart et al., 2014). Here we consider how consumers perceive and respond to
consumefgenerated reviews whenethare posted from mobile versus froobile devices. Consumers increasingly know this

distinction because a trend among popular review sites (e.g., TripAdvisor) is to add labels to reviews from mobile deyices (e fi v i
mobiled). Acrosgsamiheehswutdhes, swetée contextual cue affect
purchase intentions.

We hypothesize that extra effort is required when writing reviews from mobile, leading consumers to believe that, corepaed to
from nonmohle devicesmobiler evi ews are more reflective of a reviewero6s
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that to write a thoughtful review on a mobile device, more effort is physically needed, and once more effort has ocevieredsa
perceived as more trustworthy (Ghose et al., 2013; Walther et al., 2005). Once a review has been seen as more trustworthy, we
hypothesize that consumers will perceive higher accuracy. This higher accuracy is then expected to lead to higher purchase
intenions/consideration of the reviewed product or service provider. This increased intentions/consideration is only expecied to o
however, when reviews are generally positive and, critically, when consumers are skeptical of the credibility of egersuated

reviews in general. Thus, we propose that mobile reviews help consumers overcome skepticism that would otherwise lead them to
di scount a reviewerdés opinion, thereby allowing the review

Study 1a N = 67) tested the effect of mobile vs. Aaobile reviews on purchase consideration with a 2(mobile;nmoiile) x

2(positive rating, negative rating) betwesubjects design. To manipulate mobile versusmanb i | e, a | abel sai d
deskbp, 6 in Iine with TripAdvisor. To manipulate ratirfeg vale
reading the review, participants indicated their interest in booking a stay at the reviewed hotel if they were viditicatithai1

=definitely not, 5=definitely yes). Results supported our prediction that mobile reviews are associated with higheriptactiase

but only for favorable reviews. In the positive rating conditions there was a significant difference batb#er(M = 3.60) and

non-mobile (M = 2.86) reviews (F(1, 63) = 6.96, p =.01). There was no significant difference in the negative rating coMditigsrs (

2.79 vS. Monmobile= 2.74,F(1, 63) < 1p=.83).

Study 1b (N=72) looked at the effect of bile vs. noamobile for a positive review in a different context. We measured purchase
consideration in the same way as Study 1a but for a restaurant review. We found a significant difference between ngb60¢ &=
non-mobile (M = 3.25) reviews thaeplicated the findings of Study 1&((, 70) =4.40p = .04).

Study 2 (N=65) tested the proposed moderation process of skepticism with a 2(mobitebite) betweersubjects design. The

reviews in the positive rating condition from study 1a were Udégimeasured purchase consideration and general skepticism, which
was expected to moderate the effects seen in Study 1a/b with nine items measuredprosevant Li kert scal es (
onlineuselg e ner at e d=193). These\tanwaie averaged to form a general measure of skepticism of online
consumeigenerated reviews. We found a significant difference between mobile (M = 3.50) antbhidea (M = 3.05) reviewsH(1,

63) =4.82p = .03). This difference only existed at higheL&D) levels of skepticisi®5% CI = [.05 1.2]) while no significant

differences existed between mobile and-nuobile for lower {1SD) skepticisn{95% CI = }.58, .7Q).

Study 3a (N = 56) tested the proposed accumaegliated process with a 2(mobile, amobile) betweersubjects design. The same hotel
reviews were used. We again measured purchase consideration and additionally measured perceived accuracy of thesheview with
itemsonsevep oi nt Li kert scales (e.g., @Tb=.90). fhese itemsweie averagecto forim & s
measure of the hypothesized mediator, perceived review accuracy. We also measured general skepticism aswdy @idwhist

was expected to moderate the hypothesized mediated process. We tested our predictions using conditional indirect/sifects anal
(Hayes 2013 model 15). The results confirmed our hypotheses. Specifically, the indirect effect of mobileovarssle reviews on
purchase intention through perceived review accuracy was positive and significant but only at higher (+1SD) levelssrhqle&stc

Cl =[.01, .26]). When skepticism was lowet $D) the indirect effect was not significg@86% CI =[-.11, .1Q).

Study 3b (N = 80) examined the process leading to perceived accuracy more closely. Participants read the same matuila tegiew f
previous study and indicated their perception of review accuracy on the saiteenstcale used previouskdditionally, perceived
reviewwr i t i ng effort was measured with six items UE®8),andpercivieth e
trust in the reviewer with sil=.95t Resukfrofna cogditignal indiréceeffects analysisve r
(Hayes 2013 model 4) indicate that higher perceived rewdting effort leads to enhanced perceptions of reviewer trust, which in turn
predicts higher perceived review accuracy (95% CI = [.18, .43]).
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Thisresearch contributes to the literature on constgeeerated reviews and WOM referrals by showing how the context in which a
review is writte® mobile or noamobiled af f ect s consumersd attitudes and pur chase
skeptical ones, perceive mobile reviews as more accurate and therefore have higher purchase intentions, and thaytisis accurac
associated with greater perceived effort in review writing and reviewer trust.

For moreinformation contactlaurengrewal@gmnibcom

Symposium:Doing Well by Doing Better: Strategies to Increase Consumer Participation in
Charitable Campaigns
Chair: Grant Donnelly, Harvard Business School, USA

Voting for Charity: The Benefits for Firms of Direct Consuménvolvement in Charitable Campaigns
Grant Donnelly, Harvard Business School, USA*
Duncan Simester, Massachusetts Institute of Technology, USA
Michael Norton, Harvard Business School, USA

Recently, a new form of corporate social responsibility has emerged, which invites the customer to select the caustothagpagh
through the purchasing of a specific item (Robinson, Irmak & Jayachandran, 2012). While research has evaluatednopressioss

to voting empowerment in corporate social responsibility activities (Robinson, Irmak & Jayachandran, 2012), we evaluate such
empower ment in 6pured donations and -volingconsansers|Acrosetyield studies atc i a
multiple store locations of a large grocery retailer, we give some consumers the opportunity to vote for the causernthatlthe f
support, while others are merely informed oy thefivotrendfsorh
entering a retailer exhibited increased purchasing and membership renewals dstimg insits.

Study 1 was designed to investigate whether invitiesgstomeo
subsequent purchasing behavior. The study was conducted with the cooperation of a large retailer similar ihi€ dsstdield
experiment was conducted over 10 weekdays at o swere@dsitionddats r
the front entrance of the store and intercepted customers as they entered the store. They implemented two experitiserstal bondi
the Avotingd conditi on, tphge deacsipgian sftheea lbcal chatdevomanizations, statirg) that this r s
store planned to give a total of $4,500 that montrhablé o t hes
foundation and the local store managarstomers were asked to help the retaitide which charity should receive the largest grant.
The charity that received the most customer votes would receive a $2,500 grant, while the other two charities woul$1c@@dve a
grant. After the study the retailer actually made these grantsandamnce with this policy.

I n the second treatment, the finfor mat i opage desaiptiohi Howewen, theytdid e
not ask them to vote on which charity should receive the grEimsinformation condition wsadesigned to serve as a control condition.
It controls for the possibility that merely pr ov iomdregavier.nf o

The days were divided into two d@arts: mornings (9ar 1pm) and attrnoons (2pni 6pm) and the experimental treatments were
rotated between these day parts across the 10 test days. We received transaction data that included a time stamplzirdime used
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stamp to match the transactions to the treatments. In partitadthe morning dapart we used transactions between 9am (the retailer
opened at 9am each morning) and 1:15pm. For the afternogradayve used transactions between 2:30pm and 6:15pm.

Across the 10 days we observed 5,010 baskets in the infomtaindition and 5,048 baskets in the voting condition. In our initial
analysis we measured basket size using dollar revenue, with a log transformation to control for outliers. The averageday tiee
voting condition is 4.02, compared to 3.98he information condition. The difference between these averages is significant (p < 0.05,
t = 1.99). The use of the log transformation means that the exponent of the difference between the two conditions #&veals the
difference in the basket sizes. WBig customers a choice about which charity would receive the next grant increased their average
basket sizes by 4.2%. The median basket size is $248, and so this translates to a $10.41 increase in the average basket size.

In our next analysis we invegtite whether the voting treatment had a stronger impact on purchases of items associategedgthl pro
behaviors. To identify these items a research asdiféerett ant v
packaging label The findings reveal that items with psocial labels on their packaging contributed a significantly higher proportion

of units in the voting condition (than in the information condition). Allowing customers to vote on the next recipiehawifadbe

gift increased their purchasesof oo ci al i tems. The effect was strongest for
pro-social labels.

We conducted a second study to evaluate the impact of voting on membership dédissdiedd experiment was conducted over three
weekends (6 days) in four New England stores of the same réhaitgrarticipated in Study At the time of the study the retailer was
conducting a promotional campaign encouraging new members to visit the stoBerfmmah trial membership. When a prospective
customer visits the store to enact a trial membership, the customer service representative asks the customer if tkeyonqmddilde
to a full membership. The focus of this study is investigating whetlospective members are more likely to upgrade in the voting
condition than in the information condition.

All membership enquiries are processed at a membership service desk at the front of the store. The treatments weralitmplemente
positioning an ssistant near this desk. The assistants intercepted customers as they approached the line. They then implemente!
same voting and information treatments that were used in the first study. The three charitable organizations werd difdrestoe

and were local to each store. The total donation in this study was $5,000 for each store, distributed as $3,000 jorduweishizgithe

most votes, and $1,000 to each of the other two charities.

In this second study, the treatments were rotateddsgtwuccessive customers. To match the treatments with the outcomes, the
customers took their survey and voting forms (for those that voted) to the membership desk. After completing the trémesaction,
membership service representative then marked thetfmindicate why the customer visited and the outcome of the transaction.

The voting condition had a positive impact on the proportion of new members that chose upgraded memberships. In tlo@ informat
condition, 30.6% of the new members chose the reguleewards membership. In the voting condition, 55.0% converted to the regular
or rewards membership. This difference in the conversion rate (55.0% versus 30.6%) is statistically significant piOaldo It
managerially important. Increasing thengersion rate by even a small percentage has the potential to create tremendous economic
benefits for this retailer.

For moreinformation contactgdonnelly@hbs.edu
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One Being the "Tipping Point": Threshold Incentives Motivate Behavior
Lalin Anik, University of Virginia, USA*
Michael Norton, Harvard Business School, USA

We explore and document a new intervention to motivate behavior: beitiggimg point the person whose contribution passes a
threshold that kicks in a higher reward for the self and others. Anik, Norton, and Ariely (2014) showed that offeringgegncenti
contingent on other peopl eds behavi oehavioriwe wilhircredse/tlretrewards for i | f
everyone. 0 Across three studies, we explore whetharvaspgeaqi:f
are currently at 74% and you wil|l bring us up to 75%. 0

In Study 1,we aske participants to imagine a hypothetical scenario where a donation would be made to a local health charity for ea
person who got a blood test. Participants were randomly assigned to a 2 (cotidgingvs. control) X 3 (level of progresdow,
mediumhigh) design. We told those in thigping conditions that [9, 49, 89] people have gotten a blood test so far, and the amount to be
donated per participant was [2%1.27, $6.41]. If they agreed to get a blood test, since they would be th&@p90" person, each
donation would increase to [3%,551.90, $9.61], respectively. If they decided not to get a blood test, tpapipant donation rate

would stay at [26, $1.27, $6.41]. We told those in tbentrol conditions that [10, 50, 90] pe@phave gotten blood tests so far, and the
amount donated per person was [87$L.90, $9.61]. If they also got a blood test, they would be tH2 it 915 person, and each
donation would still be [37% $1.90, $9.61]. Next, participants indicated their likelihood of getting a blood test usipgimat Bcale (1

=not at all likely 7 =definitely likely.

A 2 (condition:tipping, control) X 3 (level of progresgow, medium, highANOVA revealed a sigificant main effect of condition(1,

286) = 1741, p< .001. The main effect for level of progress and the condition X progress interaction were both marginally significan
all Fs > 2.52ps = .08. Participants in thipping conditions indicated a anjficantly higher likelihood of getting a blood tet & 5.37,

SD =1.81) than those in theontrol conditions M = 4.44,SD =1.91),t(290) = 4.30p < .001, suggesting that overall being tipping
pointwas indeed more motivating. A closer analysi®eded that dbwandmediumpr ogr ess | evel s, partici
a blood test were significantly higher when they werditiging point all ts > 3.16, alps < .003. However, fdnigh progress level,

being thetipping pointwas not moe motivating than the baselirt¢108) = .64p = .53.

One reason tipping points are more motivating when they are earlier, rather than later, could be that large continggrihosmtietss

might havefi ¢ r o wd endtivatiom {Déci 1975; Lepper, GreeneNisbett 1973)Therefore, in Study 2, we pit the impact of being
thetipping pointagainst small, negontingent monetary incentives. The scenario used was very similar to the one in Study 1.
Participants were rananly assigned to one of five conditions. Ttiping condition informed participants that they could be th 10
person who tipped the donation fromt30 $1 for everyoneRarticipants in theon-tipping condition were told that they could be the

10" person, and the donation would still bed5@er headFinally, those in one of thre®n-contingent incentivesonditions were not
told about otherdés behavior, and were informed t hagotabldbd,K $

test. Participants indicated their likelihood of testing (fes O =no).

We replicated the effect that social incentives were more effective than nonsocial inq@Mtiveés.47% vs. 58.67%(1) = 398, p <

.05. Further contrasts revealed that percent of participants who agreed to getting a blood tégtpimtheondition M = 85.71%)

differed from thenon-tipping condition M = 75.47%)6%(1) = 336, p < .07, as well as from all thremn-contingentconditiors, 6°s >

4.49 ps< .04. Results show that being tifgping pointin a social group is motivating above and beyond offering monetary incentives
alone or providing only social information.
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Finally, we ran a study (Study 3) with real consumer behaviersvparticipants reviewed a restaurant experience in exchange for
donations to a project that provided lunchbox to kids. There were three conditmrsc@ntingent incentivesondition offered a $3
donation;atipping condition grouped participants witlvo othersand by reviewing the restaurant, donations for all three participants
would jump from50¢e ach to $1 each (a total of $1 donated in total i
asocial netipping condition where the amount donated for each participant was $1, $3 in total for the charity. Usiombstalg1

=not at all,7 =a great ded), participants answereadseries of questions about how much responsibility they experienced towards other
participants and towards the kids who would receive the lunchboxes and their feelings of altruism, impact, substitutabilityirand guilt
general. Our dependent variable was the percent of participants who provided a review.

Again, we foundhat setting incentivesontingent on social behavior led to a significantly higher percent of reviews than offering
non-socialincentives, i1 = 42.73% vs. 33.83%}(1) = 2.13 p < .04. Further analysis showed that the effect of social incentives was
driven by thelipping condtion as it resulted in participation significantly higher thasagial netipping condition(M = 50.00% vs.
35.71%),6(1) = 2.15 p < .04. Finally, a mediation analysis revealed that the effect of beiripfiieg pointon participation was

medi ated only by participantsé feelings of r esponeniobgereralt y
feelings of altruism, guilt, substitutability or impact.

For moreinformation contactanikL@darden.virginia.edu

Avoiding Overhead Aversion in Charity
Uri Gneezy, University of California San Diego, USA
Elizabeth Keenan, Harvard Business School, USA*
Ayelet Gneezy, University of California San Diego, USA

How can charities use initial large donations to maximize contributions from other potential donors? Traditionally, chregitised

these financial gifts to solicit additionaldonatton by announcing the initial donation as
in which the charity uses the initial funds to match every new dollar donated. We propose a third aleusatiy¢he initial donation

to cover a c lsts(iiet agrirsstrative and furdaiding costs), thereby allowing all subsequent donations to be overhe:
free, and go directly to the cause.

Donors tend to avoid charities that dedicate a high percentage of expenses to administrative and fundraising costs &filttpgpf
nonprofits to be effective. In this paper we test whether designating early large gifts to cover overheadeastsiace donor s 6
willingness to contribute to a charity. Charities are interested in maximizing the total funds raised and are agnostiosdout
donations cover overhead costonsumers, however, seem to have clear, strong prefedetimswant to havéheir donations be put

t o A g odopdogramming.

We begin our empirical investigation with a laboratory experiment in order to: 1) provide empirical support for our dsaegion
increase in overhead costs associated with a donation decreasesyitonggin insight into what drives overhead aversion, and 3) to
test our proposed solution in a controlled environment.

In a betweesparticipants design, we randomly assigned 449 participants to one of five treatments. All participants were piigsented w
short descriptions of two charitigsids Korps USAandcharity: water In all five treatments, we asked participants to decide which of
the two charities should receive a $100 donation. Participants were told that there was no overhead assod@tationshmade to
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Kids Korps. For charity: water, we manipulated two aspects of the overhead associated with donations. First, we vaibdate ov
l evel associated with participants6 donat htoeatment2ahe avérlzeadi t vy :
associated with the donation was 5% (i.e., we sent $95 to charity: water if participants chose it), and in treatmesrt@doeveas

50%. Our dependent measure was the proportion of donations given to charity: water.

Theresut s of the first three treatments support our assertior
overheado treatment (73.33%) donated to charity: watheugh Th
not significantly using a test of proportion (z=0.98;.33). When overhead costs were 50%, only 49.43% of participants chose to donate
to charity: water, which is significantly lower than the proportions observed in the no overhead (P<32) and 5%overhead
(z=2.32;P=.02) treatments.

We can think of two main reasons for donorsdé over heenfjloraver
even corrupt or 2) individuals might feel they made a greater impact when theyHenoaré helping the cause directly than when their
contribution pays the salary of a charityds st aBDuhcann200ber ,

Treatments 4 and 5 were similar to treatments 2 and 3, respectividygngi important difference: in addition to providing overhead
information, we informed participants that fAsomeongoebsé a
donate the entireld wi | | g o t olfdverhleais usedys a sigraltofeefficiency, then we should not observe a difference in
overhead aversion between treatments 2 and 4 or treatments 3 and 5, as the quality of this signal is the same. Iiehobsaregd
overhead aversion is driven by a deseem the perceived impact the donor experiences with respect to her donation, then the proportio
of individuals choosing to donate to charity: water in treatments 4 and 5 would be similar to that observed in the mbtmagrneat
(Treatment 1).

Theresults reject the efficiency explanation, and are in line with the personal impact explanation. In treatment 5, at 88% cover
overhead, 71.43% of participants donated to charity: water, which is not different than donations in treatment 1 (n¢ zu&étsad
P=.77) and is significantly higher than those in treatment 3 (50% uncovered overhead, B=30p;

Next,in or der to test tfhree eedf fdeocnta toifo na no piipoovretruhneiatdy on act ual do
with a foundation that specializes in education. The foundation purchased the right to sesiiree alomation request letter to 40,000
potential US donors who donated to similar causes in the preceding five years. Participants were randomly assigndduo one of
treatments: Control (a standard request for support), Seed (included additional information about an initial large aangterelady

been received), Match (included additional information about an initial large donation that was being used domasitins 1:1), and
Overhead (included additional information about an initial large donation being used to cover all overhead costs).tPartiogpan

asked to give $20, $50, or $100.

Overall, the campaign raised $8,040 through the Control treatiMen®0.80 per solicitation). The amount raised in the Seed treatment
was 64% higher than the Control treatndeftL 3,220 M = $1.32 per solicitation). An intentiete-treat analysis revealed this difference
was significantt(19998)=5.89P<.001). The amourdollected in the Match treatment was $122HP% more than in the Control
treatment (19998)=4.85P<.001;M = $1.22,SD= 7.12 per solicitation). This amount was not significantly different from the amount
collected in the Seed treatmet{tL0998)=.99P=.32). Finally, the foundation raised $23,120% $2.31 per solicitation) in the

Overhead treatmedita significant increase relative to the Control (188%0998)=14.29P<.001), Seed (75%(19998) = 8.30,

P<.001), and Match (89%(19998)=9.26P<.001)treatments.
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While it is important to educate donors about the importance of overhead costs and how they can be used to improetressfbdct
charities, the reatelreadd doofn aan ofmo vaegprpleeaa s t 0 s irmsabout averfeeadwarsdl vy a c
increase overall giving.

For moreinformation contactekeenan@hbs.edu

When is it Better to Give or Receive? Kindness, Happiness, and Reciprocity in the Chain of Giving
Minah Jung, New YorkJniversity, USA*
Silva Kurtisa, Georgetown University, USA
Leif Nelson, University of California Berkeley, USA

People are kinder when paying for someone else than for themselves (Jung, Nelson, Gneezy, & Gneezy, 2014). This bidastior is a
partially guided by peoplebds i naccur a ttdorward seens o teadpeegb infeftheo t h
appropriate social norm to be kinder. What aboutipégrward enforces such a norm? Reajorward has two quite different features:
receiving versus giving a gift. Which one is the most powerful influence on behavior? In three studiesstigate the underlying
mechanism behind payirig-forward by disentangling the social forces of reciprocation and generosity.

Grant and Dutton (2012) found that people are kinder when they reflected on giving benefits to others than receivingi\iagaus
enforces a prosocial identity as a caring a capable person, while receiving makes people to feel indebted and incastpayehtwe

tested this argument in the payforward (PIF) framework by manipulating the salience of the giving veesigsving feature of PIF at

a local restaurant. All dinerdl(= 94) were informed that their meals had been paid for by another customer and they could
pay-it-forward to another customer. At the end of their meal, each group of diners received thewitihaakard with our salience
manipulation. Customers paid more when their card emphasized that they could pay for someone else than when it emiphasized th
someone had paid for theivis = $20.42 versus $11.09).

These results suggest that generosityhiriig a stronger force than reciprocation. Study 2 further examined how these forces operated i
the presence or absence of direct social pressure. In Study 2, we conducted our experiment at an art museum usintigiheesame sa
manipulation as in Study But this time museum visitordl(= 836) paid either anonymously or directly to the receptionist. In the giving
condition, visitors paid a similar amount whether they were paying anonymously or dindstly $3.08 versus $3.27), but in the
receiving condion people paid significantly more when paying directly than anonymoudl/=($3.76 versus $2.37).

If people were kinder when reminded of giving than reminded of receiving, does giving make people feel happier thar? receiving
Study 3, we examinedh et her or not peoplebds |l evels of generosity hing
their prediction on the recipientsd happiness. I n stlientsa st u
customiable online platform to foster and track acts of kindness across generations of participantsiiff@wayd chain. The Social

Coin mints its own coins that allow users to track their coin as it changes hands when s/he completes an act of kimndhespéosan.
Participantsil = 300) were randomly assigned to one of two implicit reference points for kind acts; they were encouraged to comple
either a small (e.g., make/buy a cup of coffee) or a large act of kindness (e.g., make/buy dinner)oioe.SBafere and after
payingforward kind acts, they reported forecasted and experienced happiness of others and themselves on our customized social
coin website.
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Givers of a kind act were happier when they completed a small act of kindnesdatgaane s = 5.69 versus 5.88) but recipients
were equally happy regardless of the size of the kindgt(6.37 versus 6.34). Givers and recipients of a kind act displayed
asymmetric beliefs about ot her s 6sptedicepdthemeodeyi6=6B4Lversupb.1&)andgiverse r
were less happy than recipients predicted them tbe 6.69 versus 6.28). These results suggest that the power of giving might come
from giversdé underesti matt lmen @ifvédrowd ploisnd i aet recipients vi

For moreinformationcontact:minah.jung@stern.nyu.edu
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Emergency Reservebhe Benefits of Providing Slack with a Cost
Marissa Sharif, UCLA Anderson School of Management, USA*
Suzanne Shu, UCLA Anderson School of Management, USA

In this researchye propose thahcluding emergency reservathin a goalwill improveperformance by kth 1) increasing motivation

and 2) persistence after failure. We defameemergency reserespre-defined extra slackround a goahat can be used if needed but

at a small costn this research, we compare Reserve goals to Hard Reference Poinhddzdsy Reference Point godkeserve goals
have a difficult reference point plus an additionalr gemeryge
calories). Hard Reference point (Hard RP) goals have the same difficidinederoint without the additional reserve. Easy Reference
point (Easy RP) goals have an easier reference point with the reserve already incorporated into their goal (e.g.,d€)00 calori

Since the reserve imposes a small cost, we hypothesize that wébipieto treat the goal without the reserve as their primary reference
point, keeping the reserve mentally separated from the goal. Prior research has suggested that people are sensisiyehelegidalp
costs(Soman & Cheema, 2011; Thaler & Shefri981) Therefore, Reserve participants will try to reach a more difficult reference
point compared to an Easy RP goal and this will ultimately lead to better perfor(akadhk, Larrick, & Wu, 1999; Locke, Shaw, Saari,
& Latham, 1981)

InStudy 1,21partici pants were randomly assigned a time goal to t
task within 210 seconds in the Easy RP condition, within 210 secorainbth complete the task within 180 seconds in the Aim
Condition general flexibility goal)within 180 seconds with additional 30 seconds éémergency timein the Reserve condition,

and within 180 seconds in the Hard RP conditiarticipants in the Reserve condition ty@@8PTCHAs significantly fastethan Easy

RP participantsp < .05, while Constrained Aim participants and Hard RP participants did not.

In Study 2, 226 participants were randomly assigned a goal specifying how many days they need to complete a CAPTCHA task
throughout a week. laddition to receiving ondollar daily for completing the task, participants received adioar bonus if they
completed theirgpaP ar t i ci pant sé goals were to complete the task five
to complete the task every day in the Aim condition, and every day in the Hard RP condition and Reserve condition. Howeeer, Rese
participants were also told up to two missed days would be excused if they needed it and that they would still reberestheimot

the daily payment for the missed days. Reserve participants were significantly more likely to receive their bonus tHan Easy R
Participantsp < .01, Constrained Aim Participans< .05, and Hard RP participangss .001. Reserve participantgre also more

Il i kely to complete the fAeasi er 0 g o al.0%. Particigantdwhgyfailedaheimgeatikthe t h
Hard RP condition completed the task fewer days than those who failed with regerv@s, This stdy suggests that participants with
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reserves may perform better than those with Hard RP goals if the task involves persistence over tineliwtarals are likely to fail
at least once throughout lotgrm goal pursuit Prior research has revealed tfalure to meet a goal can lead to a deterioration in
subsequent performan@@olivy, 1976; Soman & Cheema, 2004 he reserve may be able to inhibit the negative effects of goal
violation by offsetting the negative emotions associated with a failure.

Lastly, in Study 3, 597 participants were asked to complete three word searches within a specified amount of time. Tisgnedre as
randomly to Easy RPBeat2 word searchdsHard RP Beat3], High-Low [Beat2 or 3, or ReserveBeat3, with one emergengpint

if you faill goals. After completing an easy word search, participants were randomly assigned to a condition in which they were likely
either fail the second word search (Fail Condition) or succeed at the second word search (Success Cdiwfitiaitipgior

succeeding, they were able to choose to try the third word search or move on to the next part (our measure of peestitgaes P

had to successfully complete their goal in order to try to qualify for a future survey.

We found thaparticipants with Reserves were more likely to persist compared to those with Easy RpP godl®, and High.ow
goals,p = .045 in both conditions. After reaching the easier reference point, participants in theoigind Easy RP conditions are
satigied and do not try to complete the third word search, but Reserve participants persist. This suggests that partfepResemne
condition are adhering to the more difficult reference point (scoring 3 points) more than those in thevlayid EasyRP conditions.
Additionally, Reserve participants are more likely to persist in the face ofgaallfailure.The Reserve thus may also decrease the
psychological impact of a stdpal failure.

We also found a 2 (Failure vs. Success) x 2 (Reserve vs. Hard RP goal) interaction predicting pepststéfde, In the Failure

condition only, participants were significantly more likely to persist after failing in the Reserve condition comphesddodt RP
condition,p < .001.Additionally, within the failure condition, we found a negative and significant mean indirect effect of Hard RP goals
compared to Reserve goals on persistence through the serial mediators of satisfaction and determirthtinto{a -.08), with a 95%
confidence interval excluding zeraX9 to-.023).After failing the second word search, participants in the Hard RP condition felt less
satisfied and determined and thus abandoned their goal, consistent with goalnviidatiture. However, participants in the Reserve
condition continue to persist even in the face of the failure.

For moreinformation contactmarissa.sharif.1@anderson.ucla.edu

Silver Spoonsand Platinum Plans: How Childhood Environments Affect Adult Healthcare Decisions
Chiraag Mittal, University of Minnesota, USA*
Vladas Griskevicius, University of Minnesota, USA

Despiterecent effors, why do millions ofpeoplestill have no health insurance and millions more remain severely underinsured? One
contributing reason is that some people might not be able to afford health insiffetr&tedies show that health insurance policies are
affordable to a large proportion of the uninsured (Bundorf and Pauly)200& suggests that lack of money alone does not fully explain
why millions of people choose to forego health insurance.

Accordingly, onsiderable research has examined factors thatimfeinsurancedecisiongfor a review, see Kunreuther and Pauly
2006) In this research, we propose thaé o pheadtldissurancdecisionsare influenced by an unlikely factbrtheir chilchood
socioeconomic status (SE&urthermore, w proposehattheeffects ofchildhood SE®n healthcare decisions are different depending
on whet her t hey asktakinglpropensiyor thbiryisk peecepfion e 6 s
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We predict that, in general, people from wealthier (vs. poorer) households would desinesun@mece. This effect would be especially
observed under conditions of financial threat and would be mediated by differencegakinigkpropensity between people from
different childhood backgrounds (Studies 1 and 2). These predictions are devigedent worlshowing thagrowing up in lowSES
(vs. highSES)environments is associated wgteater (lower) riskaking especially in response to financial thré@xskevicius et al.
2011,2013).

However, we also propose that the interactive efiéchildhood SES and financial threat on desire for health insurance can be reversec
(Studies 3 and 4). This would happen when people are first provided with base rate information (e.g. 5%) associatedtivitisla he

We propose that when such basesare salient, people from low (high) SES backgrounds would desiefless) health insurance
because of overestimating (underestimating) their own risk. We base this prediction on recent work showing that pempléhigim |

SES backgrounds feell@w (high) sense of control in response to financial threats (Mittal and Griskevicius 2014). And because low
(high) sense of control is associated with pessimistic (optimistic) expectfilens énd HelweglLarsen 200p, we reason that
controllabilitywod d af fect peopleds judgments of being affected by
for insurance.

We conducted four experiments to test our predictionStudy 1, participants were randomly assigned to either a contadimancial

threat condition. In the financial threat condition, people wrote about three things that indicate that the economyng becomi
unpredictable and resources are becoming scarcer. Those in the control condition wrote about things thttahtheageonomy is
stable. Next, participants i magined that they cur nldpuichase di
coverage in the near future. Finally, p atabtished mgasures. Resultcrévealed h
no difference in desire for insurance in the control condition. However, in the financial threat condition, people frbi@arwealt
backgrounds indicatedragherwillingness to buy insurance as compared to those frarepbdackgroundé=(1, 136) = 4.45p = .037)

This interaction effect remained evafter controlling for current resources.

Study 2 sought to conceptually replicate this effect and test the médfatero p | etakiag propessky. After being assignedeither

a control or a financial threat condition, participants indicated their maximum willingness to pay (WTP) for health inStenakso
indicated their willingness to take risks which served as our medgltis @nd Weber 20Q6Replicating Sidy 1, esultsrevealed that
people from wealthier (poorer) backgrounds indicated a higher (lower) WTP for health insurance in the financial thriest (E¢hdit
116) = 14.44p < .001) A similar interaction effect was observed for risk propensity shgwbiat financial threat led people from poorer
(wealthier) backgrounds to increase (decrease) theitaiskg behavior. Finally, mediation analyses confirrtieat the effect of
childhood resources and financial threat on WTP for health insurance wededdy) risktaking propensity.

Study 3examined whethanakingbase rates saliergverses the pattern of results. Participants were again assigned to either a control o
a financial threat condition. They were next told that the chances of getting a disease for the general public is s%#aie &iad were
asked to indicate thelikelihood of buying insurance against it. As expected, results revealed that making base rate salient led peopl
from poorer (wealthier) backgrounds to hareater(lower) desire for insurance in the financial threat conditfe(d, 96) = 8.16,

p = .0().

Study 4 sought to replicate this effect and test for the underlying mechanism. The study design was identical to Studye3. Aft

manipulation, everyone saw the base rate and indicated their likelihood of buying health insurance as well e thiein g being

affected by the disease (proposed mediator). Results once again revealed that making base rate salient led peopld\ireattipieoyer

backgrounds to have greater (lower) desire for insurance in the financial threat cdfditiot??) = 11.16 p = .001) Furthermore, as

predicted, people from poorer (wealthier) backgrounds overestimated (underestimated) their likelihood of getting affectiskage
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(F(1, 121) = 20.8p < .001) Finally, mediation analysis revealed that risk petmn mediated the effect of childhood SES and financial
threat on desire for insurance when base rate information was salient.

Taken together, our wonkakes several contributions to the consumer behavior literature wershowthat childhoodenvironments
cani mpact pe o pebHeidonindegeadertt d¢f their curreaffordability. Secondwe provide mediational evidence showing
that childhood SES influences healthcare decisions via two different psychological mechiamésrtaking propenisy and risk
perceptionThird, the current studies are the first to show that childhoodcaB®Bifluence health risk perceptiortanally, whereas low
childhood SES is often associated with poor decisiaking, wefind that making base rate salient jgebple who grew up podo be
more motivated to seek health coverdgesum, this work has important implicatiofts abroad audience, including researchers
interested irhealthcare decisions, financthreats andcarcity,childhoodenvironmentsandpublic policy.

For moreinformation contactmitt0172@umn.edu

The Rating Polarity Effect: Overcoming the Surreptitious Influence of Implicit Numerical Associations on Consumer Judgments
Ellie Kyung, Dartmouth College, USA*
Manoj Thoma, Cornell University, USA
Aradhna Krishna, University of Michigan, USA

People often use numeric ratings to evaluate things that they encounter in life, e.g., products,dabesaasearch proposals.
Numericratings can be presented using a rating format where larger numbers indicate that somethinglistsettes<good or with
reversed rating poles where smaller numbers indicate that something isbegteod, 5=bad. How might a difference in rating

pd arity influence peopleds judgment s? When asked t hformatques
would not affect their evaluations this research, we argue that this belief is misplaced because people underdstistagagth of
the implicit numerical association they have in memoay association that leads to proactive interferéimaeinfluences their
judgments such that their evaluations are less responsive to numeric differences in quality what evaluatisgyptiod quality rating
format that uses a numerical association opposite the one they hold in implicit méfeasfer to this as thating polarity effecand
contribute to the literature on proactive interfereriderke and Srull 1988]onides antNee 2006Keller 1987;Keppel and Underwood
1962; Wickens, Born, and Allen 1968y identifying this new form of proactive interference for numerical associations and
demonstrating the role that implicit memory plays in this persistent interference effect.

As described by Jacoby (1991), measuring the extent of interference between implicit associations and explicit rules mgzpurires
outcomes where the implicit association and explicit rule are consistent versus when they are inconsisterdgutreap@fiments, we
compare two conditiond onewhere the numerical association of the rating format and the numerical association in implicit memory ar
consistentgonsistentating polarity condition), and another condition where the numerical association of the rating format and the
numerical association in implicit memory are inconsisteronsistentating polarity condition). If there is no interference between the
implicit numerical association in memory and the numerical association used in the rating format, then judgments in thearwhsisten
inconsistent rating polarity conditions should be identical. However, if the judgments and decisions vary across thé&itws,dbed

this is evidence for interference, and the difference in evaluations between participants in the consistent versusimatingiste

polarity conditions reflects the extent of interference (Jacoby 1991).

The first three experiments demarasé the robustness of the rating polarity effect. In the context of dififstuction, experiment 1a
demonstrates that the rating polarity effect manifests such that those participants that evaluated a high quality mug using
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smalleris-better (inconsignt) rating polarity bid less on it than those that used biggeetter (consistent) rating polarityficonsistent=
$2.70,Mconsisten= $4.42 F (1, 70) = 4.80p = .03, even though the numerical ratings were conceptually equivalent. Experiment 1b
demonstrates that the rating polarity effect can influence visual perception by examining the difference in how low vegsaditiigh
products are evaluated depending on the polarity of the rating format. In the consistent rating polarity cpaditpants saw the
high quality product as demonstrating significantly greater improvement in the before and after photdiigrh3§.3) than the low
quality product ., = 68.8 F(1, 165) = 7.48p < .01). However, inheinconsistent rating polarityonditions (smalleis-better), the
effect of quality rating i®liminated(Myigh = 72.8 versuddq, = 73.1,F(1, 165) = .007p = .93 Experiment 1c shows that this rating
polarity effect persists even when making repeated decisions for 15 productsiiod varglity levels. Repeated measuregression
revealed a significant rating polarity x product quality interaction for both purchase imtent36, p < .01) and willingness$o-pay
measuresi(=17.25,p <.01), indicating the presence of interferentdh e di recti on and size of the
evaluations were less sensitive to numeric differences in quality ratings when using rating polarity with a numerioassociati
inconsisent with the implicit numerical association they have in memory.

We posit that this effect persists because people cannot easily overcome the spontaneous interference the stems fromdrigaicit
associations in memory and demonstrate the undentgiagpf implicit memory by showing that the cultural variation for implicit
numerical associations, mindsets that vary propensity to rely on implicit v. explicit memory, and direct measures diygoomiynsin
implicit memory can moderate this effect.

Experiment 2 demonstrates the cultural variability of tiectfwith Germany participants, who have a smaldretter numerical
association in implicit memory. Repeated meastegsession revealed a significant rating polarity x product qualitysictien for
both purchase intenbE&1.39,p < .01) and willingnesso-pay measured(=i.04,p = .06), indicating the presence of interference
and thaiGerman participanfevaluations were less sensitive to differenceumeric ratingsvhen using diggeris-better

numerical association.

Experiments 3a (manipulated) and 3b (measured) show that the rating polarity effect is attenuated by a mindset that exlemomge
on implicit memory Fukakara, Ferguson, and Fujita 2013; Smith and Trope; Biff§ Uleman, and Trope 20pSignificant 3way
interactions both experiments ($e=17.20, p< .01, 3b,b=7.02 p=.01)and followup contrasts indicate that the rating polarity effect
is attenuated for those participants in a more concrete mitlaetely less on implicit memory.

Using individual difference measures of implicit and explicit memory, the final experiment demonstrates that the indfféchradel
measure of implicit memory moderates the rating polarity effesti(01, p = .05 but the individual difference measure for explicit
memory does nof(= .002 p=.59.

Together these studies suggest that the rating polarity effect stems from spontaneous interference from the implidiaasocgataan
in memory when using a rating system with opposite rating polarity. Our results have important implicationsfoottutyy but also

for survey interface design and the presentation of summary statistics used to inform -aeaisian

For moreinformation contactellie.kyung@tuck.dartmouth.edu

Consumer Reactions to Brand Arrogance
Nira Munichor, HebrewJniversity of Jerusalem, Israel*
Yael Steinhart, Tel Aviv University, Israel
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Consumers love brands, and marketers in turn invest a great deal of effort in making their brands appealing andOpevegrfubach

that marketers use to enhance brand image is the communication of ardoganaedisplay of superiorityaccomplished by

disparaging otherBrown, 2012 Johnsonetal.,20J0 One exampl e is the slogan of Arrog
few. Youbre not worthy. oo

Presumably, marketers adopt an arrogant image for a brand because arrogance conveys positive connbtasdreghtened quality
and status, which appeal to consum@&iedens et al., 2000However, arrogance may also induce feelings of inferiority (Tiberius &
Walker, 1998). In light of this duality, we propose that in some cases consumers may decide to avoid arrogant brandsteegn whe
perceive those brands as high in quality and status. Specifically, we identify pritwrsatfas a factor that may encage consumers to
avoid arrogant brands. We suggest that consumers with a priori unfavoratglersefftiond that is, consumers who feel weak,
powerless, or low in selfvorthd will be less able than consumers with more positivesai€eptions to toleratbe psychological threat
(i.e., the feeling of inferiority) induced by brand arrogance, and will therefore be more motivated to protect themsethas fhoeat.
Consequently, consumers with unfavorable-peliceptions (i.e., consumers whose selfpsiari threatened) will be more likely to
decide to avoid the arrogant brand.

We further suggest that the decision to avoid an arrogant brand may reflect not only passive, protective behavidndirawal wi the
face of a psychological threat)talso an active means of restoring sedirth, via an expression of saletermination and free will
(Deci & Ryan, 1985; Fitzsimons, 2000; Inesi et al., 2011). Accordingly, we posit that arrogant brand avoidance may$unoiEsma
of rebuilding cons me r s-gercep@ohsf

Studies lathrough 1c aimed to establish the hypothesized basic effect of pitimmesetlbn the decision to avoid (versus select) arrogant
brands. These studi es t he-thred (presentvs.almg gnd them asked papicparitsitocchopsa betwsei
an arrogant brand and a competing4assgant brand. Study 1a, which involved a-ssffressive product (of a fictitious fashion

brand), confirmed that sethreatened (vs. nethreatened) participantsene less likely to select an arrogant brand (37% vs. 64%,
c2(1)=4.20, p<. 05) . Study 1b replicated t hwepesbrandg Seifhreatsnedu s i n
participants, compared with ndéhreatened participants,ver | ess | i kely to choose (50% vs. &
purchase fewer packs of the arrogant brand (1.12 vs. 2.87, t(47), p<.05). Study 1c showed thatthrieatsgls. absence of threat)
decreases arrogant brand selection even whesiaes involve real (beer) brands and actual choices (42.3% vs. 80%, respectively,
G2(1)=6.62 p<.05).

Study 2 was designed to confirm that the effect observed in studies 1a through 1c can be attributed to brand arroghacec attner

brand feature . To that end, in Study 2Zhreatépresentns. ghsemt)amdehd sldyan oflihe focalr t |
brand (arrogant vs. nearrogant) while controlling for other brand and product features. Then, we asked participants to choese betwe
the focal brand (which was either arrogant or not) and an alternative iendg® brand. Selthreatened participants were less likely to
choose the focal brand over the alternative when the focal brand was arrogant (37.5%) than when it wasnot arfo§ad4 . 4 %, 6 2
p<.01). Conversely, arrogance did not affect the choicesefnorr e at ened partici pants (p>.4,; i

Study 3 examined the underlying process that drives the tendency-thfrealened participants to ad@rrogant brands. We predicted

that a priori selthreatened (vs. nethreatened) consumers would be more likely to feel inferior in the presence of arrogant brands, an
that this sense of inferiority would influence their tendency to avoid the arrbgamds. After a selthreat manipulation, participants

chose between an arrogant brand and adasgant alternative brand, and also rated their sense of inferiority. Arfogant selection

was lower among sethreatened participants (52.9%) thanamhoont hr eat ened partici pants (76. 5¢
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inferiority mediated this effect (Cl 95%833 to-.003). Study 3 also showed that arrogant brand avoidance helps restore favorable
self-perceptions: Selthreatened participants reped more positive selferceptions following arrogattrand avoidance (M=3.88)

than following arroganbrand selection (M=3.44, t{(66)=2.08<.05). In contrast, the sgierceptions of nothreatened participants did
not depend on their choice (p>.1).

Study 4 explored a possible contingency for our effect: If it is true that consumers avoid arrogant brands when tresydfeepeotect

their self from further harm, then those whose-pelfceptions have been boosted prior to brand exposure shdeksheotivated to
protect their self, and therefore less likely to avoid arrogant brands. Study 4 indeed demonstrated thatpérenmedns receive a

boost prior to brand exposure, avoidance of arrogant brands declines. Aftethaesglfmanipulatio, we changed part
height perceptions to manipulate whether or not theirmaifeptions were enhancdduguid & Goncalo, 201R Participants then

chose between an arrogant brand andrapeting lessrrogant brand. Sethreatened participants whose gadfrceptions had been
bolstered by a sense of tallness were more likely to choose the arrogant option than participants who felt relativalyp$hod. (

37. 9%, G2 ( 1) =awever2perceived<elativd Height Hddno effectontndnr eat ened parti ci pantsé
interaction: ¢2(1)=2.75, p<.05).

Taken together, the current findings contribute to our understanding of how consumers react to brand commtha@tatbonsy an

image of arrogance, and illustrate the key role thattbetfat plays in these reactions. Our findings may have important implications for
consumers, by making them more aware of t herandwéllbeing andfors t ha
marketers, by suggesting that while adopting an arrogant image may attract some customers, it is likely to repel sthérs, and
decision to employ arrogance as a marketing tool should be taken with caution.

For more informatin contact: niram@huiji.ac.il

Individual Papers:Identity and Consumption

Keepind it Cool with Sungl asses: Examining How and When Co
Amy Dalton, Hong Kong University of Science and Technology*
Lili Wang, Zjejiang

The questiorf how coolbecomes active in directing thought amlionhas receive little theoretical analysis arampirical attention

Of particular importance from a consumer psychology perspective is the oaesafmption and marketing in activating cool. As noted
by Bel k et al., AConsumers now | ook f or200ppg 183 makingtchnsumptianr k e t
increasingly instrumental for creating and reinforcing coolness. Criiaahderstanding what drives cool, then, is identifying which
aspects of our datp-day consumer experiences mentally activate andlaffect how people think and act with respect to coolness. We
posit that using a symbolically cool product may actica®o | , t hus making the source of act
on sunglasses to study this issue.

Study 1 surveyed consumers regarding the behaviors and products they consider cool. The survey moved foochospended
guestions (to nmimize demand effects) and included a wide range of traits/behaviors (to allow for comparative hypothesis testing).
found that sunglasses were the most c¢ o nnotherfashipn atcessories dnd §acnerds
(e.g, scarves and jean$ih terms of cool behaviors, factor analysis established two dimensimudional composurg.g., calmness
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under pressureggnd nonconformitye.g., slacking at schoolyhese findings prompted us subsequently to manipulate ctivatéan
using sunglasses, and to measure cool activation using emotional composure and academic underachievement.

Our first experiment, however, tested whether consumers wearing sunglasses (under the guise of a product evaluatiarotask) pay
attention to people and brands that are cool over those that are neutral with respect to.chamesgly provides a strong test of cool
activation because attention is less controllable than behavior, and because attention to cool stimuli is less Babjativeo a
explanations than behavioral measufdgtentioral bias was examined a dot probe taskacLeodet al.1986), which presents pairs of
images simultaneously on a computer monitor. After the images disappear, a dot appears in place of iomegefsthed participants
indicate whether the dot is on the right or left. If participants attend more to one image over the other, they willtbel&stt the dot
when the dot replaces that image. Thus, response times should be faster whereftlaaist a cool image (e.g., Johnny Depp or
Harley-Davidson) versus a neutral image (e.g., Mickey Mouse or VolN®).results confirmed that people wearing sunglasses
exhibiteda greater attention bias to cool images compared to pigogleontrol conditin, for whom the sunglasses were visible on the
desk but were not worn during the taB(170) = 3.89p = .05; note: Satterthwaite adjusted dfln addition, peoplevearing sunglasses
exhibited a greater attentional bias on trials where cool imagepvesent compared to control trials where cool images were absent (
(95) = 3.28p = .07). These findings suggest that wearing sunglasses guides attention toward perceptual input that is cool.

Study3 tested whether consumers wearing sunglasses underperform academically and exhibit emotional composure, hallmarks of
behavior. Again under the guise of product evaluation, half were instructed to wear sunglasses throughout the stusiyrguhyl Saadf

the sunglasses on their desk. Par t i awhichtmey received Smpirutestteegénerateas i E
many words as possible from a set of scrambled Idferwall et al. 201)L Next, they were randomly assigned to reegositive or
negative performance feedback and subsequently comphetasures ashame, guilt and prid@angney and Dearing002).

Compared to control participants, thageo wore sunglasses performed worse on thgtté3®) =1 1. 96,p = .05),corsistent with the
notion that cool kids reject achievement norms and slack at school. They also maintained their composure, expressitagless int
feelings of shamé- (1, 97) = 8.92p < .004),guilt (F (1, 97) = 6.64p = .01),and pride(F (1, 97) = 2510, p < .001) h response to
performanceelated feedback. Importantly, performance did not predict emotions; rather, and as predicted, wearing sunglasses
produced two independent effects: academic underperformance and emotional composure.

Study4 testedwhetherthese behavioral effects depend on the perception that sunglasses @Particgdants were randomly assigned

to sunglassesr control conditios before viewing a weblog and advertisement that portrayed sunglasses either as cool or healthy (i.e
for UV-protection). Next, they completed acalled filler taska math matrices task (Gino et 2010, before answering questions

about the website. Performance on the filler taskauaslependent variabl@s predicted, fewer matrices were solvedhe sunglasses
condition than the control condition but only when sunglasses were portrayed as cool (F (1, 162)p=1002§,and not healthy (F <
1). Thus, as predicted, sungl assesd symbaMadreoventmcauseé wegring s cr
sunglasses did not affect performance in the healthy condition, we rule out the possibility that sunglasses impair petioooginc

cognitive load or distraction.

Study 5teased apart three completing underlying mechariisstereotype/construct activation, implicit spirceptions, and explicit
self-perceptions by testing moderation by sedfvareness and mediation by sedfrceptions. Participants were assigned to the
sunglasses or control conditiorelSawareneswas nanipulatedna A me / n o-descriptioh task §Markus 197if) which
participants indicated whether a series of personality and
selfawareness condition was instructed to respond to items quickly, while the higlwaedhess condition was instted to respond
accurately. Thus, sefferception was based on accessibility (introspectioti)ariow (high) seHawarenessondition.All accounts
make similar predictionsnderlow selfawareness, predictirgpol traits are moe accesble in the sunglsses (vs. control) condition
Critically, predictionsvary undetigh selfawarenessT he explicit self-view account predistthat people wearingunglassesontinue
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to perceive cootraits as seHdescriptiveand to underperform academically. That isy@acpss whereby people consciously infer they
possess cool traits and thus behave cooler would not be weakeneddwaseliessBem 1972) Conversely, the two
accessibilitypbased accaus predict that high seiwareness attenuates the effect of weanisgr(ot wearing) sunglasses, consistent
with the notion that selAwareness undermines accessibility effédthdeleret al. 2008. The accessibilipased accounts can,
however, be teased apart. Stereotype/construct activation implies a direct effegilivittself-perception is indirect, with
self-perception mediating behavigur findings supported thenplicit selfperception account: people wearing sunglasses
automatically internalize sefferceptions associated with coolness, and this drivesbebalvior.

Study 6 examinedhether imagining oneself wearing the product, as one might do when shopping online, would yield similaseffects
wearing sunglasseBuilding on enclothed cognition theoridam and Galinsky 2012)ve predictedthatphysicalengagement wita
productis necessafyor a consumer t o i Hmelaedqualitiesintoahe pelfrertfaore, méresimagidagom ofi t y
oneselfwearing sunglasses should not cause cool behaviors. Our efptsrtechis argument.

Formore information contacamy.dalton@ust.hk

Itds Not Manly Being Green: The Role of Gender -AriehélyBehatioy Ma
Aaron Brough, Utah State University, USA* Mathew Isaac, Seattle University, USA
James Wilkie, Universitgf Notre Dame, USA David Gal, University of lllinois at Chicago, USA
Jingjing Ma, Peking University, China

Prior research examining gender difieces in environmentalism has typically found that women are more likely than men to be
ecofriendly in their attitudes, intentions and behaviors (Carldsanyama and Raty 201Qottrell, 2003; Dietz, Kalof, and Stern,

2002; Levin, 1990; Kallgren, Renand Cialdini 2000; Tiller 200%elezny, Chua, and Aldrich, 2000). Explanations offered by prior
research for the gender gap in environmentalism have focused primarily on dispositional personality traits. For exampi@, svome
concern for the environment $ibeen attributed to their tendency to be more prosocial, altruistic, and empathetic (Dietz, Kaloff, and
Stern2002Lee and Hol den 1999). Women al so display superior per
linked to enviromentalism (Zelezny Chua, and Aldrich, 2000). In addition, women may exhibit greater commitment to the environmer
because they are more inclined to adopt a future time perspective (e.g., Eisler and Eisler, 1994) and are more disstitstfioinsf

less focused on economic issues, and more concerned with health and safety (Davidson and Freudenburg 1996).

In this research, we propose a novel explanation for the observed gender gap in environmentalism. Specifically, weattritegaph

may arise nbonly from personality differences between men and women, but also from the motivated attempt of consumers,
particularly men, to maintain their gender identity. To the extent that environmehntally e ndl y ( figreend) beha
perceived as ore feminine than masculine, we posit that male consumers may be motivated to avoid or even oppose green product
order to safeguard or signal their gender identit ythreafesed,a r
he will subsequently be even more resistant to greenisproduc
likelihood of selecting green products may increase because he feels less compelled to assert his masculinity threeginenis sub
product choices. On the other hand, because women tend to be less preoccupied with maintaining gender identity, weado not ex
their preference for green (vs. ngreen) products to differ even if their gender identity had been situationally edfiomthreatened.

Evidence from three empirical studies is consistent with these predictions and lends support to our proposition thedttée moti
maintenance of gender identity contributes to the gender gap in environmentalism.
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Study 1 aimed to tesur basic assumption that green (vs.-goeen) products are perceived to be more feminine than masculine. To do
this, we administered an I mplicit Associ at i o raffiliitorsand gfeenfheBy t
ofproduct s. As expected, participants were significantly mo
paired t hagnr evehnedn afnndo i mascul i ned were paired (see Figure 1)

Study 2 aimed to test whether the association between greducts and femininity affects person perception. Because our theory
suggests that the fear of being considered less masculine is what drives men to avoid green products and behaviqsrtanwas im
test whether this sareanore ferhinine)éndged exisBarticifiagts reael a scenamie in which two men left
different checkout lanes at the grocery store; one man carried his grocerpastiabagwhile the other carried his groceries in a
reusable canvas bagParticipard then described the extent to which various traits described each man. As expected, the man carryi

the reusable canvas bag was perceived as not only more green, but also more feminine than the man carrying the plastic bag.

Study 3 aimed to investigateh e | mpact of affirming versus threating parti
nongreen products. If our theory is correct that men avoid green behaviors in order to escape being judged by others,abéeminine
affirming thdr masculinity should reduce their concern and increase their preference for green products. In contrast, threatening the
masculinity should increase their concern of being judged as feminine and decrease their preference for green produefeissu
hypothesized for women. Participants were asked to provide a writing sample and then given false feedback that thenpleting s
indicated that they write more like a man [woman]. Then, in a purportedly unrelated study, participants indicgtestdteice for a

drain cleaner that was framed as green {gen]. As expected, the green product was significantly more preferred by male
participants whose mascul inity was affir med r adudbveasless &ffected t h
by affirming versus threatening their gender identity (see Figure 2). However, unlike preference for the green predectefef

the nongreen product was not significantly affected by affirming versus threatening the gaertéyiof male or female participants.

Together, these findings support our theory that men avoid green behaviors at least in part because they fear beinggsidged as
masculine, and highlight the previously undocumented role of gender identity mamtere i n mends avoi dance
conceptual level, these results help to bridge literatures on gender identity maintenance and environmentalism. While prior
transformative consumer research has tended to focus on facilitating green cansthmpiigh enhancing the appeal of green products
or behaviors to consumers (e.g., Goldstein, Cialdini, and Griskevicius 2008; Griskevicius, Tybur, and Van den Berghwgéll,0; Kid
Farmer, and Hardesty 2013), our research differs conceptually in itsdodasilitating green consumption through attenuating
inhibitions towards green consumption. In addition, our findings contribute to existing research on how gender stesadtifpes c
consumer behavior (Jung et al. 20Rbzin et al. 2012) by identiing conditions under which men engage in gender identity
maintenance by avoiding green products or behaviors which are considered feminine. Despite a prevalent stereotype thahlyis
being green, we show t hat adarfniitigateihis ighibdionsredoutbtengaging in green kelavianand ¢ u
increase his preferences for green products. This strategy could be of considerable value to marketers of green products and
policymakers who wish to promote green behavior.
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For more information contacaaron.brough@usu.edu

Identity Agency Profiles
Carter Morgan, University of Miami, USA*
Keri Kettle, University of Miami, USA

Each of us has a setbncept’ anoverall sense of who we arghat includes the different identities we possess, such as our gender
identity and social identities (Reed et al 2012). Consumers often express their identities through the consumptioteoppadiicis

and brands (Belk988; Berger and Heath 2007), and although they like ideotibgruent products and brands, consumers generally
dondét |ike being told which products they must chaevaste t o e
consumption caiexts (Bhattacharjee, Berger, and Menon 2014).

But do consumers always seek agency in identity expression? Although consumers generally prefer autonomy in their choices and
actions (DeCharms 1968; Deci and Ryan 1985; Moller, Ryan, and Deci 2006),identtles are associated with high levels of
autonomy. For instance, military members are accustomed to an environment with rigid regulations, and the militarg identity i
associated with a distinct lack of autonomy in adherence to those rules. Cadtvhgon of an identity associated with low autonomy
actually lead consumers to seek lower levels of agency?
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We propose that each identity is associated with a level of autohdamggency profile. In line with prior research on the behavioral
dynamie of identity activation (Escalas and Bettman 2005; Mercurio and Forehand 2011; Reed 2004), we further propose that the
activation of an identity makes salient its associated level of autonomy, and that this leads consumers to seek aneyatamigrgnt
with that salient identity6s agency profile.

To begin our investigation, we drew from prior f i ndaidemtiies t o
(Bhattacharjee et al. 2014; Hong and Faedda 1996; Moller etCf).2Donsistent with this literature, we developedite®
identitytagency profile scal e, | A s espetife assacifitians with aubmmous versus consgainete r <
behavior (e.g., fAWhen i n ar eloenvtaentt, whye rfer emeyd ot stoohglpdisagrédcden tii s
strongly agree). Studies 1 and 2 examioedr s ¢ a | e, ansl suggedt thad ibentitieis &rg associated with distinct levels of
agency. Study 3 examined whethertheactivati of an i dentity | eads consumers to se:¢
agency profile.

Study 1 examined identity agency profiles using a convenience sangiieafege students. Participants provided responses to the 1A
scale in a swey including six target identities: gender, nationality, race/ethnicity, family (i.e., son/daughter identity), unitetsity, s
and Greek member (i .e., fraternity/sorority gjengg,:e.nnaagignayyl}.so;The
Uaceretnicy= - nifrsity studen® -81; Uamity = -51; Ureekmembe™ - 7 6) among the | A scaleds six if
significant differences bet we e nrinsthnee, thedavaljd autonochyeassbdiated vetlstile ¢ o m
nationality identity was significantly more than that associated with the family idet(#4) € 4.00, p < .001), while the race/ethnicity

IA score was significantly more than the 1A score for thedgeidentity {(24) = 2.99, p = .006). These results provided initial evidence
that identities are associated with different agency profiles.

Study 2 built on our initial findings by examining IA scores for seven idengitiesnga sample of 89 Americaragticipants recruited

from Amazon Mechanical Turgmtu r k ) . Findings revealed a high | evel o fthei nt e
identities Chender= - 8aBinaity= JT'9; Uacesthnicity = -88; Uamiy = -84; Cnvironmentaiiytriendly = -83; Charent= - 78; Usports fan= -84), and pairwise
comparisons again revealed that IA scores differed significantly between distinct identities. For example, paassipciated

significantly higher autonomy with their Amigian identity M = 1.07) than with their family identityNl =-.19; t(88) = 2.17p = .032).

Study 3 builds on recent work suggesting that consumers typically prefer idertify e r enci ng messages (e. g.
identity-definingmessagdse . g. , AThe only beer for men! o), be(Bhattacharjecetak | ¢
2014. We hypothesized that this effect would reverse fordmsncy identities, because a lack of agency is congruent with those
identities. Thus, we predicted that the activation of a low agency identity would lead consumers to prefer ardiefimiity (as

compared to identityeferencing) message.

Study 3 was a 3 (activated identity: son vs. male vs. American) x 2 (message type -didimiitg vs. identityreferencing) mixed
design with message type as the witbibjects factor. We asked one hundred and-sixtyAmerican memecruited from mirk to
evaluate different beer brand adver tassignedidentity $Reed E004). Sécond,we a cC
asked participants to evaluate two counterbalanced advertisements, one with anddéntity message and the other with an
identity-referencing message. Finally, participants provided their purchase likefitwotbe advertised brand. As hypothesized, a
two-way mixed ANOVA revealed a significant interactidf(4,166) = 3.07p = .018). Further, participants activated with the son
identity (i.e., low agency identity) reported a higher purchase likelihood pomss to the identitgefining message than the
identity-referencing messagg166) = 2.58, p = .011). Finally, those participants activated with the gender identity (i.e., high agency
identity) had a marginally lower mean purchase likelihood in respgortbe identitydefining message as compared to the

80



identity-referencing messagf166) =-1.77,p = .069), while participants activated with the nationality identity (i.e., high agency
identity) demonstratesimilar directional differences in purchaskelihood in response to the identitigfining versus
identity-referencing message types (t(168)68, p > .05).

In sum, this research shows that identities have agency piiofilésvel of autonomy associated wéhidentity. We develop a scale to
measure the agency profile, and we demonstrate that the activation of an identity leads consumers to seek a level ofyagentcy con
with thesalientidentt y s agency profil e.

This research contributes to identity research by demonstrating that condometsalways value agency in identity expression.
Furthermore, our results inform managers how to better target consumer segments when utilizing identity marketing messages.

For more information contacsmorgan@bus.miami.edu

Ironic Consumption
CalebWarren, Texas A&M University, USA*
Gina S. Mohr, Colorado State University, USA

Consumers typically covet the meanings associated with the products they use (Belk 1988; Levy 1959). Most Rolex wetarers want
seentlassy, gangsta rap fans want to seem tough, and flag wavers want to seem patriotic. But sometimes consumers useila product
trying to dissociate from the meaning or identity it normally signals. Consider an atheist who collects Bible actiorafigarnigsgna
smoker who wears an astrug shirt, or an urban millennial who drinks Pabst beer while wearing a trucker hat. Our research explores
cases like these in which consumers use a product (brand, style, behavior, etc.) to be ironic.

Although theres an established literature on literal symbolic consumptidwat is, using products to signal who you are or avoiding
products to signal who you are not (Belk, 1988; Berger & Heath, 2007; Douglas & Isherwood, 1978; Veblenfdr8@8¥ is known
aboutironic consumption. To explore the prevalence of, and motivations for, ironic consumption, we conducted a study on mTurk (N
417). Over 20% of respondents reported consuming a product ironically. Examples included outdated fashions (e.g.,ra tatch fro
90s), styles associated with subordinate social groups (e.g., dressing like a nerd), and products suggesting a belbidbrtfrem
consumer abstains (e.g., a FEmoker wearing a Marlboro hat). The most common reason participants offered for dmsuonption

was that they wanted to be humorous. Disparaging or mocking others was the next most frequently mentioned reason.

The goal to be funny, while dissociating from the plitetaluct o
symbolic consumption. However, in order for ironic consumption to elicit humor, the audience needs to both recognize that the
consumer is being ironic and perceive the ironic consumption to be humorous. Therefore, our second study investigatgewhen pe
detect ironic consumption and our third study examines how they evaluate ironic consumers.

People detect linguistic irony when an utterance is the opposite of what the speaker intends (Utsumi, 2000), and #itenatilmtact

irony when an occurrends the opposite of what they would normally expect (Lucariello, 1994). We similarly expect that people will
detect ironic consumption only when the meaning or identity associated with a consumption behavior is different thamthemmean
identity of theconsumer (hereafter, an incongruent product). However, not all incongruent products should seem ironic. Consumers
often use incongruent products because they covet an aspirational identity (Simmel 1957). For example, a child wegessel aiatrs

to be ironic but because he wants to be an NBA star. We therefore hypothesize that irony will be detected only when a camaumer us
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incongruent product associated with a lower status group (e.g., a cool kid who dresses like the dorky kids). When ceasumers u
incongruent product associated with a higher status group (e.g., a dorky kid who dresses like the cool kids), the comtisaption
literal rather than ironic.

We tested our hypothesis using a 2 (consumer status: high, low) x 2 (productstgtuew) betweesparticipants experiment.
Undergraduates (N = 374) read about a high school student who is part of a popular clique of juniors and seniors (ogis\statu)s

or part of an unpopular clique of freshman (low status consumer). Eaghecligi s associ ated with a dist
or figrunge; 0 pairing counterbalanced). Participanque read t
Participants indicated that the clothing choice was ironig whien the high status student dressed like the low status clique (M = 3.64).
l ncongruently dressing |ike the high status <c¢l| i guecomgiuehh 6t
product, regardless of whether the studeas from the high status clique (M = 2.18) or low status clique (M = 2.33; interaction:

p <.001).

Consumers use products ironically in attempt to be funny, but will their attempts succeed? People perceive humor winen dhey ar
personally bothered by sething that seems threatening or wrong; in other words, when a violation seems benign (Veatch, 1998;
Warren & McGraw, 2015). Consumers who ironically use a product are essentially mocking the behavior of a lower status group (
violation). People who pepsally embrace the identity associated with a product are less likely to consider the ironic consumption of
that product benign (McGraw & Warren, 2010). For example, a consumer ironically wearing a D.A.R.E. shirt is more likely to ir
antidrug advocatesian people who are more accepting of drug use. Therefore, we hypothesize that the ironic use of a product (e.g
D.A.R.E. shirt) will only seem funny to peopl e whoopldtoleraht eI
ofdrugs) . I nstead of perceiving humor , tdug peeplenare@redicted ta dislike h e
consumers who use the product ironically.

Consistent with these predictions, an experiment in which undergraduatgpatidN = 221) evaluated a consumer who wore a
D.A.R.E. shirt either to support the program or todsthe i r on
D.A.R.E. program. Participants with a favorable attitude of D.A.R.E. didhiak the consumer was funny and liked him significantly
less when he wore the shirt to be ironic. Conversely, participants with a worse attitude towards D.A.R.E. thought thewassume
funnier when he wore the shirt ironically (interaction: p < .0%) their impression of him was less negative than D.A.R.E. advocates
(interaction: p < .001). Interestingly, however, even participants with a relatively unfavorable attitude towards D.A.RH6 an
considered the ironic use of the shirt humorous hadsaféorable impression when the consumer wore the shirt ironically.

In sum, consumers sometimes use products ironically, typically to try to be humorous. However, even when the audidgce correct
detects irony, consumers who use a product ironically termmake a negative impression on others, especially those who personally

embrace the predominant meaning of the product.

For more information contact: cwarren@mays.tamu.edu
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Individual Papers:Feelings in control: Affective influences on purchasand
consumption decisions

Appreciating What You've Got: The Effect of a Regular Gratitude Practice on Perceived Resource Availability and Materialism
Hyunjung Lee, University of Texas at Austin, USA*
Sunaina Chugani, Baruch Colleg¢SA
JaeEun Namkoong, University of Nevada, Reno

Consumers typically covet the meanings associated with the products they use (Belk 1988; Levy 1959). Most Rolex wetarers want
seem classy, gangsta rap fans ttarseem tough, and flag wavers want to seem patriotic. But sometimes consumers use a product wh
trying to dissociate from the meaning or identity it normally signals. Consider an atheist who collects Bible actiorafigargsana
smoker who wearan antidrug shirt, or an urban millennial who drinks Pabst beer while wearing a trucker hat. Our research explores
cases like these in which consumers use a product (brand, style, behavior, etc.) to be ironic.

Although there is an established literatareliteral symbolic consumptiointhat is, using products to signal who you are or avoiding
products to signal who you are not (Belk, 1988; Berger & Heath, 2007; Douglas & Isherwood, 1978; Veblenfdr8@8¥ is known

about ironic consumption. To exyk the prevalence of, and motivations for, ironic consumption, we conducted a study ona urk (
417). Over 20% of respondents reported consuming a product ironically. Examples included outdated fashions (e.g.,ra tatch fro
90s), styles associatedtivisubordinate social groups (e.g., dressing like a nerd), and products suggesting a behavior from which the
consumer abstains (e.g., a Emoker wearing a Marlboro hat). The most common reason participants offered for ironic consumption
was that they waed to be humorous. Disparaging or mocking others was the next most frequently mentioned reason.

The goal to be funny, while dissociating from the plitetauct 6
symbolic consumption. Hoswer, in order for ironic consumption to elicit humor, the audience needs to both recognize that the
consumer is being ironic and perceive the ironic consumption to be humorous. Therefore, our second study investigatgsevhen pe
detect ironic consumptioand our third study examines how they evaluate ironic consumers.

People detect linguistic irony when an utterance is the opposite of what the speaker intends (Utsumi, 2000), and itextietatt

irony when an occurrence is the opposite of what theuld normally expect (Lucariello, 1994). We similarly expect that people will
detect ironic consumption only when the meaning or identity associated with a consumption behavior is different thamthemmean
identity of the consumer (hereafter, andngruent product). However, not all incongruent products should seem ironic. Consumers
often use incongruent products because they covet an aspirational ig&inityel 1957)For example, a child wears a Lakers jersey not

to be ironic but because he wath be an NBA star. We therefore hypothesize that irony will be detected only when a consumer uses «
incongruent product associated with a lower status group (e.g., a cool kid who dresses like the dorky kids). When ceesumers u
incongruent product asciated with a higher status group (e.g., a dorky kid who dresses like the cool kids), the consumption will see|
literal rather than ironic.

We tested our hypothesis using a 2 (consumer status: high, low) x 2 (product status: high, low)}ettiedgmts experiment.
Undergraduates\(= 374) read about a high school student who is part of a popular clique of juniors and seniors (high status consum
or part of an unpopular clique of freshman (low status consumer). Each clique is associated withadist f as hi on st yl ¢
or figrunge; 0 pairing counterbalanced). Participanques read t
Participants indicated that the clothing choice was ironic only when the high status siiedsed like the low status cliqié € 3.64).

I ncongruently dressing |ike the high st aMt=2.63)noildidqgsinga cdngrdemtd t
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product, regardless of whether the student was from the high stapus i = 2.18) or low status cliqué = 2.33; interaction:
p <.001).

Consumers use products ironically in attempt to be funny, but will their attempts succeed? People perceive humor winan dhey ar
personally bothered by something that seems thremt@niwrong; in other words, when a violation seems benign (Veatch, 1998;
Warren & McGraw, 2015). Consumers who ironically use a product are essentially mocking the behavior of a lower status group (
violation). People who personally embrace the idemtstyociated with a product are less likely to consider the ironic consumption of
that product benign (McGraw & Warren, 2010). For example, a consumer ironically wearing a D.A.R.E. shirt is more likely to ir
anti-drug advocates than people who are moremuweof drug use. Therefore, we hypothesize that the ironic use of a product (e.g., a
D.A.R.E. shirt) will only seem funny to peopl e whoopldtolerahtt eI
of drugs). Instead of perceivig humor, those who val ue t-dragpeople dre prediéted toldislikee r a |
consumers who use the product ironically.

Consistent with these predictions, an experiment in which undergraduate partidipar#2X) evaluated eonsumer who wore a
D.A.R.E. shirt either to support the program or todsthe i r on
D.A.R.E. program. Participants with a favorable attitude of D.A.R.E. did not think the consumer mgaridriked him significantly

less when he wore the shirt to be ironic. Conversely, participants with a worse attitude towards D.A.R.E. thought thewassume
funnier when he wore the shirt ironically (interaction: p < .05) and their impression ofdsriess negative than D.A.R.E. advocates
(interaction: p <.001). Interestingly, however, even participants with a relatively unfavorable attitude towards D.A.RH6 an
considered the ironic use of the shirt humorous had a less favorable impressichevt@msumer wore the shirt ironically.

In sum, consumers sometimes use products ironically, typically to try to be humorous. However, even when the audidgice correct
detects irony, consumers who use a product ironically tend to make a negativeionprassgthers, especially those who personally
embrace the predominant meaning of the product.

For more information contacsunaina.chugani@baruch.cuny.edu

Haptic Product Configuration: The Influence of MultiTouch Devices on Experiential Consumption and Sales
Christian Hildebrand, University of St. Gallen, Switzerland*
Jonathan Levav, Stanford University, USA
Andreas Herrmann, University of St. Gallen, Switzerland

Although the use of muliouch devices across various industries and product domains is increasing, the impact of novel interaction
modes and device types is unclear both wagpect to the economic implications for firms as well as the underlying psychology of
decision making of consumef¥adav and Pavlou 2014from atheoreticalperspective, muliouch avices can beonceptualizeds
temporary extensions of the body semsotor spacéGallace and Spence 201here the slow stroking of the device surface may
activate receptors related to the encoding of pleasas(@lausson eal. 2008) This mirrors prior work on touch and decision making,
highlighting the role ofouchasa driver of object attachment and product lik{Bgasel and Gips 2014; Peck and Shu 2008 key
hypothesis of the current research is that rtalich devicehkave a di fferential effect on con!
choice. Specifically, the current work poditeit multitouch devicegause consumers to experience the shopping process as more
experiential and to choose more hedonic product features, leading to ultimatelygrighdrproducts.
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The conceptual background of the current research is built arecedt work on the role of preference modalities and the role of touch
as a driver of attractiveness and attachment toward olfigistina 2012) A prominent finding in the latter research is that objects that
are actively touched, or come into contact with the self, are judgesl positively. These effects were found to be even stronger for
more affectrich relative to affeepoor stimuli(Shu and Peck 2011Yet, these moreikct forms of touch may even persist in the
context of more indirect (or mere) forms of touch using rioliich device¢Brasel and Gips 2014; Peck et al. 2013)us, the central
proposition of the current research is that the use of Amlith devices promotes more experiential (shopping) experiences during a
product configuration task and increases the choice of more hedonic product features, leading to ultimately mpriadgreducts.

In Study 1, we examined the influenceof mtito uc h devi ces on actual customerso6 prod
European car manufacturer. We collected datd=#5,886 car buyers over a timgpan of 2 years and merged tdistinct streams of
data. We combined the data of actwual <car c odgitdtiackingrdatd loggimgs f r
customersdé device information during the prficddhatcustonesosinga ur a
multi-touch relative to a netouch device configured significantly more featuigh cars Mpeksiog-19.3 Mrapie=21.4,1(95,884)=9.267,
p<.001) which were ultimately higher price fexsioi=¥52,461.82 M144e=¥61,563.391(95,884)=18.05p<.001). Although Study 1
provides initial support for our proposition, the current results are likely to be affected-sglsetion and segmentation effects such

that consumers with a larger disposable income are potentially more lil@hnta multitouch device and, in turn, to configure more
higherpriced cars.

Thus, Study 2 was designed with the purpose to examiene the
experiences during the product configuration téslkcooperation with a European market research company, N=205 prospective car
buyers were pracreened to own both a tablet and a desktop PC, and were randomly assigned to configure a car for themselves eitl
using their own multtouch device or desip PC. As predicted, the use of a mitdiich device relative to a ndauch device caused
significantly more featureich, higher priced cardMpexsiop=¥40,100.70 M14e=¥44,566.72£(203)=5.49], p<.001), consisting of
significantly more hedonitelative to utilitarian product features (as identified by atpst), as well as a significantly more experiential
configuration experience for consumekdptisiop=5.18 Mrape=5.82,1(203)=4.423 p<.001).

Study 3 was designed to rule out a seriedtefraative explanations by (1) using nowned devices, (2) holding screen size constant,
and (3) to control for consumersd body position. Fgure abikei s
for themselves in a lab setd, either using a touednabled or a touetisabled tablet (with mouse input). In line with our theorizing, we
find that consumers using the touehabled tablet configured a larger number of hedonic product features that were ultimately higher
priced (agated by a préest;Mpeksiog-202.24 Mrape= 300.82,t(68)=3.984 p<.001), and perceived the configuration process as
significantly more experientiaMpexstog=4-35 Mrapie= 4.87,1(68)=2.009 p<.05).

Studies 4 and 5 were designed to provide an exgertial field demonstration and a generalization across product categories
respectively. In Study 4, we conducted a field experiment in cooperation with a Swiss day spa. In this study, N=75tantaed cus
configured their preferred day spa package fomselves mirroring the experimental setup of study 3 (random assignment to
touchenabled or touchlisabled tablet). As predicted, the touch enabled vs. disabled tablet caused significantipritgdeday spa
packagesNltouchpisabler CHF328.89 Mouchenaes=CHF560.51£(73)=3.708 p<.001) and, as a side result based on a felipveustomer
survey, they also perceived a larger relationship closeness toward the company relative to customers usingigebtedatevice
(Mouchpisabie4-99 Mrouchenabier6-39 t(73)=4.064p<.001).

In Study 5, N=180 MTurk participants chose for each of 28 product categories whether they would choose a tablet dévieéttor a P
mouse input to configure a product for themselves. Following the binary choice betweenvimgh, d®nsumers rated each product
category on a utilitarian vs. hedonic scale based on prior work. A logistic mixed effects model with random interceiptched ind
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revealed that consumers choose rritich devices for more hedonic product categqpe01). However, qualitative interviews
revealed that consumers were not aware of the effect that the device itself can have on their purchase decisions.

Overall, the current work contributes to the emerging literature on preference modalities in coasaareh, highlighting the interplay
between technology interfaces and human perception (i.e., haptics). The findings also contribute to and extend pritirewol& ofi

touch toward the even indirect (or mere) role of touch via t@amnebled technoby interfaces. The findings have important implications

for companies across various domains, showing that-tauith devices promote experiential shopping experiences for consumers and
the choice of more hedonic product features.

For more information contacthristian.hildebrand@unisg.ch

The bright side of dread: Anticipation asymmetries explain why losses are discounted less than gains
David J. Hardisty, University of British Columbia, Canada*
Shane Fred&k, Yale University, USA
Elke U. Weber, Columbia University, USA

The desire to have good things immediately is much stronger than the desire to postpone negative outcomes (Thalerugi8ihis Tho
"sign effect is a robust result, the reasons for it are not well understood. We hypothesize that the desire to postpone losséisda weaker
the desire to accelerate gains because aversive anticipation of bad things is stronger than the pleasurable antimimhtinas)fayen

after controlling for loss aversion. Anticipation utility predicts lower discount rates for losses, but has little eff@cispproducing

the sign effect. This anticipation asymmetry happens because waiting for a gain is a mixeda¢mqgienence that is both pleasurable
and painful, whereas waiting for a loss is a more unidimensional painful experience.

Loewenstein (1987) famously found that people were willing to pay more for a kiss from a movie star in three days than for an
immediate kiss, and inferred that the increased value of the delayed kiss was driven by savoring. However, we ranlisetieral rep
studieg(Pilot Studies 13) and were not able to replicate this finding. This suggests that savoring may be less esbpisitiously

thought. In contrast, several papers have documented the importance of dread in intertemporal choice. For example, Berns and
colleagues (2006) assessed the dread for electric shocks using botipaelind fMRI of brain activation duringe period preceding
them.Peoplewho reported greater "anticipatory anxiety" exhibited more activity in posterior elements of the cortical pain matrix, and
had a stronger preference for immediate shocks. Such results demonstrate the efficacgpdrseiéasures of dreadhe relative
strengthof anticipationfor positive vs negative events, however, has rarely been examined, and is our focus

In Study 1 (=193), participantshose between $49 today OR $60 in 89 days. These amounts referenced|gasesaepending on

the condition to which respondents had been randomly assigned. Participants were then told to "Imagine expectinfpayjekive

in 89 days. 0 and were asked AHow psy cadnticipatgnbe? i btheywopd, leow would a b
you feelwhile waiting for it?"  They responded on a 201 point bipolar scale ranging-ft6M"strongly dislike the feeling of waiting"

on the left to +100 "strongly like the feeling of26wthdért i ng"
choices between smaller smaller sooner and larger later rewards [penalties] (all from Kirby, Petry, & Bickel, 1999) and some

demographic questions.
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Participantsd desire for i mmediate gai ns theaigneffett8Soewgrdsveret h an
preferred57% of the time in the gain conditions compared to just p68ference for LLossest(191) = 10.7p < .001.Thisimplies
annualized discount rates of 332% for gains and 34% for losses.

Anticipating a future los was rated a86 (SD= 46), whereas anticipating a future gain was rate8l (D= 55),1(191) = 5.6p < .001,

d = 0.8 supporting our hypothesisloreovertheseexpected anticipatory emotions medsdttee sign effectp < .001 The valence of the
event in question affects judgments of the associated anticipatory emotions, which in turn predicts preferences betwdbn tempora
displaced outcomes.

In Study 1b §=100), we show this same pattern of results in a consumer choice setting with a cheées @b air conditioning units.
One option hd a cheaper upfront cost barasenergy inefficient, wasting money in the long run. We frdithe future energy usage of
both models againsor lossesbetween subjects. In the positive frame, 59% of partitgpehose the "impatient” model, compared with
29% in the negative fram#92) = 3.Q p < .01. Furthermore, this result was mediatedd¥ymmetries imnticipationratings replicating
Study 1a.

In Study 2(n=169), we demonstratéhe robustness of this anticipation asymmetry across twenty different events (10 gain and 10 loss]
including classics from the literature such as the electric shock and kiss from a movie star. #¢malsstratéhe assymetry across
different time horibns, from 3 days to 5 years.

In Studies 1 and 2, we made no attempt to equateuthjectivemagnitude of positive and negative events. Thus, our suggestion that
that dread is stronger than savoring may simply reflect the fact that the set of nexgatiigawere more psychologically significant than
the set of positive events (i.e., loss aversion). We addressed this in $ted¥8)by presenting each participant with pairs of positive
and a negative event adgnamicallyadjusting the magnitudestil each participant was indifferent between accepting or rejecting the
pair, indicating that the positive and negative event had been subjectively equated. Notably, the median particip&ifensas indi
between a $25 loss and a $49 gain for the fin&iteims, replicating the 2:1 ratio typically found for loss aversion (Kahneman and
Tversky, 1979)Participants then gave their time preferences and anticipation ratings for these tailor matched events. The results
replicated previous studies, replicatithg sign effect in choices, the asymmetry in anticipation, and the ability of anticipation to
predict choices.

If not loss aversion, then what drives this asymmetry in the anticipdtidditRidy 4 (=69), wedemonstrat¢hat anticipation of gains is
amixed emotional experience, while thinking about losses is a relatively unidimensional exp&agticpants ratedoththe positive
andnegative anticipation cfacheventon separate questian&/e found thatvhen thinking about receiving a futugain peoplelook
forward to the event and experience some pleasure while imagining it ("savoring"), but we also feel some deprivhgga tbah 6 t
have it yet ("impatience"), and this makes the anticipation somewhat aversive as well. Overall, then, anticipatiorsafegdamas or
weakly positive. In contrast, when thinking about paying $60 in the fyteagledislike thinking about theuture loss ("dread"), but
derivelittteposi ti ve enjoyment from the fact that we doné6t have t
when anticipating future losses.

For more information contaattavid.hardisty@sauder.ulsa.
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Save Dessert For Last? The Effect of Food Presentation Order on Food Choice and Caloric Intake
Martin Reimann, University of Arizona, USA*
David Flores, University of San Franciso, USA
Raquel Castafid,ecnoldgico de Monterrey, MEXICO

Consumersftenhave tosequentiallicombine a meal from a set healthy and indulgeribod options (e.gall-you-caneat buffet
restaurants anschoolcafeterias)In this reseech, we look at howehangingthe order of food presentatidrdessert first or dessert

las® can substantially alter downstream food choice and caloric irBakieling on the literatures of order effe€tsg., Haugtvedt &
Wegener 199/and seHlregulation(Dhar & Simonson199P; Fishbach &Dhar, 2009, we propose that in long food sequences, a healthy
(indulgent) food item at the beginning rather than the end of the sequence will lead consumers to balance their finsti choice
subsequently choose higher (lower) calorie distmesconsume more (less). Our reasoning is that, due to a prffacty the first item
choserin a sequence will influence subsequent choices. Specifically, consumers attempt to resolve the goal conflict thah éinises fro
first item by pursuing a comfiag goal in their remaining subsequent choi¢asir studies provide evidence of this effect and the
underlying mechanism.

Study 1 was a field study conducted in a real cafeteria to test whether positioning a healthy or an indulgent dessdint dtegjthning

or the end of the food lineup affected the choice of main and side dish (light or heavy), and overall caloric intakenGeitisistr
prediction, we found that 67% of participants selected the lighter main dish when an indulgent deggesitimasd first compared to
36% when a healthy dessert was positioned first (p < .05),@¥cbf participants chose the lighter side dish in the indulgent dessert first
condition compared t@9% of participants in the healthy dessert first conditioraddition, @rticipants consumed significantly fewer
calories when an indulgent dessert was positioned fitst $81) than when a healthy dessert was poséd first M = 829; p < .001)

Study 2 was conducted to replicate the findings of Study 1 andime decision making context and to explore the moderating role of
cognitive resources. Becausemacy effects are reducedwhami ndi vi dual 86 s me(Biswas, Rissasa&rChattayjeec u p
2009, we exyected that participants under cognitive load woultebg likely to balance their food choices and caloric intake on the
basis of the first itemrStudy 2 had a 2 cognitive load (low, high) x 2 dessert presentation order (first, last) x 2 desskeatipe (
indulgent) betweeisubjects desigiVe set up a virtual cafeteria in a web environment that presented foods in sequence. We asked
participants to select food items to build their meal and to indicate how much of each they would eat. Beforefsaotgipa selecting
their foods, we askeplarticipants to memare a sevedigit number figh cognitive loaylor a twodigit number fow cognitive loadl
following a previously established cognitive load manipulat®imiy & Fedorikhin 1999) Under lowcognitive load more participants
selected the lighter main dish (77% versus 51%), the lighter side dish (65% versus 34%), and consumed fewer galgries {8V
versus Mieainy= 916) compared to the healthy dessert first condition (all ps < .@8)eter, under high cognitive load conditions, there
were no significant differences in main dish choice, side dish choice, or consumption between the indulgent dessditidinrsaicdn

the healthy dessert first condition (all ps < .10).

In order to gamer process evidence weuseila wo r andomi zed ¢StopeRRonienm&Rosopa2@ll)Siact e gy 0
indulgerces can evoke feelings of guiKivetz & Simonson2002) and healthy items can signal consistency towards a healthiness goal
(Fishbach & Dhar, 2005) evoking feelings of deservingnesdypothesized that guilt and deservingness explain the effect of dessert
presentation order and dest type on reward/restraimi turn restraint/reward responses lead consumers to eat fewer/more calories.

In Study3a, we testdthe first lirk betweerorder of presentation [first, last] andssert type [healthy, indulgerdhdthe proposed
mediator(restraint/reward)We used a Besserpresentation ordefifst, last) x2 dessert typehgalthy, indulgent) betweesubjects
design and a similar procedure to the one used in Stuekc2pt that right after participants selected the first item isg¢hjgence, they
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were promptd to choose betweerzaro-calorie(restraint) and a highalorie (rewardyrink and to ratdhow much they hadestraint or
rewarded themselves their choice offrink. They also rated how guilty (PANA%; Watson &Clark, 1999)and deserving they felt
(Mick & Faure,1998) Significantly more participantshose the rewarding drink when the healtlessert was presented fi(S1.%),
thanwhen the indulgent dessert was presented(fi&¥o). Rarticipants who saw the indulgent dessert first restrained rivbre-81.05
than did participants who saw the healthy dessert fitst (18.43; p < .001) A bootstrapping analysis showed gluilt and
deservingnessignificantly mediated the effect of dessert presentation order and dessert type on restraint/reward

In Study3b, we testdthe second link between mediator (restraint/reward) and dependent variable (total calories consumed).
Paticipants were assigned to read a scenario that described the positive or negative consequences of food restraimfterreward.
reading the scenario, participants chose a st@wcolate bar or granola bar) aindicated what percentage of their choseack they
woulde a't . Partici pant s hada signifieantlji highervealorit intaks! & H5d) thanipasticigantsinthér e sd r a i
conditiors M = 116; p < .01).

Experiments 3a and 3b sholat ahealthy dessert presented first iseguenceauses consumers to feel a sense of deservingness, which
in turn leads consumers to seek reward and conseqeatthpre calories. On the other haad,indulgent desseat the beginning of a

food sequenckads consumers to feel guilty, whichturn leads consumers to restrain themselves by eating fewer calories.

The results suggest that changing the order of foods in a sequence is a simple environmental intervention that cahddp used to
consumers choose healthier food items and consisse le

For moreinformation contactreimann@arizona.edu

LUNCHEON AND PRESIDENTIAL ADDRESS
12:30 pm- 2:00 pm
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Session 3
2:15 pm- 3:30 pm
SymposiumProtect Yourself: the Social, Emotional & SeHProtecting Consumer

Chair: Lisa Cavanaugh, University of Southern California, USA

That ds Not How | Should Feel: Emotions in |Identity Managem
Nicole Coleman, University of Pittsburgh, USA*
Patti Williams, Universi of Pennsylvania, USA

Individuals possess social identiieself-labels that provide behavioral guidance and construct the self (Tajfel and Turner 1986).
Individuals engage in identity management, actively monitoring conformitythdtlactive identity standard (Reed et al. 2012);
consumers selfegulate their behaviors, thoughts, emotions, and preferences to correspond to these standards (Oyserman 2009). W
individuals feel a discrepancy from the standard, they engage in veoifigaticesses to reassert and reinforce identity possession.
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Recent work has shown that discrete emotions can be components of the identity standard, facilitating identity enaetmamaftcbl
Williams 2013). However, questions remain regardimglentity emotional experiences on identity management and verification.

We examine the impact of identippnsistent and inconsistent emotional experiences on identity management. We utilize functional
views which consider emotions as states of action readiness (Frijda 1986) that enapiegyoa{Tamir 2009), and are cdél to
identity-based motivation (Oyserman 2009). We find that as emotions are an important part of the identity standard, feeling an
identity-inconsistent emotion undermines identity possession, thus promptirrael€tion via identity verification. cifically,
experiencing identiynconsistent emotions creates greater preference for (Study 1) and consumption of (Study 2yetkrdity
products. Also, experiencing identityconsistent emotions reduces processing resources, consistent witgniieve demands of
selfregulation (Study 3). Finally, when consumers-séfifm to reinforce the selfoncept (White and Argo 2009) before
experiencing an emotion, the need for verification is attenuated (Study 4), further evidence of emotiongjiempaetthfor
self-protection. These results demonstrate thatmelfection processes do not arise exclusively from negative global dvdsast
self-evaluations, as emphasized in past literature, but rather may occur when an important componentnsotibnal states, within
an identityés knowledge structure is challenged.

Study 1 used a 3 identity (athlete, volunteer, control) by 2 emotion (anger, sadness) design, leveraging -dnegathietd
volunteersadness emotieidentity association®Rarticipants completed a writing task to activate their athlete or volunteer identities
(Reed 2004). Emotions were manipulated via facial/bodily feedback (Duclos et al. 2007), generating anger or sadness. Finally,
participants evaluated pairs of produeach included an identielevant (e.g., Clif sport bar) and identitgutral (e.g., Quaker Oats

bar) product. Relative preference for identigfevant products captured se#rification (White, Argo, and Sengupta 2012). A

significant interactionf{ < .05) emerged; when athletes experienced the inconsistent emotion of sadness, they had greater preference
athletic products than when they experienced ammer.Q34). Similarly volunteers experiencing inconsistent anger had greater
preference for volueerism products than those experiencing sadpessib).

Study 2 examined consumption, using a 3 identity (athlete, volunteer, control) by 2 emotions (anger, sadness) by Zwater bran
(H.Help, H:Sport) design. Identities were activated with the wgtiask, then they experienced both the emotion inductiomiaute

film clip) and the consumption opportunity. During the film, they could freely drink-anr&e bottle of water, labelled,Help

(volunteer) or HSport (athlete). Water consumed wasdbependent variable. The predicted thvesy interaction emergeg € .05).

Athlete participants who experienced sadness consumed more of the athletic y@pertjHhan the volunteer water AHelp; p <

.0001). Further, those with an athlete identity giveen HSport consumed significantly more when experiencing sadness than anger (p
< .05). These results indicate athletes consumed more ideatigistent (KHSport) water when viewing the sad clip; the inconsistent
emotion drove selprotective behavioiSimilarly, participants with a volunteer identity also consumed water to repair the self after an
emotionrinduced seklthreat. Those who saw the (inconsistent) angry clip consumed more of the vearigated (HHelp) water than
athletic water§ < .001) Volunteers given bHelp drank more when experiencing anger than sadpesg(). Within the control
conditions, there were no differences in consumption of the water based on either emotion or lyand)(all

Self-threatening experiences createmitige disruptions (Steele 1997; Lisjak, Bonezzi, Kim, and Rucker 2015). Thus, reduced working
memory capacity is a hallmark of seliscrepancies. Study 3 measured WMC using a 3 identity (athlete, volunteer, control) by 3
emotion (anger, sadness, neutda¥ign. Identities were primed as before, and emotion was manipulated with music. Working memory
capacity was measured with an OSPAN task; the predicted interaction was sigrnifica®01). Athlete participants who experienced
sadness had significantiywer OSPAN scores than the neutral conditipr (016), or those experiencing angek(.001), evidence
that experiencing the identiipconsistent emotion of sadness led to decreases in Whl@nteer identity participants showed a similar
pattern ofresults; experiencing the identityconsistent emotion of anger significantly lowered WMC versus the neutral congition (
.040), or sadnesp € .005). In the control identity condition, there were no significant differences across the three enmbpons@.
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Study 4 examined whether selffirmation (asserting personal values) will protect individuals when experiencing idiectitysistent
emotions. The study was a 2 saffirmation (yes, no) by 3 identity (athlete, volunteer, control) by 2temdanger, sadness) design,
where identity and emotion were activated as in Study 1. Prior to the identity prireffiseléition condition participants wrote about
values (Shrira and Martin 2005). A significant thxeay interaction emergeg € .05),such that in the no sediffirmation condition, the
identity-inconsistent emotion effects replicated; athletes experiencing sadness had a significantly greater preference faydatbtstic pr
than those experiencing angpr.001) and volunteers prefed charitable products when experiencing anger.05). However, those
individuals who had seléffirmed revealed no difference in preferences for idemétgvant products regardless of emotipr=(.86).

In sum, we examine the role of emotions ieritity management. Because emotions are functional and trigger physiological, cognitive,
and behavioral responses, inconsistency between thtg indivi
undermines the veracity of that idewtitriggering seHprotection which is satisfied with identitserification; increased preference for

and consumption of identiselevant products. Further, we demonstrate thegaching cognitive effects of identity management;
disruptions to executve ogni t i ve control . We find that inconsistencies
and discrepancy, leading consumers togeitect; evidence for the importance of emotions in potentiating idestiyant actions and
procedures.

For moreinformation contact: ncoleman@katz.pitt.edu

How Feelings of Envy and Social Comparison Promote Innovation Adoption
Jaeyeon Chung, Columbia University, USA*
Leonard Lee, National University of Singapore, Singapore

Innovative products can be highly appealing but also very aversive to consumers. On the one hand, innovation adopiateds asso
with a number of positive symbolic qualities that are psychologically rewarding; it signals leadershige afsuperiority, and a higher
group statugFisher and Price 1992pn the other hand, innovation adoption may also expose consumers to unanticipated risks, such
performance uncertainty, physical risks, and financial ([Remn 1989)

In this research, we aim to examine which of these two aspects carry more weight in cansummdrsn d , particul arly
experience feelings of envy that arise from social comparison (8@harash 2008). While envious individuals might focus on the
positive aspects of innovation as it allows them to improve their threatenéchagH, tley might also become more alert toward any
risks that can further damage their already threatenedhsadfe.

To understand whether envious individuals are driven by a compensateenisatficement motive or a precautionary-petitection

motive, we daw upon research on desystem modeléEvans 2003)While people who attend to their feelings tend to process
information more holistically and automatically, those who attend to their cognition tend to process information mocalpnahdi
deliberatively. Based on these characteristic differebetseen the affective system and the cognitive system, we predict that envious
individuals who attend to their affect are more motivated to repair their negative emotions and are more likely to meseaiieni
adoption as an opportunity for compensgteglfenhancement. In contrast, envious individuals who attend to their cognition are driven
by a greater seffrotection motive; they are thus more likely to recognize the potential risks of innovative products and respond to the
more negatively.
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Expeiment 1 was designed to test the basic effect that we hypothesized. Parti®ipad#3) either described an individual whom they
envied (envy condition) or a person whom they knew (control condif@@eenCharash 2009following this envy manipulation, in a
purportedly unrelated study, all participants-functiom, an adver
health-tracking scale. Lastly, participants responded to the Attemtidteelings scaléSalovey et al. 1995Y he findings suggest that
envious (vs. nomenvious) consumers who are dispositionally inclined to attend to their feelings respond more favorably to innovative
products, whereas envious (m&nenvious) consumers who are inclined to attend to their cognitive thinking respond less favorably to
innovative products (p = .009).

Experiment 2 conceptually replicated the findings in experiment 1 by using a different method to manipulatéeeasiked 103

M-Turk participants to complete a Perceptual Ability Test. Participants were told that the goal of the test was to meaaliréhbyw
processed visual information, and that people who performed within the top 15% would receive a reb@rd\fiescompleting a
series of tasks, half of the participants (envy condition) read the following message on theiséveen: t Terk partitipant just
before you won $10 award! Your score is now entered into our database and your percentileisbeicgu | at ed é06; t he
the participants (control condition) only read the second half of this message without any mention of arfother I wor ker 6 s
performance. Subsequently, participants in both conditions were told that they did not $40 ti€he validity of this manipulation
was ascertained in a pretest.) In a purportedly unrelated study, all participants then evaluated an innov4itinetionlglobal adapter
and completed the Attentieto-feelings scale. The results again revedfed envious (vs. neanvious) participants who were
dispositionally inclined to attend to their feelings rated the global adaper more positively. In contrast, enviouse{wgiongh
participants who attended to their cognitive thoughts rated the grogue negatively (p =.024).

Besides further replicating these basic results, the next two experiments provided process evidence for our hypothpsimedsiual
account. Experiment 3 employed mediation analysis to show that envious individuals wldaathezir cognitive thinking (vs.

feelings) are more concerned with the potential risks of innovation adoption, hence resisting against adopting neviPpridipetsts

(N = 104) completed the same essajting envy-manipulation task from experimenb&fore evaluating an innovative
financemanagement app, Mint. They also responded to thre@eisieption questions (Ram and Sheth 1989), followed by a short filler
and the Attentiorio-Feelings scale. Analysis revealed that not only were the findingsdxperiment 1 and 2 replicated (p = .010;
Attentionto-feelings floodlight region significant above 5.79 and belw 3.80), there was a significant moderated mediation of envy ar
attentionto-feelings on attitude toward the app through perceived riskr(irdct ef fect b = . 18, 95% ClI

Experiment 4 demonstrated that due to-seliancement motives, envious individuals who attend to their feelings (vs. cognitive
thinking) have a more favorable attitude toward innovative products; by testingndasgwondition where some participants had the
chance to seléffirm before the innovativeroduct evaluation, we showed that these individuals who weraf§iefhed of their positive
selfimage no longer exhibited such a preference for innovative pimdRarticipants (N = 172) were randomly assigned to one of four
conditions (Envy: yes/no) x (Affirmation: yes/no). Participants first engaged in the samenesseyenvy-manipulation task as

before. Next, half of the participants (affirmation condilismote about their most important life value, while the remaining half of the
participants described what a typical AAA battery looks likedffamation conditionYGao, Wheeler, and Shiv 2009l participants
then evaluated the Smart Body Analyzer (as in Experiment 1) and responded to the Atitelgielings scale. Consistent with our
hypothesis, among individuals who were not-séfirmed, we again replicated the cramger interaction from previous experiments (p
=.010; Attentiorto-feelings floodlight region significant above 5.28 9 and belWw}.Bnportantly, envious participants who were
self-affirmed prior to the innovaticevaluation task no longer showed such a preference (p = .999).
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This research contributes to the literature by highlighting the benefits and risks associated wéttiviepooducts. More importantly,
we add to a limited but growing stream of work that examines how envy influences product consumption by suggesting the hidden
motives (seHenhancementvs. sgffr ot ecti on) that drive consumerso6 product at

For maeinformation contact: jchungl7@gsb.columbia.edu

Social Bonding without Liking: How Disgust Can Build Unique Social Connections
Eugenia Wu, University of Pittsburgh, USA
Andrea Morales, Arizona State University, USA*
Gavan Fitzsimons, Duke University, USA
Tanya Chartrand, Duke University, USA

Whet her itdéds responding with disgust to unsanitar gexmedencgi t i
negative emotions in response to threatening situations (Rozin and Fallon, 1987; Izard, 1977). In the preseniveesgancime how
emotional reactions to a specific type of thfiedtsgustinducing threat$ influences the extent to which individuals identify with

others. Importantly, we contrast disgirsiucing threats with feanducing threats to demonstrate aque pattern of group identity
construction, where liking diverges from identification and bonding.

When faced with a disgustducing threat, individuals respond in two key ways: with a strong and immediate distancing reaction, and
with lowered evaluabns of both disguseliciting and nearby objects (Rozin, Haidt, and McCauley, 2008). In the context of group
identity construction, the fact that disgust leads to distancing and lowered evaluations suggests that feelings of didgugteste the
formation of a group identity; after all, group identities typically do not result from active avoidance and decreased litergnotioer.

Research suggests, however, that emotional states can lead to heightened feelings of group identification aind\emndinhgn those
emotions are negative (Fried, 1963; Tyhurst, 1951; Peterson and Martens, 1972). In particular, research has focusedfeanéro
connecting individuals. For instance, prior work demonstrates that not only do feelings cédetar ilecreased bonding and
identification with others, but fearful individuals actually anticipate and desire to form these connections and greiep identi
(Schacter, 1959).

In the current research, we build on prior work to suggest that when indisidxperience a disgtisducing threat together, the
properties of disgust wild.l Afcontaminateod evaluat i damswith | ead
others. Importantly, however, we predict that the shared nattine disgust experience will nevertheless result in increased
identification and bonding with others. Thus, we predict a unique situation in which liking decreases, but group idengifidati

bonding with other members of the group actually increases.

In study 1, groups of participants were randomly assigned to watch either a disgusting, scary, happy, sad or emotrahilihy olgut
together. After watching the film clip, participants were asked to evaluate the clip and to evaluate and indigggeattto which they
identified with other members of the group. Results revealed that relative to participants in other conditions, partitipatisgust
condition had less favorable evaluations of both the film clip they watched and of thpatiwpants in their lab session. However,
relative to the control and sadness conditions, participants in the disgust condition (along with those in the feanard taipgitions)
reported increased feelings of similarity and closeness with groopbers, and increased feelings of being connected and bonded.
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In study 2, participants were primed with disgust, fear, sadness, happiness or control (neutral) before indicating eyhethdd th

prefer to watch an upcoming film clip alone or with othartigipants. The emotional content of the film clip was matched to condition
(e.g., disgust condition participants watched a disgusting clip, fear participants watched a scary clip). Participaattshiibthe film

clip together as a group, evaluatedhitd indicated the extent to which they identified with other group members. Consistent with study
1 results, participants in the disgust condition reported less favorable evaluations of both the film clip and othan{sairitiir lab
session, buncreased feelings of similarity/closeness, and of being connected and bonded. In contrast to those in the fear and happi
conditions, however, participants in the disgust condition expressed a higher preference for watching the film clipeddrenraith

others. This suggests that although shared disgusting experiences can result in increased feelings of group idergicstéadn, d
individuals do not anticipate or seek out such connections.

In study 3, we focus on examining the conditionsarwhich disgust leads to group identification. This study was a 2 (jellybean flavor)
by 3 (consumption setting) betwesuabjects design. Participants took part in a jellybean taste test where they were randomly assigned
evaluate either a peach (neutrahdition) or vomitflavored jellybean (disgust condition) before completing measures of group
identification. Participants were assigned to complete the taste test in one of three settings: 1) all participanssiontinese told
together what jellgean flavor they would be tasting and then tasted the jellybean together 2) all session participants were told togetl
what jellybean flavor they would be tasting but then tasted it separately and 3) each session participant was toldyindatdual
jellybean flavor he would be tasting and then tasted the jellybean alone. Results revealed that relative to the peacbridéianal)
participants who tasted vomit jellybeans had lower evaluations of both the jellybean and the other session pdrtieigstitggly,

tasting vomit jellybeans led to increased feelings of similarity and closeness only when the jellybeans were eaten together.

In study 4, we examine whether disgust has to be integral to the consumption in order to elicit the disdjicstiiole efifect. This study
was a 2 (prime) by 2 (jellybean flavor) by 2 (consumption setting) betaggiects design. Participants first viewed a series of ads that
were designed to prime disgust or neutral emotion. They then tasted either a peacit-tlavarad jellybean in either a group setting
(where everyone tasted the same flavor) or alone. Results replicated those of study 3 in that participants who tastigt eamsitiad
lower evaluations of both the jellybeans and other participantsveetatthose in the peach (neutral) condition. Also consistent with
study 3, tasting vomitiavored jellybeans led to increased feelings of similarity and closeness only when the jellybean flavor was
announced and eaten together. There was no effect pfithe, suggesting that disgust leads to feelings of group identification only
when consumers actively share a disgusting experience.

Together, these studies suggest that although di stgansettibns di
with others, feelings of group identification may arise nevertheless when consumers experience-alidiiggghreat together.

For moreinformation contactacmorales@asu.edu

Comfortably Numb: Relationships, Affective Numbing, & Cemmption Enjoyment
Lisa Cavanaugh, University of Southern California, USA*
Jennifer Lee, University of Southern California, USA*

Whether drinking a beverage at a café or trying products at the store, indiaflealnd themselves in the presence of others. As they
consume, consumers are often reminded of relatiorShipsuding the relationships thelp not havéCavanaugh 2014). This research
examines how reminders of lacking socially valued relationshigs (emantic relationships, close friendships) can pose a threat to the
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self (i.e., threat to oneds sense of worth or socineelinterinsand i
of what they taste, feel, hear, and ultietgthow they evaluate products.

Since relationships are commonly associated with heightened emotions (Yee, Gonzaga, and Gable 2014), one may presume that
reminders ofiot havinga relationship should also make one emotional. However, in a world whettenghé " reminders are frequent,
one way in which consumers may cope with painful or threatening reminders that they lack a relationship is by creatitag emotio
distance. Limiting emotionality can serve a qaibtective function in making undesirabl¢usitions less painful (Baumeister, DeWall,
and Vohs 2009). Thus, we propose that individuals may protect themselves from psychological pain associated with rarainddrs of
relationships through affective numbing.

If consumers cope with relationshipminders by avoiding emotions, they may also diminish their perceptual sensitivity to other
emotional aspects of their consumption experiermesting a paradoxical effeathere positive experiences feel less pleasant and
negative experiences feel laggpleasantWe find that consumers become affectively numb following a reminder of lacking a
relationship, andhey derive less enjoyment from positive consumption experiences and greater enjoyment from negative consumpti
experiences. Across six studigab and field) we provide evidence that relationship reminders in consumption environments influence
enjoyment through affective numbing.

In Study 1 participants (N=89) were randomly assigned to a 2 relationship reminder (manipulated: control/joafaptctnership

status (measured: single/in a relationship) betvsdrjects design. Participants viewed a set of magazine advertisements and were tolc
that because we were interested in ad memory, some time needed to pass before asking questiase aoisutihe cover story). In the
interim period, they completed an unrelated product evaluatising anestablished relationship reminder manipulation (Cavanaugh
2014), ads reminded participants of relationships they either had or did not have. @tisexents were identical across conditions

with the exception of the image featured. Romantic reminder ads featured images of romantic couples, while controbdsndition
featured images of products but no people. After viewing the ads, participamtetamra product sampling task, where they tasted a
chocolate truffle and assessed their consumption enjoyment.

A model predicting consumption enjoyment was estimated with relationship reminder, partnership status, and their iageraction
predictors. TIs revealed a significant interaction of relationship reminder and partnership status (p < .05). At baseline (control
condition), single and coupled participants reported no difference in enjoyment. Coupled individuals across romantiowhnd cont
conditiors also reported no difference. However, when reminded of romantic relationships, singles reported significantly less
consumption enjoyment than coupled participants (p < .03) and singles in the control condition (p < .008). Romantibipelations
reminderscaused singles to enjoy a product significantly less than both coupled individuals and singles not exposed to
relationship reminders.

Using a different type of relationship (i.e., platonic friendship) and a different sensory modality (i.e., StudiAN=68) generalized
the finding that reminders of not having a relationship significantly reduced consumption enjoyment relative to rentiaderg af
relationship (p < .0003).

Study 3N = 92) tested whether relationship reminders lead taffieetive numbing we hypothesized using two measures (i.e.,
cognitiveemotional apathy and emotional bluntingsing the same design and procedure as Study 1, but with apathy as the outcome
measure, participants rated their agreement with three itemteddeom the Apathy Evaluation Scale (Marin, Biedrzycki, and
Firinciogullari 1991). Analyses revealed that when reminded of romantic relationships they do not have, singles repiictedigign
more apathy than coupled participants (p < .02) and siimglae control condition (p < .04). No difference was found for coupled
individuals across the romantic and control conditions or for singles and coupled individuals in the control conditicnsé&tsimgl
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validated procedure for assessing emotionaltbigr{Twenge et al. 2001), we again found that reminders of not having a relationship
led to experiencing less emotion across valence (i.e., greater affective numbing).

If consumers who lack relationships are avoiding feeling, affective numbing shwoitlthie pleasure extracted from pleasant and
displeasure extracted from unpleasant experiei&tady 4demonstrates this effect to provide additional evidence for affective
numbing.Participants (N=201) were randomly assigned to a 2 relationship renfimdeipulated: have/no longer have) x 2 product
valence (manipulated: pleasant/unpleasant) betwabjects design. After recalling a friendship they had or no longer had, they
completed a product evaluation, sampling either good (sweet) or bad (soug piaegsee Lee and Tsai 2014) and rating their
consumption enjoyment. We found a significant interaction of relationship reminder and product valence (p < .0003). For those
sampling good orange juice, reminders of no longer having a friendship sigthfieduced enjoyment compared to reminders of
having a friendship (p < .02{owever, this effect actually reversed for those sampling bad orange juice, as reminders of no longer
having a friendship significantly increased enjoyment compared to reminfdeaging a friendship (p < .0063tudy Suses a
conceptually similar setup and the sensory modality of sound to provide evidence of mediation through affective numtieg (nega
experienceCl [.0154, .3966]; positive experience CI3254,-.0037]).

Stuly 6demonstrates the robustness of our findings using a field study. Customers (N=64) exiting a campus Starbucks encountere
relationship reminder: a happy romantic couple (two confederates) situated in a romantic pose. Research assistanttugeging as
government representatives unrelated to the couple, asked these customers to rate their enjoyment of their drink far a custom
satisfaction survey. Singles reported significantly less enjoyment than coupled customers (p < .02), regardless of drink type

For moreinformation contactlisa.cavanaugh@usc.edu

SymposiumFlashing Forward: Antecedents and Consequences of
Future-Self Connectedness
Chair: Jacqueline Rifkin, Duke University, USA

Who will | be tomorrow? How the valencef expected personal change affects futtweented feelings and choices
Sarah Molouki, University of Chicago, USA*
Daniel M. Bartels, University of Chicago, USA
Hal E. Hershfield, University of California Losngeles, USA

People are pervasively shaighted, frequently making decisions in favor of stierin pleasures at the expense of their own-keng
welfare. One reason for this is that they consider the needs of their futwe teebe less important than their current needs and desires.
In fact, people often think of their future selves as more akin to a completely different person rather than as a nemeéxteashey

are now (Pronin, Olivola, & Kennedy, 2008). In linéwthis idea, manipulations that increase the amount of expected personal change
between the current and future self (thus decreasing perceived similarity) reduce feelings of future connectednesse&nd increa
discounting of future outcomes (e.g., Bartgl&rminsky, 2011).

However, is all change created equal? Although previous research has shown an effect of the magnitude of expectedpgesonal ch
future-oriented behaviors, we explore whether the valence of the change described may alsolaffemid¢utation. One possibility is
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that consideration of the future self is driven entirely by perceived similarity, and thus any significantly large chashgauwseua
devaluation of future needs, regardless of valence.

An alternative hypothesis gtit be that the effect of change on future orientation is in fact moderated by the valence of change. For
example, because people tend to expect and desire positive personal change over time, these types of changes magaesindgss th
leading to grater sense of setfontinuity with, liking of, and consideration of the needs of the future self. Through a series of three
studies, we find that expectations of positive change in fact reliably lead to greateofignted choices than expectationmefative
change, and that this effect appears to be mediated by increased liking of a positive future self.

In an initial lab study, 81 participants imagined either positive or negative personality changes over the next yeampaestwid

with a moretary choice involving a time tradeoff over the same time period. We found that participants in the positive change conditit
were more likely to make futweriented choices by choosing lardater options than those in the negative change conditid), 6
1.87,p =0.066. Those in the positive (vs. negative) change condition also reported greater liking for the persordtheyimong

year, t(65) = 7.34, p <.001, as well as a perception that the person they would be in one year would bebtgrg6®pa5.30, p <

.001. Nevertheless, there was no difference in reported overlap and similarity between the current self and the serdrased gn
valence condition, t(69) = 0.77, p = 0.44. This study provides initial evidence that peopléaatenore considerate of the needs of
positively (vs. negatively) changed future selves, and that this difference may be associated with increased liking.

In a follow-up study, we presented 241 participants in an online sample with a wider variety of hypothetical behavioral choices in
various domains such as finance, health, and career, rather than using only a single monetary choice. In additioncvee dntroglu A n
changedo condition. This would allow us to pinpoint enehiet her
response to the prospect of negative change, increased patience in response to positive change, or botbdads adrapaline state of

no change. Participants were asked to imagine that in general, their personal characteristics would drastically cluesitiyeinayp

in negative way, or would remain stable over the next year. They were then asked te thdieatent to which they would be likely to
engage in various temporal tradeoffs.

We found an overall effect of the type of change imagined on a composite score of future orientation, F(2, 238) =0018])m < .
particular, those in the positive atge and no change conditions showed equal levels of future orientation, t(238) = 1.19, ns, while thos
in the negative change condition showed significantly reduced levels of future orientation, t(238) = 2.49, p = .01 bbtiosesn

positive and negate change conditions reported less similarity and less perceived overlap with their future self compared to the no
change condition. However, whereamgining positive change led significantly greater liking of the future self thamaginingno
changejmagining negative change redudiédhg of the future self, suggesting once again that liking may be a key driver of
future-oriented choice.

In a final correlational study, we performed a mediational analysis to confirm whether the associationdgieeted positive change

and future orientation is indeed driven by liking rather than perceived similarity or overlap. One hundred andmérgyticipants
reported the degree of (positive or negative) change they expected on a series of persmtatisties over the next year. They then
completed a singldem measure of future orientation as well as reporting measures of liking of and perceived overlap with the future
self. We found that whereas liking positively mediated the relationship betxpentations of positive change and future orientation
(indirect effect: b = 10.230)4ateductivoiopexcdivedeoyeriap Batla eédative sufipregsibreffect on the
relationship between positive change and future orientatiod (i r e ¢ t -@O0B5, lootstrap 956 Gi-9.1747 -0.013). This

suggests that the relationship between positive change and future orientation is indeed driven by liking, which is stjiong eno
overcome the negative effect of reduced similarity.
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In conclusion, we find that expectations of negative, but not positive, change appear to have a deleterious effectrizifiatiioa.
Although both positive and negative changes may lead to reduced perceptions of overlap and similarity with sutbeseRect on
future-oriented choice is mitigated for positive change by increased liking for the future self. In contrast, expectationyethagat
lead to both decreased overlap and decreased liking, which appears to be a particularlgbarirfiakion if we intend for people to be
more considerate of their own future needs.

For moreinformation contacts.molouki@chicagobooth.edu

The Trouble with Trying it All: When Variety Decreases Futw®elf Connectedness
Jacqueline Rifkin, Duk&niversity, USA*
Jordan Etkin, Duke University, USA

The varietys e e k i n gWherdirvdoubtetry & little of everything! i s frequently offered as a w
consumer researchers hagentified diverse motivations for variegeeking, including uncertain preferences (Kahn & Lehmann, 1991;
Kreps, 1979; Read & Loewenstein, 1995), deciding for the future (Salisbury & Feinberg, 2008; Simonson, 1990), and impression
management (Ratner & Ka, 2002; Sela & Maimaran, 2015). However, it is still unclear whether this adgoedadviced that is,

scant research has considered the-@ng psychological consequences of varsdgking. Our research examines the impact of
variety-seeking on peeived connection with the future self, and in particular, when the perception of greater variety in personal
consumption choices negatively impact futgedf connectedness.

Variety-seeking is a common consumption behavior that can signal informatonab t he chooser 6s prefere
shows that varietgeeking can signal that the choosemore thoughtful (Choi, Kim, Choi, & YR006), interesting (Ratner & Kahn,
2002), and key to our research, has weaker dosgeuific preferences (8e& Maimaran, 2015). In this research, we propose that
variety-seeking in personal consumption choices-sigifals weakdomais peci fi ¢ preferences, which
that the aspects that define them will persist into the futwee futureself connectedness; FSC; Bartels & Urminsky, 2011). Research
shows that consumers with unclear smlficepts (i.e., low Selfoncet Clarity; SCC; Campbell, Trapnell, Heine, Katz, Lavallee, &
Lehman 1996) are particularly reliant on externaésuo infom the self (e.g., Morrison, Johnson, & WheeB$]2; Slotter & Gardner,
2010) , suggesti ng t-kelf tonnectedness (F8Q) Basals @ &Jmaigky, 2019 willkbe more influenced by
perceived preference strength. Thus, althougiosing (and perceiving) greater variety in personal consumption always signals

weak domairspecific preferences, we predict that only for consumers with low SCC will these weak preferences cause a decline in
future-self connectedness.

In Study 1, we m@ipulated the actual variety of grocsyh oppi ng choices using Simonson (19
participants chose t hr simultaheoysiybdeomsior irt lidaypafequgntiady3 decisionssovee 3 dayis)eAs
expected, participants chose more variety when choosiihgwsi
varietyo condition). Participants t he n-iteaananegsurecof RS@G (Bartkle& SCC s
Urminsky, 2011). After controlling for age, we found the predicted interaction of variety condition and SCC on FSC (B =.029).
Among people with lower SCC, those who made more (vs. less) varied grocery choices subsequently felt less caheected to

future selves.

In Study 2, we replicated this interaction in the field while holding choice timing constant. 120 participants selected gmfrola bar
three bowls containing three granola bar flavors. Irhige-variety condition, the three bde/were organized by flavor; in the
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low-variety condition, the three bowls contained mixed assortments of each flavor (adapted from Kahn & Wansink, 2004). Confirmir
the manipul ation, participants chos&bdscagmdifiicamttlyamgriemtteh
we collected SCC and FSC. After controlling for age, we found the predicted interaction of variety condition and SC@Bon.BSg, (

p =.071). Consistent with study 1, among participants with lower #@Se who made more (vs. less) varied granola bar choices felt
less connected to their future selves.

In Study 3, we held the choice constant and manipulated only the perceived variety of consumption choices. 161 pagatgdiats c
10-song music playst from a bank of 20 songs, and were randomly assigned false feedback indicating that their playlist wiagreither
orlessvaried than the majority of previous participant soéoungl ay
the predicted interaction of variety condition and SCC on FSC (B =p328)24), such that among participants with lower SCC, those
who perceived more (vs. less) variety in choice felt less connected to their future selves. Therefore, regardigisshofieetthe
perception of greater variety in consumption choices is what makes consumers with low SCC feel less connected to HedeRiture

In Study 4, we manipulated SCC and examined the mechanism underlying these effects. After comptitiimgraanipulation

previously shown to impact SCC (Hogg et al., 2007), 101 participants completed the perceived variety manipulation fBofrendy

we collected FSC and measured the str engtde wefbungptherprtedicted pant s
interaction of variety and SCC conditions on F&(L[96) = 3.78p = .055]. As predicted, in the low SCC condition, participants who
perceived their playlists as more varied had lower FSC than those who perceived their ptaldists/aried(1,96) = 2.88p = .093].

By contrast, in the high SCC condition, FSC did not differ across perceived variety condi{ib/86] = 1.16p > .28]. Furthermore,

as expected, this interaction was driven by the perception of weak soegepoefs. Moderated mediation analysis suggests that while
high variety always signals weak domaipecific preferences, only those with low SCC interpret weak preferences as an indicator of
lower FSC.

Across several consumption domains, these four stdéie®nstrate that consumers with low SCC feel less connected to their future
selves when they choose (or perceive) greater variety in their personal consumption choices. This research contributesheot on
literature on FSC by examining a novel aeent of futureself connectedness, but also to the literature on vasestiing, by
highlighting a downside of #Atrying a Ilittle of everything.

For moreinformation contactjacqueline.rifkin@duke.edu

Under st andi ng -Comteol ThSEfécts af Canmecteslmessfto Future Self on Goal Setting and Striving
Oleg Urminsky, University of Chicago, USA
Daniel M. Bartels, University of Chicago, USA*

The exercise of selfontrol involves setting prioritiemnd adhering to plans, even in the face of immediate temptations. Many decisions
requiringsefc ont r ol (weight loss, quitting smoking, saving money
consumption or happiness in the present or imnedisure with consumption or happiness in the distant future. We posit that a crucial
variable in such decisions is how a person views her distant future self (i.e., as a different person from her currast self o
fundamentally the same person, Bartlsirminsky, 2011). In five studies, we show that how people view their future selves
influences intertemporal preferences.
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A decision maker is more closely |Iinked to the persfon she
self-defining psychological properties, such as beliefs, values, and ideals. For this reason, she may prefer to allocabehlee nedite
connected, sooner self at the expense of her less connected, later self. We propose that when peopsydbeldegsally connected

to their future selves (e.g., because they foresee significant changes to the self), they will be less motivated tonfetege banefits

to provide longterm benefits for that future self.

In Study 1, we tested the effedtannectedness on making plans. Graduating seniors (N=105) in the high connectedness condition
were given the more fluent task of listing two reasons why they would remain the same in the future (vs. 10 reasoms in the lo
connectedness condition) indiedtthat they would allocate significantly more of their resources to those budgetary categories that the
themselves separately judged to be the most responsible uses of money, suggesting a higher motivation to providedaetfie futu
when planning.

In Study 2, participants (N=58) listed New Year ds r eospetedt i o
a follow-up survey several months later. Participants in the high connectedness condition chosesigiredaresolutins (i.e.

selfrated as more practical and less about enjoyment), on average, than did participants kttmanémiedness condition.

Controlling for the types of resolutions made, the participants in thedoighectedness condition reported signiftbtamore success in
keeping their New Years resolutions than did participants in the low connectedness condition. This effect was drivéghby the
connectedness partici pant ssighted hardoimaintaintregoluonsst ai n ef f ort on t

In Study 3, we investigated the effect of connectedness on individual choices, and identified awareness of future cereseguerce
moderator, similar to Bartels and Urminsky (2015). Visitors to a museum (N=251) chose between a low calorie srtdghk aatbde
snack as compensation for having filled out a survey. In a 2x2 design, we manipulated both connectedness (via a egpalthgtpass
described either change or stability in identity over time) and whethettéonghealth consequences of dothoices were highlighted
(via a reminder question about future regrets or a tontrol
Among healthyrange BMI individuals, we find no effect of reminders or connectedness on food ch@amdarly, when overweight
participants were not reminded to consider future regrets, there was no effect of connectedness on choices. Howeveweidign ove
participants (who are more likely to have set weight loss goals) were reminded to consigerefyrets, significantly fewer calories
were chosen in the higtonnectedness condition, compared to thedownectedness condition.

In Study 4, we recruited nesithlete undergraduate participants (N=188) during the school year and measured tiegitecimess to

their future self, as well as BMI, and secured permission to access their gym attendance records. First, we foungtasfagiher

in connectedness had significantly lower BMI. Second, among ngemge BMI participants, measuredhoectedness did not
correlate with gym attendance. However, among overweight participants, those higher in connectedness visited theaantiysignifi
more often throughout the school year.

In Study 5, we investigated dehumanization (Haslam & Bain 2893)potential process by which connectedness affected concern
abaut longterm consequences. Altiparticipants (N=44) first rated their connectedness to their future self, then completed an exercist
which measured their dehumanization of their futuie seastly, they made choices in a series of health tradeoffs, between present
discomfort and longerm health benefits. Participants who felt disconnected from their future selves were significantly more likely to
Afdehumani zeo t he dtednessbetween present andfutigehseheoamdchi@v dehumanization of the future self each
significantly predicted peopleds willingness to efthdtatase pai
experienced in old age. Dehunization significantly mediated the effect of connectedness on health scenario choices.
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Our findings demonstrate that how we think of our future selves plays a fundamental role in how we approacticdalilemmas and
make tradeoffs between immediéenptations and lonterm benefits.

For moreinformation contactbartels@uchicago.edu

How does future income affect present consumption? The role of future-seiftinuity
Anja Schanbacher, London Business School, UK*
David Faro, London Business School, UK
Simona Botti, London Business School, UK

How does future income affect present consumption? Economic theory (Friedman, 1956) posits that consumers anticipate lifetime
earnings ananaximize utility by spreading consumption evenly across the lifespan. Consequently, relative to someone expecting no
income change, a person who expects her income to increase in the future should increase present consumption and someone wh
expects incom&o decrease in the future should reduce it. However, empirical evidence of such consumption smoothing is inconsiste
(e.g. Wilcox, 1989). Explanations for observed lack of consumption smoothing have focused on economic aspects, suith as liquid
constrants (Wilcox, 1989).

Taking a psychological approach, we propose that future income is more likely to influence present spending when corsiveers pe
high future seHcontinuityT i.e., when they feel psychologically connected to their future selféBa%t Urminsky, 2011; Hershfield,
2011; James, 1890). In line with related research (Bartels & Urminsky, 2015) we examine spending on indulgences, swifiltsts a sp
coffee or an improved laptop. We argue that people spontaneously perceive higtemtisrlity in the case of a future income decrease
(vs. increase). This is based on the argument thatsetinuity is higher when the mental representation of the future is more vivid
(Tierney et al., 2014), and negative changes are more vivid than padifmges because they are naturally more emotionally charged
(Baumeister et al., 2001) and lead to more extensive imagination (Bilgin, 2012). Thus, consumers should show decreasddfikeli
spending on indulgences when expecting an income reductibshbuld be less likely to increase such purchases when expecting an
income increase. Enhancing the sense of futureceatinuity should attenuate this asymmetry, leading to an increased likelihood to
spend among consumers expecting an income increase.

Study 1 tested the prediction that purchases of indulgences are more likely to be affected by future income decreasesahasesby
We varied current and future income in a scenario and examined the effect of future income on desire to purgeasesapresent.
Specifically, participants imagined being a student who either lives on a low income, or receives generous financiahdujwesron

a high income. Participan(sl=125)further imagined that graduates from their course of studgallpiearned a high or low income.
We found that among participants with high present income, the expectation of a decrease reduced the desire to buyp ¢cbenpared
expectation of no change. However, among participants with low present income, dasjrditbnot differ between those expecting no
change and those expecting an increase.

Study 2 manipulated the direction of the future income change independent of current income and included a test okthe propos
process. Starting from their actual cumréncome, participants imagined an increase or decrease in three years, or unchanging income
ParticipantgN=238)either read a brief description of their future financial situation (low vividness) or were additionally encouraged tc
imagine their futurevividly with the help of images (high vividness)iviiness was intended to incredagure self-continuityby

intensifying emotional responsseel oewenstein, 1996Rarticipants then rated their likelihood to buy indulgences at present. The
low-vividness condition replicated the results from Study 1: Compared to no change, consumers were less likely to buy when expect
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an income decrease but were equally likely to buy when expecting an increase. In-theithigiss condition, however, expectation of
an income decrease lowered, and importantly, expectation of an increase heightened the likelihood to buy.

Study 3 used an identity continuity prime to manipulatecatitinuity. ParticipantéN=262)completed a task requiring them to focus
on either sthility (high continuity) or change (low continuity) in identities of branblsis was intended to prime salbntinuity, as

brands are commonly perceived to have human qualities (Aaker, 1997; Van Rekom et alin2006%tensibly unrelated survey,
subjcts were then presented with income scenarios and buying opportunities as in Study 1. The low continuity conditiahtheplicate
results from Study 1: among participants with high current income, those expecting a decrease reported lower likeljrtiwahto bu
those expecting no change; among participants with low current income, those expecting an increase were equally li&slthtsbuy
expecting no changén thehigh continuity condition, participants with high current income who expected a seaveae again less
likely to buy than those expecting no change. Importantly, in support of our predictions, here a future income increass (o
change) raised the likelihood to buy when current income was low.

Study 4 examined natural variatiin future income and real choice. Student particip@td 34)were assigned to a higar

low-continuity condition. We manipulated futureselffont i nui ty by presenting a passage st
continuity) or is stablehjgh continuity) around university graduation (adapted from Bartels & Urminsky, 2011). Next, participants
completed measures of current income and expected income after graduation. Participants then made several hypotleetical choice
between basic and indyént purchasing options (e.g. basic vs. gourmet meal). In addition, we informed participants that they would b
entered into a lottery for a gift certificate and asked them to indicate their preference for a massage voucher (iratujgeceees

vouche (necessity). On the hypothetical as well as on the behavioral measure, future income was positively related to ttbdikeliho
choosing the indulgent options in the high, but not in the lowcsglfinuity condition.

Previous research has linked iresed seltontinuity to reduced present spending. This research examined how futigengigltity
affects the weight given to lortgrmoutcomesn financial decisions (future monetary rewards or costs; Bartels & Urminsky, 2011;
Hershfield, 2011). We prade evidence that future sedbntinuity moderates the impact of futuneomeon present consumer
decisions. In doing so, we show that increasedcgmifinuity can boost present spending on indulgences in the case of future
income increases.

Our findings suggest that people expecting significant income increases in the future may excessively restrict present consachption b
on a lack of future selfontinuity. The findings have implications for public policy as well as consumer welfare.

For moreinformation contactaschanbacher@london.edu
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Loss of Sweet Taste: The Gustatory Consequence of Money
Feng Sheng, Peking University, China*
Jing Xu, Peking University, China
BabaShiv, Stanford University, USA

Human beings have evolved to be sensitive to a variety of rewards. Primary rewards, such as those found in gustafery.stimuli
glucose), satisfy biological needs for survival. Secondary rewards, suatmay,rdo not supply physiological substances, but are
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rewarding because of their instrumental roles in acquiring primary rewards. Although research has demonstrated thaidprimary a
secondary rewards motivate behavior in similar ways (see Sescouss20&8dbr a review), whether and how the processing of these
two types of rewards interfere with each other are still open questions. In the current research, we sought to exderaetitire in
between the processing of primary and secondary rewardslyn@ustatory and monetary rewards.

Research in neuroscience has shown that gustatory and monetary rewards share overlapping neural substrates, whiel thigggests tf
two systems are intertwined. For instance, neuroimaging studies found that theantatafortex responded not only to gustatory
rewards (e.g., glucose; O'Doherty et al. 2002), but also to monetary ones (Chib et al. 2009). Other work has showugtiodt a gro
neurons located at the ventral medial prefrontal cortex, a brain area atfjausitofrontal cortex, responded similarly to both food and
money rewards (McNamee et al. 2013). Therefore, in terms of neural representations, handling money is analogous tofeaodsuming

Behavioral evidence also suggests the interweaved proce$simanetary and gustatory stimuli. Briers and colleagues (2006) found
that striving for money increased the motivation to consume calories. Wadhwa, Shiv, and Nowlis (2008) showed that algpleé&te co
quelled simply by receiving a dollar. Most relevanttte current work, Quoidbach and colleagues (2010) demonstrated that exposure tc
money caused people to savor and enjoy eating a piece of chocolate less than otherwise. Taken together, these fieditigs reveal
reciprocity between monetary and gustatoegick® but from a primarily motivational perspective. Given the overlap between neural
substrates for money and food, we reasoned that the interference between the valuation of monetary and gustatory sétsali migh
occur at the perceptual level. Spéazfly, prior research has found that repetitive firing of a common neural population attenuates
functioning (Henson et al. 2004). Therefore, we hypothesized that handling money would temporarily impair sensitivatoly gust
rewards (e.g., sugar) andatlthe degree of impairment depends on the extent to which money is perceived as rewarding (i.e., valuabls

Experiment 1 investigated whether handling money would temporarily impair gustatory sensitivity to detect primary rewards.
Furthermore, thigxperiment also investigated whether the effect was moderated by valuation of money. Specifically, participants
counted either a stack of bills or a stack of paper. Next, participants completed a modifietkKHatrisnu s 6 s pr ot oc ol (|
1954),which measured sucrose thresholds by asking participants their sensitivity to different concentrations of sucroseLsalytions.
participants completed the df&m Materialism Values Scale (Richins and Dawson 1992) as a proxy for valuation of money.
Aspredict ed, after counting money, participantsd thmefshol ds
money (i.e., the higher materialism score, the higher the sucrose threshold). However, after counting paper, no casdtatimh w
between materialism scores and sucrose thresholds. Therefore, we found that counting money not only desensitizechtbé detectio

sweet stimuld. (i .e., sugar ), but that this effect was mode

Experiment 2 furthe exami ned the causal relationship between value o
valuation of money. A revised version of the Implicit Association Test (IAT, Greenwald et al. 1998) was used to manipulate

part i ci plassdciatibn between ntoaey and value. Specifically, participants were asked to classify pictures on screen as eitl
money or postcard by pressing one of the two assigned buttons and classify words as either high or low value by poésbagrane
sane buttons. Thus, participants matched money with either high or low value, depending on condition. After manipulatorgofaluat
money, participants counted a stack of bills and then completed the same sucrose sensitivity task as in experimsraibhvResthiat
participants who matched money with high value words, versus low value words, registered higher sucrose thresholds (lower
sensitivity). These finding replicated the results of our first experiment.

Experiment 3 examined whether counting epimpairs sensitivity to sweet stimuli (i.e., sugar) exclusively or gustatory function in
general. Thus, we investigated the effect of handling money on bitterness thresholds, using a quinine sulfate solpiemnmathtl
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protacols were the same #tose in Kperiment2, except that the sucrose solutions were replaced by quinine ones. Results showed the
conceptually associating money with either high value or low value had no effect on sensitivity to bitterness aftemsoneting

Taken togethe our work demonstrated the novel effect that money interferes with the functioning of the human gustatory system.
Specifically, handling money desensitized a person to gustatory rewards (but not punishments) by elevating sensory thresholds
Moreover, weshowed that the valuation of money moderated the effect, which further suggests that money influences the gustatory
perceptions through the reward system. Our work is the first, to our knowledge, that measures the impact of moneyitivitthefsens

the gustatory system and sheds light on the functioning of the reward system across domains.

For moreinformation contactsheng@pku.edu.cn

Reminders of Money Weaken the Need for Caffeine
Jannine D. Lasaleta, Grenoliteole de Management, France*
R. Dustin Harding, Grenoble Ecole de Management, France
Reza Movarrei, Grenoble Ecole de Management, France
Kathleen D. Vohs, University of Minnesota, USA

To say that energy enhancers are popular is an understatement. Caffeine, the most common energy enhancer, has been labeled tl
worl dés most popular drug (Rei d, 2005) . Ma ny Isamcthcenplate tasks. u s e

To say that money is useful for achieving goals and completing tasks is another understatement. Money has been chlldd&h&e wan o ¢
useful tool (Lea & Webley, 2006) and most commonly is given out in return for competent pederma

Past work has found that reminders of money cause peoglpd,e t
2010; Vohs et al., 2006; Zhou, Vohs & Baumeister, 2009). Given that consumers often turn to energy entedagaltpursuit, we
posited that reminders of money could offset the need for or interest in consuming energy enhancing products. If faphempery
primes would decrease the desire for energy enhancers, such as caffeine. This prediction \easl tegpgibrted in four experiments.

We also formed a mediation hypothesis. Prior work has shown that people who have been experimentally reminded of mitragy report
they feel stronger, more competent, and more efficacious (Mukherjee, Manjaly, & Naagu2@k3; Zhou et al., 2009). We

hypothesized that feelings of selfficacy would underlie the relationship between money primes and desire for energy products, a
prediction tested in experiments 3 and 4, and found to have support.

Experiment 1 invesgiated whether reminders of money decreased the interest in consuming caffeinated products. Specifically,
participants played a counting game involving either dollar bills or bricks then read a description of an energy enffitinetedca
jellybeans. Nextthey were asked to imagine that they were about to start a full day of classes and exams and then indicated how m
caffeinated jellybeans they would take throughout the day (adapted from llyuk, Block, & Faro, 2014). Results showedpleateds
money primed participants indicated they would consume fewer jellybeans than did neutral participants.

This experiment also measured mood to test the alternate explanation that the predicted results could be accountévécaffscpos
As expectedtte results revealed no differences in mood.
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Experiment 2 replicated our effect. Crucially, we tested our hypotheses in the context of real consumption behaviantP aditip
into the lab and assembled either money or fish puzzles then read a gesofipaffeinated gummy bears. Next, they were told they
would begin a difficult counting task and were given the opportunity to eat the caffeinated gummy bears throughou#the task.
expected, money primed (versus neutral) participants consumed fdfeamatad gummy bears during a difficult counting task.

Experiment 3 demonstrated the specificity of our effect. We tested whether reminders of money decrease the desirefraecergy

in general, or whether the effect only occurs when having vy would be beneficial to task performance. According to our theory,
exposure to money makes energy enhancers less desirable because people feel they are more capable of completingeiagisethan ot
However, this effect should only happen whenihgwnore energy can improve task performance. Thus, we reasoned that money
priming only decreases energy enhancer consumption when having more energy is beneficial to the task at hand. Wherglaving en
does not benefit the task, then money priming shbaie no effect.

Hence, experiment 3 manipulated whether an energy product was perceived to be beneficial to task performance. Pesticipants fi
completed either a money or seashell puzzle then imagined they were preparing for a mentally stré&niieusatasy full of classes

and exams, as in experiment 1). Next, participants read a description of anemeagging product, caffeinated jellybeans, that could
boost mental and physical energy, or physical energy only. Thus, only the first jgfygbafan was beneficial to the mentally strenuous
task. The key outcome was how much of the product they would want to consume. Results revealed an interaction betwei@memoney |
and product type: When the product was beneficial to mental energy, fpomeyg participants desired fewer energy enhancers than
neutratprimed participants. However, when the product was not beneficial to mental energy (i.e., the physical energy only)jellybean
there was no difference between conditions.

Experiment 4 invagated the differential effects of money on the desire for two supplements: energy enhancers and relaxants. Ener
enhancers are one type of supplement often considered beneficial to task performance (e.g., people often drink coffeeatovaggh
workday). Relaxants are another type of supplement that, in contrast, are considered detrimental to many of the same tasks energ)
enhancers are thought to aid. If money priming does indeed increaséisalfy, then the desire for energy enhancers shoulease.
However, we predicted the opposite effect for relaxants. We reasoned thatpnoneg surges in selfficacy should weaken the
perception that relaxants interfere with performance, therefore increasing the desire for them.

To test these predions participants assembled a money or seashell puzzle and then viewed a product (gummy candy) that was pose
either an energy enhancer or an enesggpressing relaxant. Next, participants reported how many pieces of the product they would
consume thsughout a day of school exams and classes. Results revealed a money prime by product type interaction. Participants pri
with money, versus neutral, images indicated they would consume fewer energy enhancers (a replication of our basic@ftest). |

we found the opposite effect for relaxahtsarticipants primed with money indicated they would consume more relaxants than those
primed with neutral images.

In sum, these experiments demonstrated that exposure to money decreases the desirg émhameeys. The experiments further
revealed that this effect only occurs when an energy enhancer is beneficial to task performance (experiment 3) arat reverses f
supplements detrimental to task performance (experiment 4). Additionally, these experiteehtait alternative explanations of
affect. These findings not only introduce a unique consequence of reminders of money, but also elucidate the relatingship amo
self-efficacy, caffeine consumption, and in turn, consumer-igithg.

For moreinformaion contactrex.harding@grenoblem.com
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Can Shape Symbolism Be Used to Manage Taste Expectations?
Fei Gao, HEC Paris, France*
Tina M. Lowrey, HEC Paris, France
L. J. Shrum, HEC Paris, France

Crossmodl correspondencis whenattributes in one sensory modalitsematched with attributes in another sensory modality (Spence,
2011) Recently crossmodal correspondenicesveerabstract shapes and tastes, which are also referred to as shape syrbthlesm,
food and beverage industry have been shagrSpence, 201,Zor a revieW. For examplepeople tend to match rounded shapes with
smoothtasting still watend juice while matching more angular shapes with carbonated sparkling v&e#ace & Speng, 2011;

Ngo, Piquerad-iszman, & Spence, 201Rgo et al., 2018 andmatchsweet milk chocolatwith rounded shapewhile matching bitter
dark chocolateand acidic cheesgith more angular shapes (Ngo, Misra, & Spence, 28p&nce, Ngo, Percival, & Sthj 2013.

Some researchers contend that the appropriate ubke shapédastecorrespondenamnfood and beveragagackagingcan help set up
the righttasteexpectatiosin the minds of consume(Spence, 201;2Spence & Ngo, 20)2Further they considethat this approach to
setting consumertasteexpectationgnayoperate at anoreimplicit level. If so, marketers and graphic desigrierthe food and

beverage industrinaybe well advised to set up appropritasteexpectations through shapes displagadhe packaging. Howevehe
above contentiors just aspeculationand almost no empirical evidence to suppaekistscurrenty. Therefore, we conducted three
experimens to examinavhethemackaginglesigned on the basis of shape symbotaminducecorrespondingasteexpectatios, and
whether tlis effect is mainly driveratanimplicit level or even existat asubliminallevel.

Experimentl examinedhe effects of shape symbolism at an explicit lessghg word associatiolVe presented twbeverage packages
with angular or rounded labels to participasutsl askedhem towrite down the associatiom®ncerning the productg/e found that
among the five mosinentioned terms, three belongth®taste categgr and theeported frequenciesf these three terms were
significantly differentoetweerthe packaging with angular labelirand the packaging with rounded labelifigagrbonatedi 58vs. 5
fismootidi 0vs. 39 Aisweedi 10vs. 53, all ps< .05, suggestinghat angular labeling more lkely to inducecarbonatd expectation,
while rounded labelings more likely to inducemoothand sweeexpectéions. However,there was no significant difference between
the number of people who reported the target terms and who did rast,>al05,suggesting that peogietaste expectations are indeed
affected by the shapdsut they may not well realize it at an explicit level.

Experimenf examined the effects of shape symbolism atrgaticit level usingthe Implicit Association TesT his is acomputerbased
experiment and consists of seven blo&dsck 1 and 2 were learning tasks, through these two learning tasks we artificially set up an
association betweeangularand carbonated and an association between rounded and smooth, which wezd ss&ensongruent with
consumergimplicit expectations. Block 3 was a practice task and block 4 was the formal test. Block 5 was the reversal of béock 1.
aim of the reversal was totificially set up an association between rounded and carbonateah asdociation between angular and
smooth, which were assumed to be incongruent with cons@immgaticit expectationsBlock 6 was a practice task and block 7 was the
formal testWe found that participaniseaction times in block 8=626.94, SD=77.40)ere significantlyshorter tharthose in block 7
(M=703.32, SD=100.56} (30) =- 4.105,p < .05, suggestinthatthe artificiallysethangul ar | abel i ng or car
 abeling or frui tsarpndeed migruenith mrscipdnts'éneplicit expectationss Wb the artificially-set
Airounded | abeling or carbonated dr i nskasihcangrgentith partidipantserhplich g o r
expectationsThus, we can conclude thiie effects ofshape symbolisrmantasteexpectatios existatanimplicit level.

Experiment3 further explored and compared the effects of shape symbolism oaxpsttatios betweersubliminal and supraliminal
levels usingamasking paradignilhis is also a computdrased experiment and consists of four blotk&locks 1 and2, each trialwas
displayedalonga mask priming stimulug(i.e., packaging witlangularor roundedabek)i mask sequence and then participants were
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asked tanake a responsehen they saw a carbonated drimia fruit juice.The durations of priming stimuli in block 1 (12 ms,
subliminallevel) and block 2 (112 ms, supraliminal level) were differBidacks 3 and 4 were used to cheekether participants can
accurately percea/the priming stimuli hidden in the masks at both subliminal and supraliminal.levéiese two blocksaeh trial
wasalsodisplayedalonga mask priming stimulus mask sequenamnd then participantsere asked to figure out which typedatiels
were displayedand to have a guess if they could not see anytFiingt, we found that under the subliminal priming condition,
participant§correct perception rate to priming stimulus was 0.52 which was at chance level, while under the supraliminal priming
condition participani&correct perception rate was 0.92 which was significantly higher than chancesiggestinghat our
manipulation of subliminadndsupraliminal priming was successfiurther, we found that when priming stimulus was congruétfit w
target stimulus (i.e., angular labelingarbonated drink, rounded labelindruit juice), participantéreaction times (M 655.57, SD =
24.82) were significantly shorter than thosetled incongruent condition (i.e., angular labelihguice, rouned labeling’ carbonated
drink) (M =670.97, SD =25.64),F (1,28) = 5.21p = .03 < .09, suggesting that abstract shapes indeed can imbusspondingaste
expectationsMoreover the priming effects of shapes on taste expectations haigmificantdifference between subliminal and
supraliminal levelsk (1,28) = 0.56p = .461 > .05, suggesting that the effect of shape symbolism on taste expsatiamly driven
at an implicit level and even exists agubliminallevel.

In sum, our findinggdvance current research on shape symbolism by demonstrating that abstract shapes can induce specific taste
expectations anldy uncovering the inducing mechanism of this effect.

For moreinformation contactfei.gao@hec.edu

The Impact Of Sample LocatioOn PostSampling Desire For The Target Product
Yanping Tu, University of Florida, USA*
Christopher Hsee, University of Chicago, USA

Providing product samples is a common marketing pradtmeexampleAmaz on. com i nvites consumer s
for sample pages; Godiva offers registered chocol at ecoald i ci
be presented physically i ns iomdoatside e.g.gin a sanfplingaup) ihentargetdomduet (ejy.aacplick o
of M&MOb6s) . Does the physical | ocat i on -samplirg desieeropthedarget@rodua? i
Normatively,it shouldnot becauseonsumerseceiveobjectively thesamesamplesHowever, psychologically, we predict that,
consumers will perceive their sampling experiences differently, which in turn influences thedapgsing desire for the

target product.

Our theory comprises two causal links. Gsiérom Sample Location to Perceived Sampteduct Overlap (i.e., the perceived overlap
between the sampling experience and the target product experience). The other is from Perceivgat@hrop@verlap to Desire for

the Target Product. Specificallyuilding on research on how people mentally represent object relationship (Kosslyn, Ball, and Reiser
1978; Shepard and Metzler 1971), we propose that, when a sample is physically inside the target product (i.e., insiderssundes
would perceivehe sampling experience to lagart of thetargetproduct experiencand thus the perceivedmpleproduct overlap is

high. Converselywhen the sample is physically outside the target pro@lect outsidesample) consumers would perceitiee

sampling exprience to beeparate fronthetargetproduct experiengeand thus the perceived sampl®duct overlap isow.

Further, building on research showing that consumers disengage from target activities after taking part in a few prlatedcactse
theyfeel they have (partially) completed the target activities (Dhar and Simonson, 1999; Fishbach and Dhar 2005; Laran and
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Janiszewski 2009), we propose that greater perceived s@ngulect overlap will give consumers a stronger sense that they have
(partialy) experienced the whole prodyét have been thedeor fil have donetha), resul ting in | ower des

Four studies lent support to our framework. Study 1 tested the basic effect, adopting a 2 (location: inside vs. outside)
betweenparticipants design and using a pack of postcards as the target product. We had participants sample postcards, one by one
either placed the postcards inside the package so that participants took them from the package (inside conditiortghie @o tihat
participants picked them up from the stack (outsi deetcowmdi t
and willingness to pay for a pack of postcards, and whether they would choose it as a lottery gifigasm$p cash). We found
participants in the outside (vs. outside) condition reported stronger desire to own (3.42 vs. 2.69, t(97) = 2.51, and ighEr
willingness to pay for (6.41 vs. 4.58, 1(97) = 2.13, p = .036) the postcards, and cho@se itast t er y gi ft more of
= 4.65, p =.031).

Study 2 ruled out the potential alternative explanation that the outside (vs. inside) presentation format is inhereuukitimeréy

showing that the sample location effect only haltien the presented material provides partial product experience (i.e., when there is ¢
certain degree of sampproduct overlap to begin with). We used a 2 (location: inside vs. outside) x 2 (stimulus: samplesasnpla)
betweenrparticipants design, dma painting aloum as the target product. In the sample (vssaraple) condition, participants viewed

two sample paintings (vs. ngrainting pages). In the inside (vs. outside) condition, the pages were shown in an opened album (vs.
shown as separate peggnext to a closed album). We then had participants click a button to load and view the whole album, but set tl
loading procedure to always fail. We used the number of attempts to load (and view) the whole album as a proxy of dese, and
that, amog participants who viewed samples, inside condition led to fewer attempts than outside condition (.24 vs. .74, t(8%x= 2.53,
.05); whereasmongparticipants who viewed nesample pages, attempts did not differ (.62 vs. .62, t(78) < 1, ns.).

Study3 used a causal chain design to test the proposed mechanism. Study 3a used a 2 (location: inside vs. outsige) fiecpaae
design to test the first linftom Sample Locatioto Perceived Overlap. Participants viewed sample paintings (displayed inside vs.
outside the target album) and indicated perceived sapmptiuct overlap on a Vergiagram measure, with one large circle
representing AViewing the rwlpalee eanlth inmgo fAavri e wda nggma Ihle csiarnmll e s
between these two circles from small (denoted as 1) to large (denoted as 7). As predicted, participants in the inside Y esralition
indicated higher perceived samypeoduct werlap (4.47 vs. 3.32, t(67) = 2.35, p < .05). Study 3b used a 2 (perceived overlap: high vs.
low) betweerparticipants design to test teecond link, fronPerceived Samplproduct Overlapo Desire for the Target Product. We
imposed high (vs. low) perogid overlap via both verbal and pictorial information on participants, before they viewed sampling
paintings. We then measured their desire to view the whole album using the same behavior measure as in study 2. We found that
participants in the higperceved-overlap (vs. lowperceivedoverlap) condition attempted fewer times (.52 vs. .92, SD = 1.24; t(136) =
2.21,p <.05).

Study 4 extended the sample | ocation effect 1) to fimagdedd o m:
sampling experience (i.e., watch a video in which a person

Sampling experiencesedesignedo fiteas@d to whet consume&appetiteBut t hey may al so fAdry upo
themfe¢ Al have already tried the target producto. We swdawsey t h

inside samples lead to greater perceived sampleo duct over |l ap, and | ess desire to exfg

For moreinformation contactYanping. Tu@warrington.ufl.edu
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Individual Papers:Simulation and Experiences

I know it, | own it and | care for it: How perceived environmental knowledge strengthens ownership for the environment
Sophie Suessenbach, Wiienna University of Economics and Business, Austria*
Bernadette Kamleitner, WU Vienna University of Economics and Business, Austria

The need foenvironmental protectiois well knownand accepted, yebnsumers are far from acting accordin@yg. Newton &
Meyer, 2013) Protectiorof and care for a target is known to ensue from feelings of ownershipsiyehological ownership (POfpor
the targe{Brown, Pierce, & Crossley, 2013; Kamleitner & Rabinovich, 20Whether consumers are able to and do develop any
notable amount of PO for tlevironment is currently unknown. The possibility appears, however, promisihg.environmentvere
tofeellkeA mi ned, 1t c o inexdBelk d388 Keenleimer & Feuahtf, 2015Jonsequentlyprotecting the environmén
would entailprotecting myself.

For PO toarise individualsare thought to neetd makeone of thre&key experienceglussila, Tarkiainen, Sarstedt, & Hair, 2015; Pierce,
Kostova, & Dirks, 2003)personal investment, perceived control, or intimate knowlddgbe context of the environment, knowledge
appears particularipromising. It lends itself to broad scale interventions and was shown to relategiovpenmental behavior.
However, the focus in the penvironmental literature has been on either knowledge about the prdblengs& Reisner, 20110r

about preenvironmental optionfHanss & Bohm, 2013)he PO perspective suggests that knowledge about the target, i.e. the
environment, also mattetgloreover, it suggests thtte type of knowledgécf. Kaiser & Fuhrer, 2003natters. Given that PO amounts
to a possessive claim, superior and thus relative (how much do | know compared to others) rather than absolute (hovkmough do |
knowledge is likely to drive PO.

All of these implications await a test and are contingent on the existence of and variability in PO for something &s ¢hesive
environment. In ilot study, we, henceexploral the existence of P@r the environment. 4farticipantsvereaskedwhether they
perceive the broader environment r a(M$#8.0 SDE3D.& HOpdint becalPindioate thdtmy o
PO exists and varies and could thus be potentially relate to variations in knowledge

Study1A usedan onlinesurvey(n=124) to unearth the effect of perceived knowledge compared to other key experiences on PO for th
environmen{items adapted frorBrown, Pierce, & Crossley, 201RBeck & Shu, 2000 Perceived knowledge was the only significant
predictor of POf§=.21,p=.049). Perceived control and personal investment had no effect.

Study1B (n=105) aimed to ascertain whethduig effect of knowledge was only observed because perceived knowledge had been mad
salient or whether in fact people who perceive themselves as more knowledgeable also perceive more PO for the efiviecthneent.

key experiences were either assessed thus made salierteforeassessing POr afterwards. Results support penuine roleof
knowledgeln both conditions knowledge was the strongest predictBiOBeing assessed before PO all experiences predicted PO
(knowledge p=.48,p=.005; investrant,b=-.32, p=.048;control,b=.29, p=.056)while being assessed after PO only knowledge did
(h=.28,p=.0%4, all othergp>.20).

Study2 aimed toexperimendlly ensure causality. Since people infer their level of knowledge from their perforiftain&em, 1967,

we constructed and pretested two environmental quizzes with different levels of difficulty aimadiptilainga n i ndi vi dual
perceived knowledgée.f. Park, Mothersbaugh, & Feick, 199%&ach quiz contained 6 pretested single choice questidhite the

easyquiz contained questiortBat most participants are able to ansea@rectly thedifficult quiz consisted of questions that most

people get wrong.
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Participantgn=69)were randomly assigned to one lod tquizzes andsked to fill out a questionnaiassessingerceived quiz easiness,
perceived knowledge about teavironmentandPO towards it.

Participants in the difficult quiperceived the quiz as significantly hardean those in the easy quiz conditipr,001, ’=.74. As
hypothesizedjuiz easiness predict@erceived knowledgeht.64, p<.001) which, in turn, affected POBE.35, p=.028. The mediation
wassignificantClgg[0.02 0.33].

Study3 aimed to disentangle the specific role of relative knowledge. It could be that the bond to a target may benefit in, ffaaticular
person feels to hold superior kmedge compared to others. All participants (n=116) were asked to partake in a pretested quiz
containing items with varying levels of difficulty. To manipulate perceived relative knowledge we manipulated the featibgeinps

got when answering spedfgjuestions correctly. In the high relative knowledgaditionp a r t i aadrrpcaamswérscame with the
feedbackhat they did a great job and can be specified as experts. In the low relative knowledge condition correct answers were
acknowledged by stimg that manyparticipants answedthe sameguestionsorrectly andhattheir knowledge appears on a level with
the general population. The subsequent questionnaire assessed perceived relative and absolute kR®@\fdedye environmerand

downstrea consequences of P@:ar t i ci pant 0s thesfeldmotalobligatohk te pratextrthe engironmeand
selfreported preenvironmental behaviors.

As expected, articipants in the low relative knowledge conditfmerceived to knovas much as most others do, while those in the high
relative knowledge conditioperceivedo knowmore than otherg€.033). Thee was no difference iperceived absolute knowledge
and the ttal amount of correct answenich was kept constant throughetianalyses. A mediation analysis showed that relative
knowledge influenced P€.26,p=.013), which in turn influenced participants felt need to care for the environment, their moral
obligation to protect it and setéported preenvironmental behavisiall b >5.19, pd .05). All mediation chaisweresignificant
Clggcare: 0.02, 0.29; moral obligation: 0.03; 0.30, sefforted behavior0.28;-0.03.

Results provide support for the notion of PO as an ubiquitous experience and they highlightrttatahlenowledge in
pro-environmental behavior may be even more rfaltieted than already knowe.f. Kaiser, Wolfing, & Fuhrer, 1999The perception

of high (relative) knowledge fogtea possessive claim for the environment and in turn drives the intention to engage in
pro-environmental behaviors. Implications suggest that information campaigns may be particularly effective if they mandge to inst
sense of knowledge superiority.

For moreinformation contactbernadette.kamleitner@gmail.com

The Peculiarly Persistent Pleasantness of Bizarre Experiences
Robert Latimer, University of Toronto, Canada*

From the director of a cruise ship to the host of a dinner party, people strive to create experiences that audiende® wéllunaio.

Not only must the audience enjoy the event, but they must remember the event as being eDuaypigect revealone possible route

to that goal: making an experience more bizaBiearre stimuli tend to be processed and remembered differently from more mundane
stimuli (Hunt, 1995). This is true when stimuli differ from their local context, caltedary distincivenessand also when stimuli differ
from someoneds ent isecenddryidiktiactivenegs bizaireeassc(®chmide, 4998).thisl project weexamine the
impact of bizarreness.
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While primary distinctiveness influences retrospective yngnt largely by changing which parts of an experience are recalled later
(Montgomery & Unava, 2009secondary distinctiveness has more extreme consequences for stimuli processing (Worthen, 2006) ar
may have more direct effts on retrospective enjoymemtizarre elements of an experiences may shift in valence over time as well as in
prominence in memoryn this projectwe demonstrate that bizarre experiences are perceived as more pleasant in retrospect than duri
the initial experience compared to ndiame experiences.

Studies 1 and 2

The first two studies inurproject provide correlational evidence that bizarre experiences become more enjoyable in retrospect. In Stu
1, 289 participants recounted an autobiographical event and reported thepesttva@senjoyment of the eventi3t e m s cal e,
the bizarreness of the eventi(t em scal e, U = .79), and how |l ong ago the eve

The bizarreness and retrospeetenjoyment of experiences werarelated r = .32, p < .0Eritically, regression analyses revealed that
bizarreness was a better predictor of retrospective enjoyment for experiences further in ¢hg.pasiaysage 1.3,p < .01). Study 2 (N
= 185) replicated theeresultsusings t udent s & r et r oegead partivipatioe segsiong.me nt of

Studies 35

In Studies 35, wemanipulated the presencelwtarre or mundane stimdetweepsubjectsaandparticipantgated theiinitial and
retrospectiveenjoyment of the stimylieading to a 2 (bizarre/mundane) ¢o2line rating/retrospective rating) mixed designStudy 3,
83 participants viewed a set of 12 paintings and sculpturestfrefoMA: of which 2 paintings (pretested to be equally enjoyable)
were either bizarre or mundane

Participants initially repded equal enjoyment @ither se{Myizare= 47.4, Mhundane= 48.3,p > .1), but after a-6veek delay participants
who viewed the bizarre paintings reported greater retrospective enjoyment of thg,set(54.1, p < .05Whereas thoseho viewed
the mundane paintings reported marginally lower retrospective enjoyment of the,satkdm 43.2,p < .1; Interactionp < .05)

Studies 4 (N = 43) and 5 (N = 98) replicate the relative improvement of retrospective enjoynneuitifde differentbizarrevs.
mundane foods scenarios where th@zarre experiencée.g, marmite)is initially less enjoyable than the mundane experiéaag
butter)

Studies 6 and 7

Where Studies-3 show that bizarre experiences improved retrospective enjaygeiativeto mundane experiences, Studiesnd 7
demonstrat¢éhat thepresence (vs. absena#)a bizarre element in an experience increasesspective enjoyment addition, Studies

6 and 7 provide evidence for two mediating variables: fiequently participants discussed the experience after it occurred and the ease
of recall of the experience during the retrospective evaluation

Students enrolled in an introductory marketing class participated in three one hour researchssessntinegart In each session,

participants complete-60 differentstudiesWe tracked 54tsud e nt s 6 e nj o yamdktmesessiorbverall foceach sftha d y

three sessions. At the third and final session we askdddmrretrospective enjoyment of tfiest and second sessioas well The

manipulation of bizarreness was introducdd-may through the second sesshpnasking half the participants to completeizarre

5mi nut e i A (dtieelreenairi¢ledt 8 yidutes early In theapple study partipants were instructed to stare at their computer

screerfor 160 seconds aké screen flashed varying shades of red, while varieties of appie$-(iji, Macintosh) appeared in 10 pt.
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white font in the center of the scred@iey then weninto a smalkoom, lit with red light where they were asked to quickly rate the
appearance of several apples.

The inclusion of the bi zar r enitalgnolynentsfthe skssiond (pad= 4138, M.k M EFE p a
p > .1), na their mean enjoyment of the other studies in the sessign{E® 4.35, Myundane= 4.20,p > .1), and the apple study itself was

no more enjoyable than the studies surrounding dfmwq~ 3.86). After a onenonth delayhowever, participants whdid not

experience the apple study reported lower retrospective enjoyinngt second sessias compared to their earlier evaluat{om,;,q e

absen= 3-63,p < .05)as well as compared to those who did the apple staghf.= 4.32 p < .05; Inteactionp < .05). The retrospective
enjoyment of prticipants who completed the apple stws no different thamitial enjoyment p > .9). The interaction was mediated

by both the reported frequency that participants talked about their second setwdatirand their ease in recalling the second session
one month laterps < .05).

Study 7 (N = 102) replicated the methods and results of Study 6, with two exceptions. Instead of leaving the lab eipdyntpantthe
mundane condition completedask in which they read about different apple varieties. For the results, instead of the bizarre condition
persisting in its pleasantness while the mundane condition declined, the bizarre condition became more pleasant iwhatedbpect
mundane conditn was equally pleasant online and in retrospect.

Conclusion

To summarize, seven studies demonstrate that bizarre experiences become more enjoyable in retrospect compared to mundane
experiences. If you want an experience to be fondly remembered, naalkétweirder.

For moreinformation contactrlatimer@stern.nyu.edu

The Narrative Processing of Experiential Purchases
IRigo Gallo, IESE Business School*
Sanjay Sood, University of California Los Angeles, USA
Jennfer Escalas, Vanderbilt University, USA

Recent research in consumer and social psychology has documented important differences between the consequences of consum
experiential purchases (trips, movies, and gym membershipas or series of events that a consumer lives thrpughsus material
purchasesjéwelry, laptops, and shadsngible obje, ke pt i n 9 ([Gikodich & Kumnars261%;Howelh Pchelin, & lyer,

2012; Rosenzweig & Gilovich, 2012; Van Boven & Gildvj@003) For instance, consumers perceive their past experiences to be a
more important part of the self than their possessions (Carter and Gilovich 2012), and experiences more than produtssiioiéng c
closer to other people and have a stronger boalae (Caprariello and Reis 2013).

The current research continues to deepen our understanding of experiences compared to material possessions, buvéfya qualitat
important different direction: we investigate whether consumers process inforiingtion to purchasé differently for experiential
purchases versus material purchases. Specifically, we proposerikamersregenerally more likely to engage in narrative processing
to evaluateexperiences, compared to products. This is important Bedad finding differences in how decisions about these purchases
are made validates that in fact experiential purchases constitute a different category; (2) experiential offeringskiattheceare
pervasiveandmany companiearepositioring materal goods as experiences (Pine and Gilmore 1991; Schmitt;18899)3) this
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furthersthe application of narrative processing and transportation to marketing research, as recently reco(narehded et
al. 2014).

There are least three reasons why epéial purchases are more likely to be processed in the form of a narrative. First, most
experiential purchases are laid out in a temporal succession of events, which is one of the constitutive elementdEstalarp04,
Schank 1990). Think for gtance of a vacation or a business dinner. These purchases have a strong temporal structure, they develo
through time, with a beginning, middle, and end. Second, in an experiential purchase the corresponding events canitbhéhstuated
goalactionoutcane sequence, which is another characteristic of narrative thought. Finally, experiential purchases tend to trigger me
i magery in the consumer6s mind, and imagery is another nec

Material puchases can be also processed in a narrative way, by asking people to imagine a usage scenario (Escalas 2007). Nevertt
we claim that this is less likely to happen naturally, and, when it does, it is less crucial for the evaluation of natesisd phan it is

for that of experiential purchaséde ran a straightforward test ofir theoryby asking 27 participants to rate the extent to which they
believed they evaluati potential experiential and material purchases in a sikeyfashion Participantsndeedthought their decisions
aboutexperiencesvere made more on the basis of stldkg thinking (~(1, 390) = 8.85p < .001).

We test our theory with four studiéa’hile the first two test the foundation of our proposition (experiences aretransporting;
experiences are better evaluated narratively), the lagtxtplore two antecedents of narrative transportgtianrative consistency and
character identification), and how thdaetors matter more for the evaluation of experiential puefia

Study 1 Participantgn = 125)were asked to imagine that they were thinking about makiogequentiapurchass, either material or
experientialdepending on conditioParticipants were asked to respdndhe transportation scal&feen androck 200Q. As

predicted participantsvho consideedthe experiential purchases reported being more transp@ited104) = 6.38p < .05).

Study 2: Participants (n = 201) were presented with print advertisements for either experiential or matiesis¢ paicross six different
categories. We manipulated processing style: analytical versus narrative. Participants were asked to report theovedtitisidmet
purchases, and completed the transportation scale. Consistent with our theory, naressmydelps the evaluations of the
experiential purchases, relative to analytical processing (F(1, 197) = 5.95, p <.05), while there was no differencauatibesof
material purchases across processing type. Also as hypothesized, narrapartatios mediated the effect (we use Hayes 2013 in all
mediation tests).

Study3: One of the necessary conditions for a narrative to create meattiad ike narrative elements are consistent among themselves
(Cho, Shen& Wilson 2012; Hall 2003)Thekefore, ve propose that the narrative elements iexperiencadvertisemen{copy, image)

need to be consistent in order for theetisemento be persuasivéarrative consistency will be less important in the evaluation of a
material purchaséarticpants(n = 107)were assigned to one of four conditions depending on the type of equetiencerestaurant,
spa;product shampoo, running shoes), and the type of ad (picture is consistent with the text versus inconsistent: text was Kgpt const:
Thepictures were pretested across conditions as equally attractiezaalllyfitting to the product category. As hypothesized, there

was a significant interaction between type of good and consistency, so that lack of consistency haxpedidéneeads ba did not

affect theproductads F(1, 213) = 7.32p < .05). Also as hypothesized, narrative transportation mediated the effect.

Study 4.Another basic element of narratives is character identificafiEnpredict that character identification will netimore for the

advertising of experiential purchases, through its positive effect on narrative transpoWatioranipulate character identificatibg

includinga photo of a female character in all stimuli, while our participants include both men erehvRarticipants (n = 341) were

assigned to one of six stimuli (experience: movie screening, concert, talk with a book author; product: movie postegtn, coll

book), then reported their purchase evaluations and responded to the transportatidredioadiea significant positive interaction effect
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of gender by purchase type on purchase evah&{(1, 336) = 5.48p < .05). Purchase evaluations are significantly higher for women
in the experiential condition, compared to women in the matiaition (1, 336) = 12.0p < .001), while there is no significant
difference for the meriH(1, 336) < 1.0p > .50).Results were once again mediated by transportation.

FIGURES

Figure 1: Pilot study Mean selreports on the use of narrative thinfifor each experiential and material purchase

Narrative thinking

Figure 2: Study 2 Influence of narrative versus analytical processing on transportation for material versus experiential purchases
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Figure 3: Study 3 Influence of consistency on the evaluatafrads for products and for experiences
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Figure 4: Study 4 Effect character identification (gender) on narrative transportation across experiential versus material purchases
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For moreinformation contactigallo@iese.edu

Volume Estimation as Simuaited Judgment
Hannah Perfecto, University of California Berkeley, USA*
Clayton R. Critcher, University of California Berkeley, USA

While standing in line at a coffee shapnsumers can eye differesizedcups on displaytrying to determine which size looks ideal.
While at a container store, consumers may peruse various storage boxes, trying to determine which is the right dize jingttnat
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has been accumul ati ng o rusreseaech lsas ekammnedrdifferentsaunces bf dikslwhen esthmating i o
volum&d either the shape of the object to be judfged., Anderson & Cuneo 1978, Wansink & van Ittersum 2003, Orbadayeva &
Chandon 2013), dhepsychological states of the judge (Cornitd@adayeva, &ser, Weber, & Chandon, 2014ithough such work
has identified robust sour cesi fofmdedsdtlgswaitteh ms rtohhgt tchaery pragdq
judgments will err, but that remain agnostic about the actoakgs by which those judgments are m&de instead propose a specific
mental process by which volume estimations often unfold, thereby allowing us to make two novel predictions about whattiases
judgments.

We positthat volume estimation is oftanade througlsimulated judgment his proposal draws on diverse literatures that converge to
suggest the key role of mental simulation in judgments and forecasts. For example, features that make it easier toatglgived wh
warming would feel like camake the simulations seem sharper and thus more likely (Risen and Critcher, 2011). Closer to physical
judgments, Profitt and colleagues (1996, 2003) demonstrate that being weighted down makes hills appeaesserseethd weight
would makethe climb mae difficult, people simulate the climb (and thus the slope) as steeper

Building on these I|iteratures, we suggest that est:homatichng
one can imagine pouring into the contairgut given that pouring happens with the flow of graditiyom top to bottord we suggest

that two features can (and do) influence such judgments. First, we hypothesiingation effed that the same glass will appear
bigger rightside-.up than upsidedown We test whether this is explained by the simpler mental simulation of filling an upright cup.
Second, we positeavern effeé that imagining pouring through a narrow top into a wide base (as though into a cavern) makes the
volume seem bigger than pougithrough a wide top into a narrow base. More precisely, we suggestahatse equél a container

with a small topto-base ratio will look bigger than one with a large-tofpase ratio.

Study 1 focuses on tlagientation effectParticipants (N = 302)ere presented with a sequence of 24 imafé?2 actual glasses (taken

from Google Images) that varied in shape (elgstx cup, coffee mug, stemless wineglass), size, and color. Each image was presente
twiced once rightside-up, and once wgide-down.In all studies, participants saw a reference cylinder of a specified size (in order to
make the scaling clear) before being shown the targeGamsistent with hypotheses, the exact same cup looked bigger when
right-side-up than upsidedownt(5989.90) =2.92,p = .004.

Study 2 (N = 250) built on Study 1 in two primary ways. First, whereas Study 1 used images of actual glasses (for pexpeses of
validity), Study 2 used computgenerated images. This allowedtasold the shape of a cup constamit vary whether the wide or
narrow end was depicted as the open tape@closed base. Second, we modified the images so that the cup appeared empty, or entire
full of water. We then asked participants how much they could pour inenipéycup, or pouout ofthefull cup. We observed main
effects of orientation and the tap-base ratiots > 4.70ps < .01, consistent with the orientation eff@@ht-side-up cups looked

bigger)and cavern effedcups with narrow tops and wide baseskk bigger) respectivelyShowing the key role of simulation in

these judgments, both effects were larger when participants imagined filling up (as opposed to emptyingisthedci®@ps < .01.

Study 3 (N =209) delved more deeply into both theentation and cavern effects. First, we asked participants about the ease of the
simulation (ATo what extent did you find it easy woolumai f fic
estimates of rightide-up cups wrepatially mediated by simulation ease. Second, we held the volume of the cups constant, but varie
thetop-to-base ratioThis permitted us to observe that the cavern effect emerges only when there is a sufficient mismatch between &
narrow top and wide basegsus the reverse), and not from the size of the top or base alone.

Study 4 (N = 388) more precisely tested the role of mental simulation (versus mere container shape) in producing tffeatavern e
Participants saw open or lidded cups. In filling @em cup, the size of the top is the size of the aperture through which the cup can be
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filled. But for the lidded cups, which always included only a small hole through which to fill the cup, this link wasedis8Iptwing
the key role of simulated judgmiefas opposed to mere shape), the lidded nature of the cups moderated the cavern effect: narrow toy
and wide bases exaggerated the size of containers, but only when open.

Although considerable attention has been given to biases in psychophysical jtgjghgepresent work is among the first to propose a
specific psychological process by which such judgments are made. The present findings suggest that restaurant and stordcwner
do well to display containers rigtde-up. Furthermore, packagingsigners may be wise to design products with lowttepase ratios
(e.g., Yoplait yogurt) as opposed to the reverse (e.g., snowcones). Through this talk, we will emphasize the complie®iaty ro
basic and applied research can play: Only by offerntijtasting a new theoretical process account of how volume estimation unfolds
were we able to make predictions for what exterpadliyd features should distort such judgment.

For moreinformation contacthannah_perfecto@haas.berkeley.edu

Individual Papers: Decision Environment and Consumption

The Impact Of Oral Versus Manual Expression Modalities On Choice Satisfaction
Thorsten Voss, Mannheim University, Germany
Anne-Kathrin Klesse, Tilburg University, The Netherlands*
Caroline Goukens, Maastricht University, The Netherlands
Jonathan Levav, Stanford University, USA

In the marketplace consumers express their preferences using various modalities tamka®,imsa grocery store, shoppers select items
by taking them from the shelf and in restaurants diners express their preference by speaking to the waiter. Recertiessearch (
Levav, & Goukens, 2015) shows that expression modality can influencedgheedto which people exert cognitive control over their
immediate consumption impulses. When people express their choice orally rather than manually, they tend to selectt dytiens tha
greater hedonic value (e.g., chocolate) over options associatedositive cognitions (e.g., fruit). Those who decide orally appear to
afford greater weight to the affective dimensions of an option and those who decide manually appear to afford greateitsveight
cognitive dimensions (Klesse et al., 2015).

We arguehat people who make a choice orally are more satisfied with their selection because their choice reflects their immediate
desires, rather than something resembling a deliberative cognitive process (Wilson & Schooler, 1991). In our six dtoigiagtspar
either express their decision orally (speaking) or manually (by grabbing or button pressing) then report their chaice satisfa ( 6 |
happy with my choicedé, 61 am pleased with my c¢ hmedatlyadter and
making their choice. In study 1a, participants chose between two tasks, A and B, that unbeknownst to them were identical. Ora
preference expression resulted in greater choice satisfaction (MOral = 5.67) than manual expression (MM3hu1580) =7.42 p
=.035). In study 1b, participants chose between two identical looking cups of Cola; one of which we claimed to comizlibraatib

(NB) Cola and the other private label (PL) Cola; both contained NB Cola. Speaking resultedeinajreiae satisfaction than manual
expression (MOral = 4.99 versus MManual=4.31, F(1, 189) = 12.89, p <.0005). Study 2 was similar to study 1b, but a#sstessiraf

i ndividual sé choice satisfacti on bdankiheGolaant then assesdsecetiokir dctued Co |
consumption enjoyment (6The Cola tasted really greastoflyoTh
agree; U = .96). Participants 89/5b==tk30papertsdyeater datisfadtian with the taste ¢hano
those who expressed their choice manually (MManual = 4.17, SD = 1.56, F(1, 117) = 7.18, p = .008). This study shoefdtiabthe
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preference expression modality extends to actual enjalyrimestudy 3, we compared speaking to two manual modalities: grabbing and
button pressing. In doing so, we can exclude the possibility that there is something particular about taking that nligtrszaesl

i ndividual sé c¢ hoi csiltediadrdaterfctoicetsatisfaction tap leoth kn@ngegbbingeand button

pressind modalities (MOral = 5.38 versus MButton = 4.93 and MGrabbing = 4.73, F(1, 187) = 8.61, p =.004). The two manual
conditions, however, did not differ significantly (p =)36

We argue that speaking prompts greater choice satisfaction because it triggers more intuitive relative to more cogiutive deci
processes. Studies 4 and 5 test this prediction by using manipulations that have been shown to affect the dedrer iofvobged in

a task. In study 4, we utilized a fluency manipuladiatifficult versus easy to read fantin the instruction sheet. A twaway ANOVA
with satisfaction as the dependent variable revealed a significant interaction effect between modalgneynd(1, 196) = 5.03, p =
.026). Speaking resulted in greater satisfaction when the font was easy to read (MOral = 5.10 and MManual = 4.35, B(84196) =
.002), but not when it was difficult to read (MOral = 4.65 and MManual = 4.71, F(1, 98) p = .82). In study 5, participants listened
to musi® low versus high voluni using noisecancelling headphones while making their choice. This enabled us manipulate whether
they could hear themselves speak or whether they received altered auddbacteavhich has been shown to trigger cognition
(HeinksMaldonado et al., 2005). A twavay ANOVA with satisfaction as the dependent variable revealed a significant interaction
effect between modality and music volume (F(2, 139) = 2.72, p = .05). Speakited in greater satisfaction in the low volume
condition (MOral = 5.59 and MManual = 4.76, F(1, 196) = 12.26, p = .005), but not in the high volume condition (MOrard5.00
MManual = 5.01, F(1, 70) = .001, p =.98).

To our knowledge, thispapertish e f i rst to demonstrate that subtl e changes i
satisfaction and actual enjoyment of a chosen option even if the choice outcome is identical.

For moreinformation contactA.K.Klesse@uvt.nl

The Indirect Effect of Repetition on Consumer Enjoyment
Nukhet Agar, Koc University, Turkey*
Baler Bilgin, Koc University, Turkey

Many consumers may make categayel judgments as they repeat an experience. Imaginexdonple, eating a milk chocolate bar.
Each bite may make you realize more that it tastes just like any other product in its category. Imagine now eating pagenne pe
flavored chocolate bar. With each additional bite, the cayenne pepper flavor remirttistythere may be many other flavors in this
category. How would these judgments influence your enjoyment of the chocolate bar?

In the current article, we introduce the indirect effect of perceived repetition on consumer enjoyment. We proposetihatofeget
experience facilitates thoughts about the variety that exists the category. For instance, repeatedly focusing on that aspketan

item similar to others in the category (i.e.,itsttbmn st i ngui shi ng aspect sthattheacgtegoryeotfeusscvaietyc o n
of options. Repetition may increase perceived variety in a category, however, when focusing on the aspects of an éapseetiee t
experience apart from others in its category (i.e. its distinguishing aspects)ntsd rapresentations of variety extend enjoyment of the
ortgoing experience (Sevilla, Zhang and Kahn in press), we propose that repetition that serves to increase perceivediiariety sho
extend consumer enjoyment. Repetition that serves to reduce pdreaiiaty, however, should reduce consumer enjoyment faster.

118



By exploring this indirect effect, this article makes several meaningful contributions to hedonic adaptation and vatietgdit&irst,

the current article puts forth a novel relationgh b et ween repetition and variety. By f
categoryrelevant thoughts, we find that higher (vs. lower) repetition may influence variety judgments. Second, contrary to the
dominantly examined negative direct effect gbetition on adaptation (see Epstein et al. 2009 for a review), this article examines its
scantly researched indirect effect. We find that consumers naturally attend toflistimguishing aspects of their experiences, which
reveals the negative inditeeffect of repetition. On the other hand, we propose that higher (vs. lower) repetition may have a positive
effect on enjoyment when consumers attend to the distinguishing aspects of their experiences.

Experiment 1 (n=61) employed a 3 (focus of attemtontrol, nordistinct, distinct) x 6 (repeated experience) mixed design with the
second factor manipulated withgubjects. Participants listened to a pop song six times in a row and rated their enjoyment of the son
after each time (0=not at all, 100=y much). One third of the participants were instructed to focus on a distinguishing aspect (i.e.,
distinct condition), and one third of the participants were instructed to focus ordistinguishing aspect of the song (i.e., fubstinct
condition). The rest of the participants were not given any instructions (i.e., control condition). To examine the indirect effect of
repetition, we hold perceived repetition constant across conditions. If repetition increases (vs. reduces) perceived\aietyry

when participants focus on a distinguishing (vs.-dstinguishing) aspect of the song, as we propose, we should find lower adaptation
rates for distinct (vs. nedistinct) condition. Moreover, we argued that consumers have a natural tendencydtéoatten
nondistinguishing aspects of their experiences. If true, we should observe adaptation rates betwéestimetosnd control conditions

to be relatively similar. The results in Experiment 1 supported these hypotheses.

Although we argue that focusim distinguishing aspects should reduce adaptation by prompting waigtyd thoughts, another
implication of distinctiveness could be the likeability of these aspects. One of our evolutionary instincts is to acguirentischat
possess positiveuglities (Gable and Harmejones 2008). It may hence be reasonable suggest that distinct items could influence
hedonic adaptation rates due to their implied likeability. Wanting to acquire an item and wanting to repeatedly coresdlifferi¢iatr
processs, however. The likeability of an item can increase its probability of being acquired, but it may not guarantee itsusgggated
(DePaoli and Kahn 2015). We hence believe that likeability of an item may not be sufficient to reveal the positiveffiedirett e
repetition. Experiment 2 (n=73) investigates this by having participants either attend to distinguishing or likeablefaspents
sample in a 2 (focus: distinguishing aspects versus likeable aspects) x 6 (repeated experience) mixedraekigability of an item

is sufficient to reveal the indirect effect of repetition, we should observe no differences in adaptation for the cenientexgetween
distinct and likeable conditions. If the results depend on perceived variety, asgeststigen we should still observe participants
focusing on the distinguishing (vs. likeable) aspects to demonstrate slower adaptation rates. The results showedske delttaidc
ruling out this alternative explanation.

In Experiment 3 (n=127), wexamined the implications of higher (vs. lower) repetition feeling for the indirect effect of repetition in a 2
(repetition: high versus low) x 2 (focus: control versus distinct) x 6 (repeated experience) mixed design. We have targpetititha
facilitates thoughts about the general category, where higher repetition of distinguishing {@istingaishing) aspects underlines the
variety (vs. uniformity) that exists in the category. If high repetition feeling is necessary to facilitate catdadythoughts during an
experience, then reducing repetition felt during this experience may reduce or eliminate the indirect effect of regaatitigriplthe
commonly observed reduction in enjoyment ratings. Contrary to that, facilitating thoughtstedogeneral category hurts consumer
enjoyment when attending to ndlistinguishing aspects (by underlining the uniformity of the category). Hence, reducing repetition felt
during the experience should reduce adaptation in this case. As expected, taireesaled that increasing perceived repetition of an
experience increased hedonic adaptation in the control condition, but reduced hedonic adaptation in the distinct conetitien, ¥
moderated mediation analysis from PROCESS (Hayes 2012) showeeitbaived variety judgments mediated this effect.
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The current article contributes to the adaptation literature by introducing the key insight that perceived repetitiodinastaffect on
adaptation by prompting categemyel thoughts. We behe it would be worthwhile for future research to further clarify the role
perceived repetition plays in adaptation.

For moreinformation contactnagar@ku.edu.tr

Helps LowDiscount Promotions, Hurts HighDiscount Promotions: The Effect of Free Gift Voudr in Conditional Promotions
Yan Zhang, National University of Singapore, Singapore*
Yu Ding, National University of Singapore, Singapore

Many companies commonly offer free gifts to induce consumers to purchase their products. Such offers are typicallyditdied| con
price promotions, where companies offer consumer s ianalidrsthep p |
purchase of @\edlinf2602;PalmeirgrandoSdvastaa 20X3)ypical corditional promotion is to offer the
supplementary product for free directfyslightly different, but also common, way to run the promotion is to offer a voucher with which
customers can exchange for a gift for free.

Normatively speaking, the two typesofo ndi t i onal promotions should not affect a
differently, because a voucher itself carries no additional economic Valtrés research, however, we suggest that instead of just
involving a procedural spethat consumers have to go through in order to receive the free gift, a voucher can exedgligiine effect

on consumer6s intention to purchase t he f(lseadtal200®md suggestthatVve |
a voucher functions as a medium that obstructs people from comparing the price of the focal prodbetuwaitie of the free gift, and
consequently dim the price difference between the focal product and the free gift. As a result;disdught promotions where the

value of the free gift in relation to the focal product is high, using a vouchertteddemphasize the high value of the gift, and thus
decreases consumersé intenti on t-discopnt prambtiars eherte the valtiemttte free giftio d u
relation to the focal product is low, using a voucher tendstolowers umer s® attention to the chea
increases their intention to purchase the focal product. Thus, although voucher does not carry any economic valusiimgitsaif,
conditional promotions can effectively affect consunies pur chase i ntention.

We tested this prediction in 4 experiments. In experiment 1, we hold the focal product constant and vary gift valuantastci

asked to imagine that they wanted to buy a digital camera (focal product), and they coutdaeeeiternal hard drive (highiscount
condition) or a flash drive (lowdiscount condition) aafree gift for purchasing the camera. The free gift was either offered directly or
exchanged through a gift voucher. We found a significant interaction betlismunt level and vouché¥(1, 157 =9.09 p=.003, —
=.055.Forhigdi scount promotions (gift being the external hard d
intention of the digital camerdA= 3.81,SD= 1.33) as compared to not using a voug¢her 4.41,SD=1.40;F(1, 157) = 3.95p = .049,

— =.025.Incontrast, forloadi scount promotions (gift being the flash dri
purchase intentioM = 4.10,SD= 1.28) as compared to not using a voughér 3.42,SD=1.30;F(1, 157) =5.19p=.024,— =
032.Experi ment 2 replicated the findings of experi menttethe by
dismount levels. A Logistic Regression on purchase decision returned a significant interaction between discount level and voucher
11.67 p =.001. Specifically, we found that using a voucher in fdgdtount promotions significantly lowered the perceatafy
participants making the purchase from 63% to 39%~= 3.74 p = .053. In contrast, using a voucher in ldigcount promotions
significantly increased the percentage of participants making the purchase from 25% to.58%.87 p = .003 Experimen 3 tested

the underlying mechanism for this effect. We manipulated whether consumers considered the price of the free gift hefdhepr af
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indicated their purchase intention. We predict that by making participants consider the gift price befatiagrithieir purchase
intention, we could highlight whether the promotion offers high or low discount, thus overwrite the effect of the voueher. Th
experiment finds evidence consistent with this prediction. In experiment 4, we primed participants assoompadset. We found that
activating a comparison mirgkt also mitigated the effect of a voucher on purchase intention.

Taken together, these experiment demonstrate that as compared to offering a free gift directly, introducing a vouchi&doumgh
conditional promotions decreases purchase intention while doing that-tidoaunt promotions increases purchase imgant

Although a voucher itself does not carry any economic value, using it in conditional promotions could systematicalty affeat ane r 6
purchase intention.

For moreinformation contactyan.zhang@nus.edu.sg

Is it all relative? The effect of numberdirmat on relative thinking in numerical judgments
Tatiana Sokolova, University of Michigan, USA*
Manoj Thomas, Cornell University, USA

Jane camuya pen(USB key) for$2 ($20)at anearbystore or gett for $1($19)at a storeeight blocks awayJane can think in relative
terms and considéhe 50%savings (5%)or think in absolute terms and focus on her absolute savings of $1. Normatively, Jane shoulc
ignore the relative savingand only weigh the potential lar savings against the time and effort it would take to get tiowever,
research in behavioratonomicsand consumer psychologyggeststhat ane 6 s deci si on \velativésavingsk e | vy
consideration§Azar 2007 Thaler 1980) Thetendency to rely on relative thinkingasrecentlyattributed tantuitive processing anithe
psychophysics of number evaluations (Azar 2007; Saini and Thota. BE@usentuitive magnitude representation is not linear, but
logarithmically compressedepple perceive differences between larger numbers to be smaller than equivalent absolute differences
between smaller numbefBehaene 1992; Moyer and Landauer 1988)consumers become more prone to rely on their intuitions, the
effect of relative thinkig becomes stronger (Saini and Thota 2010).

This paper builds on research on numerical cognitiodentify a novel factor moderating relative thinking. YWepose that the

intuitive number representations, underlying relative thinkingagaadlable forintegers between 1 and 1Gihdareeither

underdeveloped or absent for large numbers and decMidhlie numerical information is omnipresent in owel§ our exposure to
different number formats is unen Werarelydeal with very large numbeos decinal quantitiesprices of most frequently purchased
goods fall below 10 in the §and Europeye usually use numbers between 1 and 60 to talk about time antdbsyin relatively small
sets As a resulof this lack of experiencehe intuitive represertians of very large numbers and decimals should be underdeveloped
and relative thinking should not manifest in comparisons of such numbers. In this paper we propose that: people Vikebettess
think in relative terms wheprocessinda) large (vesus small) integerand (b)decimals (versus integers). We further propose that
experience in number evaluations can induce relative thinking for such numbers. We test our predictions in four studies.

Study 1 compared relative thinking for large versualsmumbers. The study adopted a 2 (Price format (PF)digi/ two-digit) x 2
(Relative pricedifference(RD): small(30 vs. 50)large(5 vs. 25) betweersubjecs design.Online panelists chose between an
inexpensive indirect ticket and an expensiuect ticket (n=163)The results of the logistic regression supported our predictions
(brp=1.62, p=.001{prrp=-1.66, p=.0L4). When prices were expressed in the-ahgit format, people were more likely selectthe
expensive option in the s malglarr &P 80t ¥seg43W,ipF.00E)This effecewakliminated t ¢
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when prices were expressed inthedfivé g i t {0 d0bart % (dER=58%, p=.97). Thus, we found fireinary support to the
first prediction by showing that relative thinking was attenuated in judgments of large numbers.

Study 2 examined relative thinkirigr decimas versus integerfarticipantchose betweenra A i n e xlagelasdiav i@ x pen s i
bagel with cheese (n=150). The study adopted d&2dgtimaléintegers) x 2 (B: small large) betweersubjecs design.The results
supported our predictionb{p=1.96, p=.004 bpr,rp=-1.86, p=.00). Reople were significantly more likely to choose thpensive

option when the relativprice difference was smaih the integer conditio®smairo=9 2 %  Va§ro=62%6, p=.004)but not inthe

decimal conditior(Ysmairp=7 4 %  Va§ro=70%0,p=.856).

Study 3 ruled out processing fluency createdugh rehearsal of arithmetic facts as an alternative accopetas (e.cb) featuredn
common multiplication problems camaketheir respective products more cognitively accessible (i.pa8 induce feelings of

cognitive eas€King and Janiszew$2011).l n St udi es 1 and 2, processing fluency o
have made the difference between the corresponding prices look larger in the integer condition (Thomas and Morwitzr&d8), but
the decimal conditin lackingmemory associatiorfer simple arithmetic factso rule out this account we did nate any numbers
associated with multiplication facits Study 3 Otherwise the design was the same as that of Study 2. The results supported our
predictions brp=1.38, p=.004bperp=-1.37, p=.02%. Relative thinking affected choice the integer conditioBsmairo=8 4 % Vu - Y
ro=57%, p=.004)but not in the dcimal conditionYsmairo=6 0 % Vi §ro=6034 pP=.969.

Study 4 examined the role ekperience in relative thinking. The study adopted a 3 (Experience: with decimals/ with decimals and
circles/ control) x 2RD: small large) betweenrsubjects design. Participants first completed an ostensibly unrelated task. In the

Afexperiencleswi tbndeci ona, they saw 24 decimal pairs and ider
condition compared circle sets in size and identi fdlsamd t he
circles 0 condition to ensure it was the deci mal compar i ssathatt as

attenuated it. Next, participants completeddheicet as k fr om t he A de ci.@mdistent with outhéotizing n 6 o0
there was no effect of relative thinking in the control conditldg.{irp=56% V Sugern82%, p=.56), but there was a significant
effect of relative thinKkitgrTol tvhsg.rfd%, pedié)andtbe Wekpedeehme
deci mal s and cHgukt’6 O skAH36%, P3.002).s  (

This research identifies a novel boundary condition of relative thinking, eestalblished and practically relevant bias in individual
decisionmaking (e.gAzar 2007; Thaler 1980). It also contributes to the numerical cognition research by showing that mental numbe
representations (i.e. intuitive vs. precise), previously captured by respoesktencies (Cohen 2010; Dehaene, et al. 1990), can also
be traced in individual decisioimaking. Finally, our results can inform managers on how to frame their prices depending on which
products (inexpensive versus expensive) they would like to sell first.

For moreinformation contacttatiana.sokolova@hec.edu
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Grand Palm Col. West
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Session 4
3:45 pm- 5:00 pm
SymposiumBeyond the Choice Set: The Impact of Considering Outside Options
Chair: Liz Friedman, Yale University, USA

The Role of Similarity when Consideringlternatives in Purchase Decisions
Liz Friedman, Yale University, USA*
Jennifer Savary, University of Arizona, USA
Ravi Dhar, Yale University, USA

When deciding whether to buy an item, consumersesiomes think about other uses for their money. For example, a consumer who is
considering purchasing a $25 buttdown shirt might think about how to spend that $25 on alternatives that are not part of the
immediate choice set. The alternatives may belairo the target item, such as a polo shirt or a tie, or different, such as gas or a video
game. I n the current research we explore how pur chtatethe i nt e
target item.

Past researchnoconsideration of alternatives has primarily focused on comparing situations where no alternative is considered to
situations where an alternative is considered (e.g. Posavac et al., 2004). In consumer contexts, subtle remindemutoetiéniative

uses of money have been shown to decrease purchase incidence (Frederick et al., 2009). However, while past reseameth ifias explo
and when people consider alternatives, and the broad effect of prompting them to do so, an open question is how lgehavior ma
systemically vary as a function of type of alternative considered.

I n the current research, we explore how purchase iSpecically,i on:
we show that when consumers consider dissimilar alternatives, they will be relatively less interested in fteartaggetompared to

when they consider similar alternatives. Building on Sagi and Friedland (2007), we propose that considering dissiratiaealigrn

more likely to increase anticipated regret than considering similar alternatives, which in teasdsgurchase intent.

In six studies, we explore how purchase interest for a target item is impacted when alternative ways to spend thatcoasidg e

and specifically, when those alternatives are similar versus dissimilar to the targetyiri Stall participants evaluated two target

items: movie tickets and a massage, with the order counterbalanced. After viewing a picture, price and short desbeptogedf t

item, participants were asked to briefly list three alternative ways ofispetihhe same amount of money as the price of the target. There
were three betweesubjects conditions: Participants in the similar condition listed alternatives similar to the target. Participants in the
dissimilar condition listed alternatives NOT simita the target. Participants in the control condition skipped the step of listing
alternatives. All participants then indicated their likelihood of purchasing the target itgroiat %ikert scale.

We found that the type of alternative considered hsigraficant impact on purchase interest for the target item. As predicted,
participants in the control condition were most interested in purchasing the target (M=5.9). Participants in the sittiter wenel
somewhat less interested in purchasing thesaige (M=4.8), and participants in the dissimilar condition were least interested in the
purchase of the target item (M=4.1). Study 1B replicates these results using utilitarian rather than hedonic target sieesésmthat
the effect is not limitedo hedonic target items.
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Study 1C replicated Study 1A (with a massage as the (wheaeea get
participants listed three alternatives, with no similarity specification), and all participarésasked to list their thought process before
deciding whether to buy the target item. We replicate our result from Study 1A for the control, similar and dissimiiansondit
Purchase intent ratings in the unspecified condition resembled thosaliadingilar condition, as did pesibc selfratings of similarity

of alternatives to the target. The unspecified condition sheds light on the types of alternatives consumers might ootesideusty,

and offers evidence against the explanation thadiffexence in purchase intent between the similar and dissimilar conditions is due to
similar alternatives already being taken into account in some capacity. Moreover, the-tistinghtisk revealed that participants in the
dissimilar and unspecified oditions were more likely to mention other items they could purchase than participants in the similar or
control conditions.

In study 2, we explore whether the effect was driven by the process of generating the alternatives, or if merely cansiciéaings.
dissimilar alternative would result in the same pattern. To test this, we asked participants to evaluate a duvet caxedeantthgm
with a potential alternative way to spend the same amount of money. In the similar condition, the alteasm#fwmattress pad, and in
the dissimilar condition, it was running shoes (the alternatives were chosen because they were matched on attractiveness and
hedonic/utilitarian ratings in a pttest). As predicted, participants in the similar condition weseertikely to buy the duvet than those in
the dissimilar condition.

In study 3, we use a mediation model to further investigate our underlying mechanism. Moreover, we rule out an altplaasitierex

that the difference in purchase interest is driggmlissimilar items being more attractive than similar items (because they are less
constrained), rather than by their similarity to the target item. We use a 2 (attractiveness: more vs. less) x 2 (similarits.

dissimilar) design. We manipulad¢tractiveness by prompting participants to generate alternatives that are more or less attractive the
the target. We replicate our main effect of similarity, and find null results for the attractiveness manipulation. Wenetlkatshe

effect of simiarity of the alternative considered on purchase interest of the target is mediated by anticipated regret.

Finally, study 4 demonstrates the effect using a choice dependent measure. We present participants with 2 target optmusaa b
white shirt,and ask them to generate similar or dissimilar alternatives. Participants are given the opportunity to purchase otfie or botl
the target options, or defer the choice and keep shopping (Dhar, 1997). We find that consumers are more likely to dedehoie&in

after generating dissimilar alternatives than after generating similar alternatives.

Taken together, these results suggest that considering alternatives to purchase has an effect beyond merely takiagdbent orto
not; the type of alternate considered can have a significant impact on purchase decisions.

For moreinformation contactelizabeth.friedman@yale.edu

The I mpact of oO0Display Set Compositiond on Purchase Likel:.
Uma Karmarkar, Harvard Business School, USA*

Suppose you are shopping online, and deciding whether to buy a specific coffeeAmaler. you mor e | i kel y t o
when it is featured on its own product page, or when it is on a page that shows other recommended coffee makeye® ¢émae if
across it on a site advertising popular products from several different categories?
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l'tds well established that changing the compositices(egf a c
Tversky and Simonson, 199Bettman, Luce and Payne, 1998; etc.). These studies often examine how increasing the options in a set \
cause switching, or influence preferences for one item of interest in comparison to the others. However, it remainswadbesy o

buy decison about one particular item might be influenced by its display set composition.

Previous research has examined the impact of #fphan spitebéingal t
unavailable (Pratkanis and Farquhar, 1992). Phantom alternatives create a range of biases dependent on sewechldatdise
degree of uncertainty about their unavailability (Farquhar and Pratkanis 1993). But when their unavailability is coantetas man
create preference shifts similar to those observed with real alternatives (e.g. Doyle et al. 1999}h€rausrent work, we propose that

the mere (viewable) presence of additional items in the display will impact perceptions of value and likelihood of mpwehageen

the actionable Achoice setodo is held to a single target pro

Recentfindingsi deci si on neuroscience on Avalue normalizationd me
reduction in the perceived value of a preferred item in addition to making it less discriminable from other optionsi¢eejal 2013

Webb et al., 2014). As a whole, these findings suggest that additions of displdyy i t ems may decrease t he
by decreasing its perceived value. Furthermore, they predict that the effects may be strongest when the displaycaemparable to

the target.

Study 1 tested our basic hypothesis that display set composition can alter purchase intentions, as well as the predigticms ar

value normalization. Participants (n=225) were asked to make four hypothetical-buy/no deci si ons. Those i
saw a | abeled photo of the target product and its gqpricec e. P
information flanked by photos of two products from the same general categgra target board game shown between two other board
games) . Particioppratr @ bil eot ten@lmemon saw the products flanke
a target board game flanked by a Swiss army knife and a caPdtédipants were informed that the A@inget products were only there

as part of the display.

Comparing the three conditions, we found significanrefrothi ff e
the same or different pduct categories. Average total purchase rates for the four products in the comparable condition (M=1.77) we
marginally higher than the alone condition (M=1.47, p=.08), and significantly higher than tHtemeparable condition (M=1.25,

p<.02). The diffeence between necomparable and alone was not significant. Surprisingly, despite these differences in purchase inten
the display items did not change average liking rates for the target items, nor did they influence average willingnémsthe may

Given the disparity between these results and the decreases in value predicted by value normalization, Study 2 testetheow muc
impact of display items depends on the specific products shown. We offered participants a single hypothetical pusihiase dec
assigned via a counterbalanced 2x2 design that varied the type of target item (art poster vs. board game) and thethvatdigptsyof
items (comparable vs. na@omparable). Once again, we found a (main) effect in which purchase intentionsgthereimithe

comparable compared to the rommparable condition. There was no main effect of product type, nor interaction effects, suggesting
that the increases in target purchase likelihood were not due to the display items themselves, but toahgjrtsithié target.

Secondary regression analyses on data from Studies 1 and 2 did reveal that, pooling across conditions, preferensptafoitémesdi
had a significant positive correlation with purchase intent towards the target item. Thishraigesstion of whether our observed
effects could be boosted or diminished by the relative value of the display items as compared to the target. Study 3resémined
mani pul ating the display items®d aargetitémdaomparabdelval reconfpdrablg)hWewsce |
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again replicated our main similarity finding, but found that the value of the display items had no direct or moderaténgneffec
purchase rates.

Overall, we find thasetadddongsi tetheettost gei idcaptay i mpact
seemingly contrary to possible predictions from value normalization models. Rather our results suggest that when get display
consistently reflects one category, it incredbedikelihood of making a purchase from that category. One practical implication of this
work is that retailers may be most effective at promoting a product by ensuring that it draws attention on the shelfréderong si
products rather than featured segtely as on®f-a-kind.

For moreinformation contactukarmarkar@hbs.edu

DecisionTree Structures and their Impact on Similarity Judgment and Replacement Choices
Rom Schrift, The Wharton School, USA*
Jeffrey Parker, Georgia Stdtmiversity, USA
Gal Zauberman, Yale University, USA
Shalena Srna, The Wharton School, USA

Consumers often seek replacement options when their preferred option is unavailable. The currentezseasttates that slight
variations in the initial decisiemaking process which do not affect initial preferenc@s i gni fi cantly i mpact ¢
choices. Specifically, we focus on a hierarchical decision structure (i.e., detlcesdim whch alternatives are first screened on a single
attribute and then further screened on other attributes, in a sequential process, until an option is chosen. Integretimmg rese
preference trees and runnagy options, we find that the specific decisipee structure (i.e., the order of attributes in the tree) impacts

consumersé replacement choices. Consumers tend to rgipl ace
stick with attribute levels that were chosen earliehittee).

Such patterns may, at first, appear contradictory to existing literature showing that consumers tend to deemphasizaribe ofipor
screening attributes, and over emphasize-postr e eni ng (or fAsel ect i on @006;RAiehteral. 2003).e s ( ¢
According to these findings, one would expect that consumers would be more likely to stick to later attributes in the sbguenc
choosing replacement options. However, this previous work (i) did not explore replacement ¢ioittésiot manipulate order of
attributes in the tree, and (iii) examined nested hierarchical dedigies; that is, contexts in which the initial screening criterion (e.g.,
Abeefdo vs. Afisho) substantivendty attdge(ss )t hEreoapltd ovmsst afvdaoi ldea
current work examines contexts in which all combinations are feasible (i.enested decisiotrees) and whether the order of attribute
decisions in such nenested trees impactsreplate nt choi ces. We find that consumer 6s
by the tree structure, and that consumers tend to stick with earlier decisions they made in the tree. Seventeen ststiae tlgizion
extremely robust effect. We expédifferent possible mechanisms underlying the effect and discuss relevant literature.

In Study 1 participants chose between different pens, each described in terms of color (5 levels) and material (Zutuzdsin O
available colormaterial corbinations. In a betweesubjects design, participants either directly chose one of the 10 pens (control), or
made their choice in a twstage decision process (color first then material vs. material first then color). After learning that their chosel
pen vas unavailable, participants chose their replacement option by either keeping their choice of color and replacing tloe materia
vice versa. The decisienr ee st ructure significantly i mpacted p ateralifisti pan
were more |ikely to keep the pends material (64%) omuitmnar ed
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47 %) . Participantsd assi g nsuohallacatiorrtask) shovwed arcensiggandtsignifiant patterrg Eight ¢ o
additional studies replicated this robust effect across different decision contexts (e.g., cups, clocksseaterisy foodtems,
hiring-decisions, paintings, visutdsks). Additionally, the results were replicatedwitore than two hierarchy levels and when all
attributes possessed the same number of levels. Further, the effect persisted in incentive compatible contexts afetextross dif
response and presentation modes. That is, participants tended to sticleiwithdice of initial attribute even when all alternatives were
initially presented (screening, as opposed to choosing, format) and also when all replacement options were availatse for choi

Exploring different potential mechanisms, we found the effepersist when the initial choice was made for the participants either
randomly (study 10) or by a thiglarty (study 11). That is, even when participants did not choose the original option, their choice of
replacement option was still driven, in the btigesized direction, by the decisitnee structure. Thus, choitrsed explanations such

as dissonance, sqierception, and reasdrased choice, as well as explanations based on need for internal consistency or choice closu
(suggested by Wright and Brour 1977) do not fully account for the pattern of results (in Study 12 neither need for closure or internal
consistency were found to moderate the effect).

Next, we examined whether the effect may be driven by inferences about attribute weightscutapastievious literature suggested
(and demonstrated) that decision makers attend to attributes by order of their importance (e.g., eliogHastiect). Therefore, it is
possible that when the order of attributes in the tree is externally proviadéslpdenakers infer that initial attributes are more important
and therefore tend to stick with their originally chosen branch. In Studies 13 and 14 it was made extremely salieipiaiotpantt the
order of attributes was determined randomly. In $tlfl participants were asked to choose among 4 tasks that were described on
completely meaningless attributes (letters and colors). The effect persisted, indicating that inferring weights fromiththetdee is
not the main driver of the results.

Finally, in Study 16 we explored whether the effect is driven by a categorization and similarity judgments (e.g., Goléld{da2@019
Livingstone et al. 1998). We find that decisiorakers perceive alternatives that belong to the same branch in therdeeisias more
similar and perceive the action of switching branches as more extreme (i.e., a greater change). As in Study 15, hdEdpamisng
4 tasks that were described on completely meaningless attributes. However, when learning abouitakilitpaof their chosen task,
participants either received a positive cue about this task (triggering a motivation to replace this task with a s)nilaréasked a
negative cue (triggering a motivation to replace the task with a dissimilar Tdskgffect replicated in the positive but not in the
negative cue condition. Thus, indicating that decisiwkers associate the decisimee structure with a similarity judgment between
alternatives. In Study 17, we find that the motivation to replae®riginal option with either a similar or a distinct option mediates
the effect.

In the current investigation we attempted to isolate the effect (which is theoretically and substantively importanffersing di
paradigms. The results lend support categorization process in which consumers construe alternatives that share a branch on the

decision tree as more similar.

For moreinformation contactroms@wharton.upenn.edu

Indecisive Consumers and Sensitivity to Outside Options
Marissa Sharif, Uwersity of California Los Angeles, USA*
Stephen Spiller, University of California Los Angeles, USA

127



Consumers are often faced with salient outside options when deciding whether to select a focal option. Fgreezangumer

deciding whether to purchase a DVD from a display at Walmart may see another use for her money (e.g., a book). Chgosing to bu
one item means giving up at least one other potential option. Spiller (2011) found that when (and only wherérsarmsider

their opportunity costs, the more attractive their opportunity costs are on average, the less likely they are to bugpkierfota

the present research, we ask: which outside option receives the most weight in the focal decsiomfiwdual differences moderate

this selection?

Normative theory suggests that consumers should act as though they weigh the best outside option (and not the otheicihgvben de

a focal option. Previous research on consumer deeisaing suppo#g this, at least in some situations. When choosing an option from
two partitions, one with a single option and one with multiple options, as long as the ryitiple partition is not considered to be a
coherent set, individuals first compare each ofjtteeiped items, identify their favorite from that group, and then compare the favorite to
the lone alternative (Brenner, Rottenstreich et al. 1999, Sood, Rottenstreich et al. 2004). This suggests that indivgivalthea
greatest weight to the valué the best outside option and little weight to others.

Individuals differ in the extent to which they consider opportunity costs (Frederick et al., 2009; Spiller, 2011). Hoveewekniown
what individual di f f er e nothevalaenitdifferamttoutdide aptiopse@ne immoidast candidate diffierence
is indecisiveness. Prior research has identified three types of indecisive individuals using the Decision Behaviors(DB&ntbyy
Neurotic, characterized by difficulty chsiog when presented with a variety of different options; 2) Perfectionistic, characterized by
excessive informatiogeeking before choosing; and 3) Lackadaisical, characterized by a lack of concern with advanced preparation
(Barkley-Levenson and Fox 2014)Although indecisive individuals have been shown to delay decisions, less is known about how or
why they make particular choices. This research furthers this knowledge by exploring how one important component ehdgirigion
relates to indecisiveness.

In three studies, we show that consumers are more likely to consider the value of the best outside option (aattractilessutside
options) in their decision to accept the focal option or not. However, lackadaisical indecisive individuals ptaaeigiat on less
attractive outside options and less weight on the most attractive outside options.

Studies 1a and 1b assessed how sensitive people are to an attractive outside option. 300 participants in each steyrieathausc
a sale on their favorite DVD and decided whether to buy it or not (Frederick et al., 2009); Study 1b was a regltatod results
were consistent across both studies. Participants generated a preferred alternative use for their money (the outaitkeyatioajed
the attractiveness of the outside option and the DVD. Participants considered the outside bptimioite attractive than the DVD (p <
.001). Participants were sensitive to the value of the attractive outside option and thus less likely to buy the DVDr\ehatuétion
of the outside option was high (p < .01). However, this relationship was ateddsy lackadaisical indecisiveness (p < .01). Low
lackadaisical individuals were sensitive to the evaluation of the attractive alternative, but high lackadaisical indietduntensitive.
Neither perfectionistic nor neurotic indecisiveness modersgaditivity. Although lackadaisical indecisive individuals were less
sensitive to the attractive outside option, they were not less likely to purchase the DVD. Why not? One possibilltgysgaed tmore
weight to lessattractive outside options.

Sudy 2 assessed whether consumersd sensitivity to diefferen
lackadaisical indecisive individuals place more weight on less attractive outside options. 100 participants made b6sehmsas to
buy or not buy $5 gift cards over a series of 4 s ismperWweek).ed
Because participants had a weekly budget (2 cents), the future gift cards were potential opportunifyartisipants were randomly
assigned to a condition in which the next three gift cards were always displayed (Known) or never displayed (Unknown).
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Condition influenced the relationship between lackadaisicalness and sensitivity to the attractiveness of the bestiont§ide .G1)
and of the other outside options (p < .06). As outside options were unknown in the Unknown condition, we faztgowith
condition. Participants were sensitive to the best outside option (p < .05), and this sensitivity decreased with |dokasdgjsica001).
In contrast, on average participants were not sensitive to the other outside options, but sensitiaitgdneith lackadaisicalness

(p <.05).

Study 3 tested | ackadai sattradie outsidedoptioris dyumadipsidtingshe vatie df thewiorst putside |
option. 300 participants were randomly assigned to one cell in a 2 (Quabugs. Not Status Quo) x 2 (Worst Outside Option Value:
Medium vs. Low) betweesubjects design. Participants chose among 3 different jobs: one manipulated status quo job, one attractive
outside option, and one leattractive outside option (medium omlovalue). We found that in aggregate participants were not sensitive
to the manipulation of the worst outside option. However, lackadaisical indecisiveness interacted with this manipufetbohoiee

of the status quo (p < .06) such that lackadaisiwlecisive individuals were less likely to choose the status quo (and more likely to
choose the best outside option instead) if the worst outside option had a medium value than if it had a low value.

This research reveals that, in aggregate, indiVidigand to be sensitive to the value of only the best outside option in their decision to
buy the focal option. However, lackadaisical indecisive individuals place less weight on the best outside option ancigjitetader
lesser outside options when @#ng on a focal option.

For moreinformation contactmarissa.sharif.2016 @anderson.ucla.edu

SymposiumEffects on Time and Time Effects: The Interplay of Consumer Behavior
and Time
Chair: Gabriela Tonietto, Washington University in St. Louis, USA

Starting Your Diet Tomorrow: People Believe They Will Have More Control Over the Future Than They Did Over the Past
Elanor Williams, University of California San Diego, USA
Robyn LeBoeuf, Washington University 8t. Louis, USA*

I nsani ty, as the saying goes, i s Adoing the same tdietjgnity ove
smoking, or be financially responsible may make a dozen attempts before thegeseegful results, if they see results at all (Polivy
and Herman 2002). We argue that one i mportant reasgmeaterf or t
control over future events than they would have had over identisgépants. This is consistent with other work showing that the future
(relative to the past) seems more premeditated (Burns et al. 2011), involves more willpower (Helzer and Gilovich 2@&2)sandre
rati onal (O6Bri en 201 8sparch, Ghowing tihat foka varietypoheaxpmeriencesnincluding rsegative and chance
events, people believe they will have more control over the future than the past, and that this difference stems frgemarabzed

belief that the future is open ancktpast is fixed.

In our first study, participants rated whether they had more control over ten items, such as their diet, finances, ass| fegipironth,
or whether they will have more control next month. Participants also made a general corgsphessaating whether they believed
they would generally have more control over their lives last month or next month. For all ten items, participants ahicijpated
greater control next month than they felt like they had last month (significanttyadlobiut two cases). The general assessment also
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reflected a reliable belief that control would be greater in the future than in the past. Thus, participants anticipgtgtehssi control
over their lives in the near future than they had in the tquast.

To show this leads to a belief in greater future-setf nt r ol , we used the idea of shifting
(i.e., serious versus fun movies; Milkman et al., 2009). Participants were more likely to believe theg woold s e t o wat ch
movie four months from now than four months ago. Participants also thought that the movie decision would be more wodémtheir

in the future than in the past. This perception of control partially mediated the movie shaigege st i ng t hat part.
greater future control led them to believe they would be able to exert greaieorsetfi over a future choice.

We also wished to demonstrate that people believe they will have more control over bad thielssagood things, to address the
suggestion that this asymmetry might be another instantiation of optimism ossarséfig bias. Participants imagined that, either last
fall or next fall, they were installing a new DVD player; the installation ebeceeded or failed. Participants believed that the
outcome, whether it was success or failure, would be more due to factors under their control in the future than ifilibespaat no
interaction between timeframe and valence of outcome.

People eve expressed a belief in greater control over future chance events. Participants played a version of Battleship in which the:
guessed the placement of ships on another personb6s ibcorma d,
over the past round and then the upcoming round. Participants believed that they would have significantly more camerolts@me

of the future round than the previous one, and that the outcome would be more due to their ability to guess sttipseare placed in

the future round.

Finally, we wanted to examine the process underlying this asymmetry in perceptions of control. One note about this é&symairietry

is actually valid from the perspective of the present: events that haveyahagaaened cannot be changed, but the future can still be
influenced. However, there is no reason to expect, as our participants seem to, that past events were less contdifabléhat they
originally happened than future events will be at theetthat they will eventually happen. We suspect that participants substitute their
current perceptions, from the vantage point of the present, for their perceptions of the past and the future whenlyhegcactedlor

will occur. To test this idea, wattempted to make the future feel as fixed and unchangeable as the past feels. Participants read eithel
excerpt of an essay that claimed that free wil!/l doxnd aset s, or
predeterminedThen they completed a version of the DVD player scenario, in which the installation occurred either last fall or next fal
Participants in the frewill -exists condition showed the typical pattern of results, such that the installation seemed matesimder
control in the future than in the past. However, in thdrae-will condition, the future and past seemed equally controllable. Thus, by
shifting participantsd perceptions of t he odgllablethefiduse wasfrelativh e
to the past.

People believe that the future is more control | alkywdlbabbtern t |
able to control it, for good or ill. They seem to substitute thgirent perceived ability to control the past and the future for their ability
to control the past in the past and the future in the future. This asymmetry in beliefs about control may lead peagti¢hie sapee

mistakes, with hope but little chancegetting a different result.

For moreinformation contactewilliams@ucsd.edu
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Movement through Time and Space Shapes Psychological Distance
Eugene Caruso, University of Chicago, USA*
LeafVan Boven, University of Colorado Boulder, USA

Time is an abstract concept that is only experienced indirectly, which makes the very notion of time difficult to compreteend.

people move beyond the narrow spans of time thatbi@wgical clocks, broadly speaking, are capable of tracking, they conceptualize
time by building mental representations that draw from their direct experience with spatial distances (e.g., Boroditdkgk@®@0
Johnson, 1980, 1999). The idea thata¢tdhrough time has adirectidorr e f | ect ed i n numerous met aphc
and fAmovi ng o impliescasgatial rélatiomship. As a result of this mapping of time onto space, both literally and
metaphorically, ueghsmteecd affechiherr eepresentatioh df movement through time (Boroditsky, 2000;
Casasanto & Boroditsky, 2008; Miles, Nind, & Macrae, 2010).

Here we explore two implications of the met ap arienca of movememt p p i
through time is analogous to their experience of movement through space in that they perceive the distance betweled fineiself a
events as continually diminishing whereas they perceive the distance between the self and past @vainsially increasing. Just as
diminishing spatial separation makes objects seem spatially closer and increasing spatial separation makes objectdlgenonespati
distant, diminishing temporal separation makes events seem temporally closer easingcremporal separation makes events seem
temporally more distant. We hypothesize that this spatial metaphor of events in time implies two phenomena. First, pbssieat m
toward events in space should reduce their psychological distance to th.[Besend, there should exist a fundamental asymmetry in
the psychological distance of past and future events whereby future events are psychologically closer to the preseavéms gls
equivalent objective distance. We tested these predicticmsénies of studies.

Study 1 tested our prediction that physical movement toward events in space would reduce their psychological distpnesettt.the
Participants wrote down six personatlye | evant events (e. g. , fofargepaper,avhich anegerisménjer o 1
taped to a door at the end of a long hallway. All participants reported how psychologically distant each event was.i@pamsart
made these evaluations from a stationary position approximately 4 feet away fioostdrs; some participants made these evaluations
from a stationary position approximately 30 feet away from the posters; and some participants made these evaluatigsisafyer ph
moving toward the posters (i.e., walking from 30 feet away to 4 femf)eav away from the posters (i.e., walking from 4 feet away to 30
feet away). We found that people who walked forward reported that these events were psychologically closer than dicopeople wh
walked backward or who were in a close or far stationaryiposit

The next two studies tested whether future events are psychologically closer than past events of equivalent objeciviea @iatiinc
study, participants were asked to i magi ne a syphologitdl distance.®hen h e |
considering specific times (one month, one year; Studig&sg or speci fic events (Valentineb6
future was closer than the past.

In Study 4, we experimentally reversed the spatigtyurd e d ar r ow of ti me by mani pul ating |
physical movement, which we reasoned would influence their orientation to the past and future. Some people had the (virtual)
experience of moving forward in space, consistent witr thatural orientation of thoughts, whereas others had the (virtual) experience
of moving backward in space, reversing their natural orientation of thoughts. Consistent with our predictions, we fpuadtipat e 6 s
virtual movement moderated the tempomirametry in psychological distance, such that backward movement eliminated the tendency
for future times to be psychologically closer than past times.
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The existence of this temporal asymmetry has important implications for theories of psychdlistacede that assume temporal
symmetry (e.g., Trope & Liberman, 2010), and for theories of episodic memory that assume people remember the pasha largely
same way that they imagine the future (e.g., Addis, Wong, & Schacter, 2007). More broadlyewethat the temporal asymmetry in
psychological distance reflects a gener al ibi as towamae t he
than the past (Parfit, 1984). This future orientation is highly functional, as ®xarés can typically be acted upon more successfully
than past events. The fact that action can facilitate the realization of future desires but not past ones may helpygxptgite wbvote

more resources to prepare for things that lie ahead thahifigstthat lie behind. This is in part why it makes sense for car windshields
to be bigger than rearview mirrors and for the meteorologist to discuss the weather for the upcoming week rather ttedingeopee

Thus, just as people mobilize resouraepttepare for approaching sights and sounds, they apparently have a more general tendency
prepare for the (approaching) future by reducing its psychological distance from the here and now.

For moreinformation contactecaruso@chicagobooth.edu

The Effect of Temporal Organization on Subjective Time Perception and Consumption
Gabriela Tonietto, Washington University in St. Louis, USA*
Selin Malkoc, Washington University in Stouis, USA
Stephen Nowlis, Washington University in St. Louis, USA

Just as a year is organized around significant dates (e.g., holidays) that act as temporal landmarks (Peetz and Wélstay2912),
organized arond set activities (e.g. scheduled or routine tasks; Southerton 2003). While prior research has examined the influence
tempor al organi zation on perceptions of the schedul 2083),act i
prior work has not yet studied how scheduling tasks might influence how consumers perceive the time surrounding the adiivity. W
this gap by exploring the effect of such temporal organization on time perception and consumption. We propose thigiztithie ¢gimne

to a previously scheduled task feels subjectively contracted. That is, a time interval feels subjectively shortetlif irdcedes a
scheduled activity. We further theorize that this temporal contraction makes the time preceding thledelétuities feel wasted and
nonproductive, making consumers less willing to engage in other experiences, which they predict will be less enjoyable.

In Study 1, we first sought to demonstrate that an interval of time directly preceding a schedlitgd\ectnot) feels subjectively
contracted and nonproductive. As such, participants rated how long (very little time to a lot of time) they perceivedatin tiir
ability to be productive from 11am until noon in either the presence (lunch atarangence (lunch at 1pm) of an adjacent scheduled
task. As predicted, the same emegur period felt significantly shorter and less productive when adjacent to (vs. separated from) a
scheduled task.

We next tested the predicted downstream consequent@s t&#mporal contraction, whereby consumers would become less likely to
engage in experiences during the time preceding a scheduled task. As such, in addition to time perception, particiggrits in St
indicated their likelihood to book a 4&inute masage. This study had a further goal of ruling out the potential effect of savoring for the
scheduled activity. That is, it could be that time feels shorter as consumers excitedly anticipate the scheduledttzsk ofisayould
expect the dread asso@dtwith anticipating a negative task to show the opposite effect. To test this, Participants imagined either an
hour available later (control, no scheduled activity), an hour available before a dinner engagement (desirable aativity)y twefore

a dentist appointment (undesirable activity). Countering a savoring based account, we find that participants were ledsdiiedy to
massage when it preceded both the desirable and undesirable activity. Further, this was mediated through subjectiepttome per
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Importantly, anticipating a fun dinner did not differ from a dentist appointment, demonstrating that the mere preseni¢heand no
valence of the adjacent activity drives the effect.

The purpose of Study 3 was to test whether this reluctaneegage in a desirable activity (massage) would further extend to
undesirable activities. In particular, it is possible that consumers might be more motivated to do activities they wawnttovih

when time feels scarce. However, we argue thatwroass see the time preceding scheduled tasks as wasted and nonproductive. Thu
we predict that they would be no more likely to engage in undesirable experiences. Supporting this, participants kalyettebodk

a 45minute massage (desirable expecie) or a 45ninute annual physical exam (undesirable experience) prior to a scheduled task.
They also predicted both experiences would be less pleasant when followed by another activity, which was mediated jactiugh sub
time perception.

In Study 4,we sought to test whether increasing the length of objective time would alter the results. We find that participants were le
likely to book a 45minute massage prior to a scheduled task whether they had one hour or two hours available and predicted lowe
enjoyment if they were to get the massage at that time. These results indicate that even when time available is langes,stitinsu
perceive time as subjectively insufficient and shy away from experiences when they precede a scheduled tashy Imgpeateant we
predict that once the target activity becomes sufficiently short, we should no longer find the effect. This is, taskshibdtearough to

be completed productively during the time interval should not be influenced by the presencleesfudesl activity. Supporting this,
participants in Study 5 were less likely to read a few chapters of a book before an adjacent task, but were just asdikeljew

pages. Furthermore, participants indicated that they would spend less time tiesinieading the remaining chapters but not the
remaining pages. This supports the idea that once the contracted time interval feels sufficient, the presence of antiitiacent

longer matters.

In the final study, we demonstrate that the obserffedts uniquely occur in the time leading up to but not following a scheduled task.
We argue that the effect is driven by perceived time contraction and not an unwillingness to plan multiple activitebddckf
consumers simply wished to keep aitids separate, then we should expect reduced likelihood to engage in experiences both before al
after a scheduled activity. However, in line with our proposed theory, participants were less likely to book a massagecheftuked
activity than eitheafter that activity or control, which did not differ. Further, before, but not after, an adjacent task, participants thougt
the massage would be less enjoyable, and this was mediated by subjective time perception. These results indicataltbat®uotes
driven by pure sequencing and only apply to the perception and consumption of time prior to a scheduled task.

In sum, six studies demonstrate that the same amount of time feels contracted if it directly precedes an upcomingasiherthiked t
then reduces the likelihood of engaging in other experiences, which are predicted to be less enjoyable. This work enriches our
understanding of what drives subjective time perception, as well as its consequences. Our results establish that hastocisuener
their day has important implications for how they choose to consume their time.

For moreinformation contacttoniettog@wustl.edu

Individual Papers:The influence of financial considerations on consumedsehavior

Responses to Interest Rate Increases: An Urgency Bias in Repayment Behavior
Shirley Zhang, University of Chicago Booth School of Business*
Abigail Sussman, University of Chicago Booth School of Business
Christopher Hsee, University of Chicago Booth School of Business
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Consumers often encounter changing interest rates, for example, when they receive a low introductory offer on a aredit card,
variable rate mortgage. Changing et rates can complicate already difficult financial decisions around debt repayment. We
examined how the timing of future interest rate increases influences these ded®®ifisund that when the interest rate is expected to
increase in the near terpeople pay their debt more slowly than when it is expected to rise in the future, even though they incur more
accumulated interest overall in the former c&%¥e.label this pattern the urgency parad@onsumers subsequently increase their
commitment taepaying debt in response to perceived urgency (anticipation of a future rate increase) rather than to actual urgency
(higher rate overall).

Study 1 demonstrated the urgency paradox. Par t iimtaregtaatetwsuldi ma
increase from 0% to 5% either in one month or in five months. The loan had to be repaid in full (principal plus intesstjién

payment, and the interest would continue to accrue until the loan was completely repaid. Pasiatsahtghen they would repay the
loan. Participants in the fivaonth condition decided to pay off the loan significantly sooner than those in timeomtle condition (M
=10.85 vs. 16.32 months, p<.01), although the accumulated interest (total casiglvesisn the onenonth condition.

Study 2 replicated the urgency paradox in a setting with real consequences. Participants played a game that simytatgaentebt
process. They began the game in debt, owing the experimenters points, and theguwere to repay their debt before they could exit
the game. The debt would increase at a steady rate throughout the game beginning either immediately, or 70 secosidstaifehéne
game. To earn points, participants were given a choice betwdeasaimt or unpleasant task. The unpleasant task paid more,
allowing them to repay their debt faster. We found that participants were more likely to choose the higher paying,tuapleatan
their debt would begin rising after 70 seconds than whewnuld begin rising immediately (76% vs. 60%, p=.029).

We propose that two psychological factors together contribute to the urgency paradox: sensitivity to change and pdrceptions o
achievability. As a result of sensitivity to change, consumers reaet strongly to the timing of a rate change than to the level of the
static interest rate. Subsequently, they focus on the timing of the rate rise and may take this as an implicit goa &df thayirdebt.
However, selection of this goal depends orcpptions of achievability. A consumer will commit to repaying all of her debt before the
rate rises, but only if she believes this goal is achievable. Otherwise, the timing of the rate increase will nobftutoreipayment
decision. Therefore, canmers will repay loans faster only when the timing of the rate change is (a) distant enough that it allows the
to plausibly repay the loan before the rate change, but is (b) near enough that they would not be motivated to replagftite tban

rate dhange if the loan remained at a static rate.

To test this possibility, Study 3 examined sensitivity to change. Participants were randomly assigned to one of fonsctmdliti
static rates (2% vs. 5%) and two changing rates (increase from 2% todsfé ws. four months). Similar to Study 1, participants
imagined that they had taken out a loan and stated when they would repay it. The two changing rate conditimmeH{@mel
four-month) replicated the urgency paradox (M = 8.37 vs. 6.12 months,)pkl@%articipants were indifferent between the two static
rates. Furthermore, participants repaid the loan significantly sooner when the rate would increase in four monthsrttarsifitresl at
either 2% or 5% (ps<.05), showing that participantsewaore sensitive to a changing rate than to a static (high) rate.

Study 4 examined the complementary explanation, perceptions of achievability. This study included a range of datesatéhen the r
change occurred. These dates included periods when peagdtéved plausibly be able to repay the debt (this month), they could
repay their debt fairly easily (8 months, 12 months), and they could repay their debt, but only if motivated to do dsj4Wefdund
that participants repaid earlier in the 4 moodimdition than in each of the other conditions (ps<.05), indicating that participants repay
loans faster only when the timing of the rate change is distant enough to allow them to plausibly repay the loan lzdéoohange,

but near enough that theyowld not be motivated to repay the loan before the rate change otherwise.
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Studies 5 and 6 tested two moderators: evaluation mode (Hsee & Zhang, 2010) and contemplation. Study 5 replicated the urgency
paradox in single evaluation, but participants chbseopposite in joint evaluation. Study 6 showed that the urgency paradox
disappeared when we asked participants to focus on the rate itself and consider whether the increased rate was twhohidleforéo

they made their decisions. These moderatarsige additional evidence for the proposed mechanism. They suggest that participants
will respond to the absolute interest rate when their attention is directed away from the change and towards the avaraltespn

and provide evidence that the lzgsattern is a bias that cannot be explained by normative economic accounts.

This paper has providezlidence that consumers will look to the timing of rate increases as a deadline, and that perceptions of
achievability can help explain when we turnhestexternal, and arguably arbitrary, cue for motivation. Our findings suggest that
highlighting a future rate increase in the near future may discourage consumers from paying their debt soon, whilegighkgti
increase in the more distant futuray encourage consumers repay their debt faster.

For moreinformation contactshirleyzyw@gmail.com

InterestFr ee Fi nancing Deal s: How Di fferent -usaHogpaynent mpact Cons.
Johannes C. Bauer, University of St. GallSwjtzerland*
Vicki G. Morwitz, New York University, USA

Introduction

Interestfree financing offers consumers the possibility of paying for{pidbed goods with monthly installments and no interest
chargesSloganssucha8 Buy No w, cBndg fodd attmany ketailers forvariety of productsd.g.,electronics) ad services
(e.g.,vacations). Even though interdste deals can save consumers money by allowing them to defer payofient
time-value-of-money), behavioral research suggests that, for certain purchases (e.g., vacations), people@meigrathethan

taking advantage of an interdste loan (e.g., Prelec and Loewenstein 1998js projectwill demonstrate that different ways of
communicating an interetee offer influencg e o ppaymend preferences. By showing that different semantic labelherwise
equivalent financing deals affect consumersd demand for cr
promotional framing.

Conceptual Background

Researcton financial decision makinigas shown that peoptgmt o0 mat ch a goodds benefit streart
and tryto avoid financing plans whose loan durations exceed the life of the durablegt-itst994). This finding is consistent with
mental accounting theory (Thaler 1985) whichitsothat people establish mengalcounts fothe benefits and costs of a specific
transaction and thaicts of consumption and payment can generate pleasure andgmEnding on whether the balance o$¢éhmental
accounts is in the black or in the @telec and Loewenstein 1998). Since various modes of payment (e.g., cash, financing plans) diffe
in the timing of the actual payments and many product types (e.g., durables, experiential goods) differ in the sequefitg of be
research suggests thmt 0 p Ipayrsebpreferencedepend on the nature of the prod(ecy., Patrick and Park 2006). In their classic
article on mental account of savings and debts, Prelec and Loewenstein (1998) demonstrated that 76% of the peoptegagfienred t
a$l,200vasher and dr y e sixmorthlypayments of $200 each duhing fhe six months after the washer and dryer
arrived0 (i . e., postpayment), wher eas $xridnthlylpayments af $200peach dufing the six $
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monthsbeforethevacatiord (i . e., prepayment). Rat her than minimizing th
preferred to prepay for the vacation because they wanted to avoid paying for a good that does not provide any mohe thénefits.

research, we will show that | abel i ng 0®ARRIsgedal fmancdng pranmotieaenn st e i
significantly increase peoplesd demand for credi ©96),olreduls ot
demonstrate that redundant value cues can affect consumers

Studies and Results

Five studies test our f@Alabelingd hypothesi s. lenari@bulmasipulate i e
the framing of the postpayment option: (1) AMake six ABROnth
special financing promotion and make six intefest e e mont hl'y payments oditon$200 [é] 0 in

Study one wasa 2 (label: no deal vs. 0% dead)3 (product: washedryer vs.TV vs. vacation) betweesubjeckd e s i g n . Consu
payment preferencg Whi ch opti on jwmsirhedsurgditiuabiparyeafiable(®=Brepayment/ 1=Postpagmnt).

Logistic regression analysjgelded a significant product x label interactig¥(01) which indicated thdabelng the financing offer as

a 0% deal i ncr e as etadpostpayrfos thewacationdd deal k2 .6% vs.e0% deal: 32.7p&.001), but not for th&'V

(No deal: 71.9% vs. 0% deal: 67.1p%.20) and thewasheranddryer (No deal: 80.6% vs. 0% deal: 78.6p%.60).

In study two, we focused on the vacation as our target good, but highlighted its utilitarian value to one groeg@erikitsial value to

a second group of participants (Levav & McGraw 2009). Logistic regression analysis pradigeiicantmain effect of deal label

(p<.01) with preference for postpayment rising from 12.0% to 20[8908) in the utilitarian condibin and from 12.7% to 27.8% in

the hedonic conditiorpk.01). Thus, the effectiveness of the 0% deal label does not depend on the nature of the product as utilitariar
or hedonic.

In study three, we again held the product constant (i.e., bike), budshif,ear t i ci pant s6 focus of attel
experiential aspects (Carter & Gilovich 2010, 2012). Logistic regression analysis yielded a significant focus x lakrir{era5)

and confirmed that the 0% deal label increasesn s u pneferescé for postpaye nt when t hey focused on

aspectgNo deal: 54.2% vs. 0% deal: 72.5p6.06). I n contrast, when consumers focused

label did not affect their preference for postpaghidlo deal: 74.5% vs. 0% deal: 65.3p%.30).

In study four, we employed the experimental design used in study one. Besides replicating the previous findings, stodgdéalur p
initial evidence for the underlying psychological process. In a moderagdition analysis, we showed that the 0% deal label provides
justifiable reasons for consumers to postpay the vacationjBéffication(measured with three itemijly mediatedthe positive effect
ofthe 0% dealom o n s ume r s 6 ppstpayfbrehe wacatogindirect effect=1.62, 95% CI: .71 to 2.63)

In study five, we separated the effects of various semantic cues (e.g., 0% APR vs. special vs. financing promotiosi-freahtand
found that tfhree @ rdmr ifv effécexety Ajam seHustifinagonfully mediates the positive effect of the
Ai ntfereesd c u e pradenencpoepostphyfer shé vacatior(indirect effect=1.96, 95% CI. .52 to 3.53)

Discussion

Our results show thdtamingan interesfree financing offer as @ APR special financing promoti@an significantly affect
consudemadd for credit. I n five studies, we demonstrate th
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postpay for an experientialgoddn a next study, we ai n usot infaind gtuil cart ¢ ttd en aiinle
psychological process.

For moreinformation contactjohannes.bauer@unisg.ch

Almost Everyone Misunderstands the Benefit of Diversification
Nicholas Reinhltz, University of Colorado, USA*
Philip M. Fernbach, University of Colorado, USA
Bart de Langhe, University of Colorado, USA

Diversificatiord investing in many imperfectly correlated as8eteduces exposure to risk without sacrificing expected returns. Some
assets in a diversified portfolio will perform better than expected and others will perform worse, but the value dblioevpbbtie less
volatile as these unpredictable deviations will tend to offset. Despite this benefit, many people are undiversified (Qadgbell
Goetzmann & Kumar, 2008). For example, a typical individual investor holds a portfolio with onlydoks éBarber & Odean, 2001).

While several explanations have been proposed to account for improper diversification, we explore a more fundamentddguestion
investors understand the benefit provided by diversification?

Understanding how diversifitian affects portfolio performance requires understanding the distributional properties of a sum of randon
variables. This may be easy for statisticians, but most people have poor statistical intuitions (Lipkus, Samsa, & R)mdnr200ér,

people mayack the financial literacy required to apply this knowledge correctly (Lusardi & Mitchell, 2007).

We demonstrate two pervasive errors in peopl ebs benlincreabes, ab
rather than deceses, the volatility of a portfolio. This error is particularly common among people low in financial literacy, and appear:
to result from a judgment of representativeness: Because diversification involves investing in many unpredictable asisedseiws,

it feels like it should increase the aggregate unpredictability of the portfolio. This is analogous to conflating tHegpodperbutcome
distribution with the properties of the generating mechanism (Kahneman & Tversky, 1972, 1973).

Second, may people incorrectly believe that diversification increases the mean performance of a portfolio. This error is most comma
among those high in financial literacy and seems to result from a misunderstanding of financial advice: People may know that
diversfiication is a good investment strategy but associate this with an increase in the mean, rather than a decrease irhi®iatility.
consistent with previous work suggesting the central tendency of a distribution is more salient than the degreeanf ((Hpecht,
Chapman, & Gelman, 2007).

In Studies 1A1F, we had people make forecasts for diversified and undiversified portfolios using a graphical, histogram building toc
(Goldstein & Rothschild, 2034In effect, ths toolyields asubjective probility distributiono f e ac h p a rfdaboutithe ant 6
future value of eachtock portfolio.We found that many people, but especially those low in financial literacy, expected greater variance
in possible stock prices (i.e., more risk/volatility)fradhe diversified portfolio. Further, most people, but especially those high in
financial literacy, expected a greater mean stock price (i.e., better returns) from the diversified portfolio. These lnasesiatent

with inferences about portfoliocent r uct i on, as they occurred even when stocks
explicitly known.
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In Study 2 we explored possible explanations for these biases by manipulating what people thought about before foeecasting th
performance of portfolio. Participants who first thought about how the individual stocks in the portfolio might perform expected
greater unpredictability from the portfolio, while those who instead thought about the value of diversification expetetecbtress
from the portfolio.

Finally, in Studies 3A and 3B we explored possible downstream consequences using a portfolio construction task. We liosund peop
tended to create portfolios that mismatched sidocunersted ;mpréviousr i s
studies. Specifically, those low in financial literacy tended to give a less diversified portfolio to an oldaversk investor than they
gave to a younger, riskeeking investor.

For moreinformation contactnreinholtz@gmail.com

Does debt beget debt? Asymmetric mental accounting for debt vs. borrowed money may increase willingness to borrow
Aimee Chabot, The Fuqua School of Business, Duke University, USA*
Christopher Bryan, Booth School Bfisiness, University of Chicago, USA
Julian Parris, SAS Institute, USA

Background. The fastest growing type of consumer debt, student debt recently surpassed outstanding credit card debt for the first t
and has increased more than fivefold since 1999. Three experiments (total N=996) examine a potential consequencbétdéxidsig de
as existing debts grow, people may become willing to borrow exea O

This hypothesis is supported by a novel theory that combines elements of prospect theory and mental accounting totlelpbise tha
accounted for as a cumulative loss (ivéthin a single mental account), while each new decision to borrow additional money is
accounted for as a fresh gain (i.e., in a separate mental account). Therefore, for subsequent borrowing decisionsltheghjeatiyie

cost of debt should diminisithile the marginal subjective gain of borrowed money should remain constant, resulting in an increased
willingness to borrow as oneds debt balance i ncr eansrmaive Suc
because, holding ostant repayment schedule and interest rate, it is more costly to add to larger debts than to smaller ones. Additiona
those who owe the most can often least afford to take on these additional costs.

Method. In three studies, we randomly assignedipigadnts N=997 UCSD students) to imagine having current student debt balances of
either $4,500 (low) or $45,000 (high) and asked them whether they would take on additional debt to cover one, both obtweithe
additional expenses: (1) $1,200for$8& ek i n di screti onary spending (e.g., goin
no potential for future return) and (2) $1,200 for a supplemental course or tutoring (e.g., a GRE prep course or sitnilanirine

future earning potentialptudy 2 tested whether willingness to borrow continues to increase as loan balances reach extremely high
levels ($450,000). Study 3 was intended to provide a supplemental replication as well as rule out an anchoring explafditigreby
condition in which participants considered a monetary value equal to the high debt condition in a context unrelated to debt.

Results.Across Studies-B, | arger hypothetical student | oan ammoemnborey i nhc
(ps=.001,.03, and .007, respectively). Participants were insensitive to differences between high ($45,000) and extremely high
($450,000) debt conditions, suggesting the existence of a debt threshold at which borrowers become insensitive torede#sasal
(Study 2). Considering a large number outside the context of debt did not increase willingness to borrow, ruling out tlity postsinil
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irrelevant anchoring mechanism could explain the observed effect (Study 3). Aamadfais of Studies-3 indicatesa smalt to
mediumsi zed effect of | ow vs. high d8n size on borrowing de:¢

Participantsd actual debt predicted borrowing deciahamns on
condition); here, great actual debt was associated with a greater willingness to borrow. An analysis of the types of expenses that
participants chose to borrow for (i.e., expenses offering present vs. future value) found no evidence that the higlitidebt cond
differentially increased willingness to borrow for expenses with a potential future return relative to those with no such potential,
suggesting that the present findings cannot be explained by a risk seeking in the domain of losses account.

Conclusions and DiscussionAcross three experiments, larger hypothetical loan balances increased willingness to take on additional
debt. However, individuals were insensitive to differences between the high ($45,000) and highest ($450,000) debt conditions,
suggesting the existencéadebt threshold at which willingness to borrow plateaus. Risk seeking in the domain of losses was
considered as an alternative explanation for an increased willingness to add onto large student loans, but was foauftidie et
explain the obgwed effect. To our knowledge, this is the first experimental demonstration of a general increased willingness to add-
larger (vs. smaller) existing debts.

To explain these findings, we propose that debt is accounted for as a cumulative lossgwhitehliasing power gained from each
instance of additional borrowing is accounted for Isuwjeaivef r e
cost of additional debt decreases while the subjective impact of obtaining tareddjain remains constant (and large). This serves to
increase willingness to borrow as the marginal value of the gain increasingly outweighs the corresponding loss. Alttoughothe

the current paper was on student debt, a similar psychologydstuoplly to other forms of consumer debt, most notably credit cards.

A possible explanation for this finding, and critique of the current design, is that participants might make differetibastabout the
Akind of personod thebasgd omihesamountyfaebt they Had beenladked to imagine carrying. To mitigate this
concern, it was clearly specified that the existing debt balance they were being asked to imagine had been taken éduéets coveem t i
expenses such as tuition,koe , and housing. o6 While participants may have =
situation, this should work in the opposite direction of our observed effect. That is, if a student had needed to Il doda in

order to covetuition and essential living expenses, the most reasonable inference would be that the borrower was of limited financi
meansSuch an inference would be expected to decrease willingness to borrow, but instead we observe the opposite.

Overall, these fidings not only support a novel theoretical analysis of the psychological factors affecting consumer borrowing decisio
but have profound practical implications: thaseedingto take on large deldisspecifically, consumers with limited financial

securityd may become more willing to add to their debt, potentially further contributing to economic inequality and its assoc#ited soci
and policy consequences.

For moreinformation contactaimeechabot@gmail.com
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Skipping a Beat: Cardiac Vagal Tone and Risky Decision Making
Mehmet Yavuz Acikalin, Stanford University, USA*
Baba Shiv, Stanford University, USA

139



When we make risky decisions, the possibility of undesirableomgs can elicit negative emotional responses that influence our risk
preferenceg¢Loewenstein et al., 2001) For this reason, how we regulate these emotions can determine the how much risk we are
willing to take. Emotions are reaikd by both highelevel cognitive and lowelevel physiological processes. For instance, we can
regulate how we feel at the highewgnitive level by reappraising the source of an emotion or by suppres&ahner & Gross,

2005) Such regulation strategies have been demonstrated to influence dewiog(Gross, 2013) In addition to these cognitive
strategies, which require conscious effort, emotions are also regulated automatically at the physiological level byithie aateaus
system (ANS). Thegrasympathetic subdivision of the ANS devagulates arousal, respiration, heart rate, and attention; aiding
emotionregulation by controlling visceral stat@®orges et al., 1994) Unlike cognitive emotiomegulation strategies, the impact of
which has been examined in various decigitaking contexts, little has been documented about the role of the physiological regulation
of emotion in decisiormaking. The primary goal of thresearch is to fill this gap in the literature. Specifically, our aim is to delve
into the role of emotiomegulation on decisieomaking from a physiological perspective, focusing on the effects of parasympathetic
activity on risk aversion.

In order b understand how the physiological regulation of emotion can influence degiaking, we draw upon the walbcumented

work on to the vagus nerve, the key component of the parasympathetic nervouq €ystdney & Harrison, 2013) We specifically
focus on a noiinvasive measure, cardiac vagal tone (VT), measuregks@ratory sinus arrhythmia (RSBgrntson et al., 2007

RSA is a norinvasive proxy for vagél and thus, parasympathdi@activity and autonomic flexibility (Porges et al., 1994) The
regulatory effects of vagal activity on emotionahétion is ubiquitous in the literature and, thus, VT is widely accepted as an indicator
of parasympathetic involvement in the regulation of emotion by physiological riegn®orges, 1996; Gottman & Katz, 2002)
Naturally, VT is a strong predictor of stress vulnerabi{Borges, 1995) For example, higheesting VT has been shown to protect
children from marital conflic(El-Sheikh et al., 2001)

In this research, we examine whether the influence of VT extends to demiglong uner risk and uncertainty. Akin to how
cognitive reappraisal strategies reduce aro{&alkolHessner et al., 2009nd lossaversion(SokolHessner et al., 2012) risky
decisions, we posit that increases in VT, indicating improved physiological regulation of emotion, ought to similatygzhedéed risk
aversion. In three experiments, where we either measure VT as an individual difference or experimentally manipulate VT using
specific breathing techniques, we assess risk preferences in two risky detéiimg tasks with buiin incentve compatibility, the
Balloon Analog Risk Task (BARTLejuez et al., 2002and the Gneezy Risk Task (GR3neezy & Potters, 1997 Together, these
experiments document the modulation of risk aversion by vagal activity, as indicated by VT.

In Experiment 1, a correlational study, by measuring VT oflneathing participants while completing BARWe found that
confirming our hypothesis, participants with higher levels of VT showed less risk aversion, indicated by a significaat positi
relationship between RSA and the adjusted number of pumps (p < 0.0005).

In Experiment 2, we manipulated VT eeqimentally by regulating the breathing of participants, randomly assigning them to a
regularbreathing (contrehormal VT) or a deefpreathing (high VT) condition. A manipulatiarheck confirmed that the breathing
manipulations were effective. Participaum the deefbreathing condition had significantly higher RSA levels compared to the control
condition (p < 0.0001), which did not differ from the average RSA of theldreathing participants in Experiment 1 (p > 0.36). The
results confirmed our hypothis, and participants in the delbpeathing condition took significantly more risk than participants in the
regularbreathing condition in both BART (p < 0.021) and GRT (p < 0.027).
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In Experiment 3, we investigated whether our breathing manipulatiossaamy mood effects using the Brief Mood Introspection
Scale (BMIS), in addition to addressing whether our main finding in GRT holds controlling for mood measurements. The results
replicated our GRT findings in Experiment 2 (p < 0.04). There were ndis@gmtidifferences between groups in the ArotGalm
dimension (p>0.35), or the Pleasdhtpleasant dimension (p>0.60) of BMIS. Controlling for mood effects, which hadignificant
coefficients (p>0.30 for both), breathing manipulation was still agmally significant predictor of risk taking in GRT (p<0.09).

These findings are congruent with previously limited and correlational research indicating that VT might predict hovaiadieamu

with stressors in decisiemaking contexts. For instancesting VT has previously been found to correlate with the magnitude of stress
response t@Dulleck et al., 2011xnd the likelihood of refting unfair offers in ultimatum gaméSutterlin et al., 201). Further, this
pattern of results is consistent with studies on risky decisions that focus on eragtitation from a highelevel cognitive perspective
such as cognitive reappraisal modulating the experience of negative emotions and influesscivgtsioHeilman et al., 2010)

Our experimental manipulation of VT using breathing exercises highlight how immediate the cognitive and behavioral cessgquenc
a change in parasympathetic activity can be. Our participants started eliciting differential behavior in sophisticatedrdakisipn

tasks beginning merely a minute after a getting in sync with aloleghing rhythm, before they even detected any breattingn
influences in their emotional states. This can have important implications in a myriad of consequential contexts, leydecisioas

in the medical, political, and business domains.

In sum, we demonstrate that the regulatory effects of V&mational function extend to risky decision making contexts. Put simply,
how good our bodies are at handling the affective consequences of experiencing uncertainty predicts risk aversion.

For moreinformation contactmya@stanford.edu

The Nature andextent of PostReward CrowdingDut : Th®8adBmfcomigd Account
Indranil Goswami, University of Chicago, USA*
Oleg Urminsky, University of Chicago, USA

A large and influential literature on intrinsic motivatibas argued that conditional incentives can undermine or esatidtrinsic task
interest, reducing engagement when rewards are stgpeed Koestner, & Ryan, 19997 his research has resulted in widespread
skepticism among practitioners and academics alike about using incentives in interventions. However, recent field stiniliestbza
long-term effects of teorary incentives have failed to document negative effects. We propose a neswa#oding account, which
suggests that the pestward crowdingput effect often represents a temporary preference for a break after exerting effort, rather than
changem either task perception or in beliefs about own preferences. As a resutgywast crowdingout is momentary and consistent
with neutral or even positive lortgrm effects of incentives. Furthermore, the justification for a break is weakened whepdfieree

is rewarding or when the task is less effortful, and therefore the proposed account predicts no -@ewdisgch contexts. Ina

series of controlled lab studies we test these novel predictions of our account, preserdraatysigof ouresults, and ruleut

competing explanations.

In our experimental paradigm, designed to test the extent of crowdingarticipants make a series of 30 choices between doing a work

task (a math problem) or a leisure task (watching a video). EactotdsB0 seconds, and participants only saw the specific math
problem or video after making each choice. Choices were divided into three fopireiacentive, incentive, and pesicentive.
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Participants in the incentive conditions were informed efaimount and duration of the incentive (e.g., 5 cents per correct answer for the
next 10 tasks) at the beginning of the incentive round, after thieqeative round was completed.

In Study 1 (N=77), 67% of the online participants did the math taieipreincentive period. When incentives were available, the
reward group increased their effort and chose to do the math task 88% of the time (p<.001). However, imnmediatelyafiedshe r
were stopped, the proportion of math attempts fell by 14epéagepoints (53%, p=.06) in the first task of the postentive round.

After this momentary drop in engagement, choices of the math task returned to baseline levels, with no evidence ohigedutrowdi

the postincentive round (t(37)<1). Using éenarchical regression model that compared the incentive and control conditions, we find
significant momentary crowdingut & cHM  8rp.

In a combined metanalysis of all data collected across studies (N=1225), we find strong creawiogly immediately after rewards
ended ¢ o8t tn 8t 1 ¢and a modest positive net effegt ( ¢® & 8t § for the entire posincentive period. These
findings are robust to a variety of alternative model specifications.

The results were replicated (StuplyN=219) after telling participants that both tasks are equally impottant (c®& &) 8t D,

suggesting that poseward crowdingout cannot be explained by desirability, signaling, or altruism as alternative explanations, but
rather happensduetopeepds desire to take a Obreakd after working on a
characterization of crowdingut behavior by giving participants an explicit A@xing break after incentives ended and contrasted the
results wih a more effortful break that have participants additional autonomy by exercising choices. Consistent with the prediction
the effortbalancing account, providing a break eliminated momentary crovalingshen choices resumedl ( p8t 1] & & but
inconsistent with an autonomyndermining account of external rewards, providing a chibieak did not arrest crowdirgut behavior

(& ¢®M 8t 1 and the interaction was significant ( 8t T @

In Study 4 (N=235) we varied incentive size. Higher inis®s resulted in more attempts during the incentive period than low
incentives (89% vs 70%). However, while there was significant momentary crowdingth low incentive d cgrin 89,
there was a net pestward crowdingin with high incentivesd o8 & 8t mp Therefore, paying more not only arrested
postreward crowdingput but resulted in participants voluntarily pursuing the task more in thérpesttive period. These results are
inconsistent not only with the existing theories of adowgout of intrinsic motivation, but also with depletion, varisgeking, or
referencepoint accounts.

In Study 5 (N=340), we varied which task (math vs. videos) was incentivized. Incentivizingedftefal and a purely intrinsically
motivating tak like watching videos provided as useful test of theories. Momentary creadiinvgas replicated after incentivizing
the effortful math task, but we predicted and found that since there was not much effort to balance, there was no nromdintgry c
outafter incentivizing the leisure task (interaction, 8t m)p

Although, we characterize pesgward crowdingout as momentary, the temporary decrease in motivation can have-tenger
consequences if future decisions are made and laokaothe poibwhen the motivation is low immediately after exerting effort.  In
Study 6 (N=189), compared to the-reward control condition, a significantly higher proportion of participants chose to watch all
videos in the last round of the experiment immediattér the reward round was ovev P B it Tt By 8t @, however the difference
in these lockedn choices became nesignificant after participants were given a small break after the reward perjodd( it 1 B ).
The results suggest that marketersudtl be advised to carefully time their renewal solicitations after the withdrawal of temporary
marketing promotions that induced higher effort during the reward period.
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Our results suggest that pasivard crowdingout behavior is more consistent with an effealancing interpretation rather than prior
accounts that predicted a reduction in perceived autonomy or change in inferences about preferences on accorawafdssinghe
momentary nature of pestward crowdingout behavior, as predicted by the effbelancing account and found in the studies, helps
explain inconsistent findings in the prior literature and challenges the widespread reluctance amomgsRetEyo use temporary
incentivegKohn, 1999}o influence important behavior change. We discuss the implications off our findings for consumer promotion:
(eg., discounts) as well as for loyalty programs.

For moreinformation contactoleg.urminsky@chicagobooth.edu

Opportunity CostNeglect Attenuates the Effect of Choices on Preferences
Adam Eric Greenberg, University of California San Diego, USA*
Stephen Spiller, University of California Los Angeles, USA

We provide evidence fromthreex per i ment s t hat representing choices as fAwhe
eliminates the effect of choices on preferences.

Postchoice preferences shift to favor chosen alternatives (Ariely & Norton, 2008; Bem, 1967; Brehm, E66;\&Hasquez, &

Dolan, 2010). This effect of choices on preferences depends on how choices are construed. The same behaviors affestqmigferenc
when they feel like choices (Linder, Cooper, & Jones, 1967; Sharot, et al., 2010), so formally eteleaderframes can have different
effects. People are more sensitive to a featureds pltemaivence
changes the evaluation of that alternative more than failing to reject a complgnedtetanative does (Allison & Messick, 1988; Cioffi

& Garner, 1996; Fazio, Sherman, & Herr, 1982).

All choices involve forgone alternatives. The value of the best foregone alternative is the opportunity cost of thetehwséreal
Although normativemodels of decisiommaking suggest that people should consider opportunity costs every time they make a choice,
they often fail to do so (Frederick, Novemsky, Wang, Dhar, & Nowlis, 2009; Jones, Frisch, Yurak, & Kim, 1998; Legrenai, &irot
JohnsorLaird, 1993; Magen, Dweck, & Gross, 2008; Northcraft & Neale, 1986). When people neglect opportunity costs, they do no
recognize the choice as one between multiple options.0 Maki
Awhicéh one.

Because people often neglect their opportunity costs when choosing and choices only affect preferences when the @roeesdire p
to be choices, we propose that when people consider opportunity costs, choosing causes their evaluations t@sHit whfzsen
option; but when people neglect opportunity costs, iohshis sh
research on the effect of choices on preferences has pri ma

In three expriments (Ns = 101, 400, and 1007), participants made 1d¢hgiee evaluations, 10 (hypothetical) choices, and 11
postchoice evaluations. In the choice phase, participants chose whether or not to spend airline miles on 10 independeng offers (& :
nghts in a luxury hotel o). I f participants did not (@heend th
opportunity cost). Before and after making their choices, participants evaluated all 11 items, including the gift card.

Paricipants were randomly assigned to make choices with or without salient opportunity costs. Experiment 1 ugsgdugp tesign
with opportunity costs either salient at both choice and gusice evaluations or not salient at both choice andgimste @aluations.
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Experiment 2 used a 2x2 design in which salience at choice and saliencedtgiostevaluation were manipulated independently.
Experiment 3 eliminated reminders at pokbice evaluation and introduced a second set of conditions to tesewtiet results were
due to revealing preferences rather than shaping preferences.

Choices without salient opportunity costs were bet watdocal acc
option (e.g., fiDnoéon)o,t Isepaevnidn gmyt hmei loepspoor t uni ty cost i mplied.
accepting a focal option and rejecting that focal mdpakeithen i

$100 Visagiftcardinrse ad . 0 ) .

We analyzed the paeshoice evaluation spread (the difference between the averagehpics evaluation of focal options and the
postchoice evaluation of the opportunity cost) as a function of condition, proportion of focal options chogaajrantkraction,
controlling for prechoice evaluation spread. In both Experiments 1 and 2, thepoiste evaluation spread increased with the
proportion of focal options chosen when opportunity costs were salient (ps < .01), but not when they sedienh@bs > .14;
interaction ps < .025). In Experiment 2, whether opportunity costs were salient at the timeabfgicesevaluations made no
difference (ps > .3). Experiment 3 ruled out the alternative explanation that the results are due thpefeadmces by testing the
effect when choices follow evaluations, in which case choices may reveal but not affect preferences. The effect odiyvwersiste
choices preceded evaluations.

Whet her a decision is consotnrewe dafd s citveh enthhed rh estnaica spaekding iofdru afl veh
evaluations. Other factors that affect opportunity cost consideration should similarly moderate the effect of choice®nogsef
Resource constraints and memory cues can each prongtugify cost consideration (Spiller, 2011). The current findings suggest they
will also cause greater effects on preferences. Searching the environment for new options can lead to a prefereneeddragisoos,

given the effort involved in search éGBrigden, & Haubl, 2015). If people successfully engage in effortful search of their memory for
opportunity costs, similarly enhanced preferences may result.

Although many choices are made in the absence of salient opportunity costs, the effectalisuchd on choieanduced preferences
has received scant attention in the literature. We show that when opportunity costs are less salient, the effect of pled@ences
is attenuated.

For moreinformation contactadam.e.greenberg@gmail.com

To Partition or Not to Partition: Effect of Partitioning Prices on Consumer Evaluations of Purchases Involving Tréae
Tom Kim, University of Maryland, USA*
Joydeep Srivastava, University of Maryland, USA

Imaginethaa consumer is considering upgrading cell phone to Sam
fortradei n of your <cell phone with purchase of Samsung Gal axy
Samsungsal axy S6 at $49 when you trade in your cell phone. 0 W

investigates preference between two price presentations, one which shows bethweduie and the price of a new product (partitioned
price) and the other which only shows1petyment after tradia (consolidated price). This research also investigates whether the
preference differs when tradie value is relatively low (e.g., $30) versus high (e.g., $150) compared to the price of abdewat pr

(e.g., $199).
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Based on prospect theory (Kahneman and Tversky 1979), Kim and colleagues (2011) showed that whemtoads relatively low,
consumers are more sensitive to trealue (small gain) than the price of a new product (largd,ledsereas when trada value is
high, they are more sensitive to the price of a new product (large loss) thamtvadige (large gain). According to the model,
consumers would prefer a partitioned price over a consolidated price when ratio -9 tvatiee to the price of a new product is low
(e.g., v €199) + v (30) > v{169)), but would prefer a consolidated price over a partitioned price when the ratio is high (@) w (
v (150) < v ¢49)).

However, the preference might be opposite tcath@ve anticipation due to the s#ifeat/affirmation (Chatterjee, Irmak, and Rose

2013) one perceives from transactions. When ratio of firaglalue to the price of a new product is low ($30/$199), consumers may
believe that their possession is underedldue to the large gap with the price of a new product. Thus they fetfreelf from
undervaluation of own possessions, which regarded as part of self (Belk 1988), and do not want to deal with theihovaltuade

leading to preference of a consatidd price. In contrast, when the ratio is high ($150/$199), consumers may believe that their
possession is overvalued due to the similarity with the price of a new product, and fafiragdition from observing the high tradte

value, leadingtoprefee nce of a partitioned price. This research inves

In study 1, participants read a car purchase scenario withitraBarticipants received offers from two separate dealers and indicted
their preference and choice between the two dealers. One dealer showed bathvahgeand price of the new car, whereas the other
dealer only showed nglayment after trada. In low ratio condition, tradén value was relatively low compared to prizfea new car
($2,500/$17,000). In high ratio condition, traiievalue was relatively high compared to price of a new car ($15,500/$17,000). The
preference towards the consolidated price was higher when the ratio was low than when the ratio was bigh (d. # = 4.52, p <
.05). 64.6% of the participants chose the consolidated price when the ratio was low, whereas only 39.6% chose thedcpriselidate
when the ratio was hi g hthréagaffirmétibnsuggestéd, vihén,tradpsalue was eelatjvely lotv ¢higly),e | f
participants did not (did) want to observe the low (high) tiadealue, thus preferred consolidated (partitioned) price.

Study 2 examines role of sdlfreat/affirmation by measuring sedfteem one perceives fromnsaction. Participants read a textbook
purchase scenario with tradte and received an offer under a partitioned price or under a consolidated price. Participants then indicate
evaluation of the offer and perceivedselEt eem fr om t tod foefrf dmr o(me .t h.e, bfoTotkest or e mak
A 2 (low vs. high) x 2 (partitioned vs. consolidated price) ANOVA on evaluation revealed a significant interaction (f €15.855p

<.05). When the ratio was high, evaluations of the pamttil price were higher than the consolidated price (MPartitioned = 8.00 vs.
MConsolidated = 7.28, p <.1). When the ratio was low, evaluations of the consolidated price were higher than the paitiéioned
(MPartitioned = 5.33 vs. MConsolidated = 6.0% ). The perceived se#fsteem mediated the relationship between price presentation
style and evaluation (Clhigh = [.07, 1.06], Cllow-=1[37,- .23]).

I n study 3, -esteemtwaseitemallnmasifulatecebefére conducting a-itnadek similar to study 1. After conducting a
task that threatens salfew, relative preference toward consolidated price was higher in low ratio than in high ratio condition (Mlow =
5.95, Mhigh = 3.63, p <.01), replicating study 1. Whereas, after condectas that affirms positive selfew, the ratio did influence

the preference (Mlow = 5.25, Mhigh = 4.94, p > .1). Preference of a consolidated (partitioned) price in low (high) risitbo eeal

(was not) observed when participants received exterlfalseat (seHaffirmation), which increased (reduced) motivation to utilize the
following tradein transaction to recover positive sgléw.

In study 4, participants conducted a tradé¢ask similar to study 2, with additional information regardiypjdal tradein value. In one

condition, traddn offer from a store was lower than typical tradevalue. In the other condition, tradteoffer was higher than typical

tradein value. A 2 (ratio) x 2 (price presentation style) x 2 (tradeffer) ANOVA with evaluation of the offer as a dependent variable
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revealed a significant thregay interaction (F (1, 294) = 4.69, p < .05). The-way interaction of ratio and price presentation style was
significant when tradén offer was lower than typical trade value (F (1, 294) = 13.77, p < .01), but not when the thaadfer was
higher than typical tradim value (F (1, 294) = .31, p > .53). The pattern of study 2 was (was not) replicated when tidefor
selfrelated possession was lower (high&art typical tradén value, which induced sethreat (seHaffirmation) and increased
(reduced) motivation to recover positive s@kw.

For moreinformation contacttomkim@rhsmith.umd.edu
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The ActionHero: _Mating Motive Mitigates Omission Bias
Yang He, University of Georgia, USA*
Marcus Cunha, University of Georgia, USA

Individuals have the inflated preference for options that do not require action (i.e. defaultoptio a p henomenon know
biaso (Spranca, Minsk, and Baron 1991; Anderson 2003hd An
Baron 1995). Suppose children are exposed to a fatal flu while an inexpensive vaacdilalde to the public to prevent the flu but the
vaccine itself carries a rare chance of fatality. In anticipation of knowing the outcome of deaths, most participantsoaseildot

taking the vaccine (omission). Literature generally agrees thatiomtsias is linked to the aversion to anticipated regret (Zeelenberg et
al. 2002; Anderson 2003). Individuals regret unfortunate outcomes that result from actions more than identical outctimgefsaesul
omission. Compared to maintaining the statusgquo,t i ons require more justification whi
outcome. As a result, in the case of an unfavorable outcome, the individual is more likely to experidamesdBpranca et al. 1991;
Zeelenberg et al. 2002; Barand Ritov 2004; Zeelenberg and Pieters 2007).

We propose and demonstrate that a romantic motive mitigates and, in some cases, reverses the omission bias. Evolbttogyy psyc
suggests that humans under the influence of romantic motives employ edtegfiand out from the competition among members of
the same sex as a way to attract the ideal partner. An effective way to increase the visibility of an individual feilsties tivals is to
differentiate oneself by engaging in nonconforming b@raiGriskevicius et al. 2006). Because most people usually favor omissions
under normal conditions, taking action provides the benefit of visibility from the mating competition.

In Experiment 1, we show that an individual with a romantic motive way ltkeiake actions deviating from the default setting. The
experiment used a 2 (motivation: control vs. romantic) x 3 (default option: hit vs. stay vs. control) bribjeendesign (N=213). The
motivation conditions were manipulated by asking the pa#ditis to imagine to be either on a date with an attractive partner or on a
vacation without specified companions (Griskevicius et al. 2006, 2007; Li et al. 2012). Participants then played sisapidtedf

Bl ackjack games, wherefhhe¢yp odeciadepadi roofiscayads in order to
Abusto (exceeding 21 points). Ten pairs of cards, &skoivenof
that even the most skéll Blackjack players face a dilemma to either hit or stay in those situations (Galinsky et al. 2003; Baker and
Maner 2008). A third of the part i-pdpyatedihthe irpa box d@shhe default @ction foe ¢ o
eachhand To take the default option, participants simply édad
next hand of cards. To take an action, they had to erasethepreu | at ed def aul t text anlastthirdafe i
participants were not given any default acti on pr anmkgdclick b ut
choice format. Comparing the number of fhit @&dasguficantiinteractiont a k
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between the motivation conditions and the default option given during the card games (F(2,201) = 18.69, p < .01). fartibgpant
hitasdef ault condition were more | i kel y meauwithahk dating scénario &is canpaded c |
to their counterparts in the control condition (Ms= 7.90 vs. 3.93; F(1,201) = 30.74, p < .01). The opposite was obpanteipfmts

in the stayasdefault condition (Ms = 4.24 vs. 6.39; F(1,201) = 9.26, p1J..Blowever, no statistically significant difference was
observed across the motive priming conditions for thdefault (i.e., fredo-choose) condition (Ms = 7.32 vs. 5.91; n.s.). These results
are interesting becauseriehertreadeof osi mhleyrisklyabiphgooanédédi
manipulation of a romantic motive led the participants to choose the option that was the opposite of the default optidhatbgre

were no changes in preference when a defaullition was not assigned.

Experiment 2 (N=187) tested anticipated regret as a mediator between the mating motive and mitigation of omissiordniahdvese
under normal conditions people anticipate higher regret from potential harms caused bynteitions. However, with activated
romantic motives, humans tend to be insulated from the pain of losses but instead regret over missed opportuniti2g®1Pj eThis

shift in anticipated regret, in turn, facilitates the mitigation of omission liasperiment 2, in anticipation of underperformance in
their financial investments, participants in the romantitive (vs. control) condition expressed greater regret if the portfolio
composition was maintained stable/unchanged (vs. actively managesiilifference in causes of anticipated regret, in turn, made the
participants with a romantic motive more likely to take action by adjusting thexstng investment portfolio (pab path < .05).

In consumer settings, the romantic motive could dricerssumer to make purchase upgrades from the baseline product offering since
upgrades resemble an opportunity to act rather than staying with the default option. Results from experiment 3, whiet used sa
scenarios of cars (baseline model vs. premium maael dinner menus {@urse vs. 2ourse) confirmed that a romantic motive
induced the choice of premium offerings only when Iloocontpdte d
this effect was not observed when theebdsi ne and premium offerings were presented
.01) suggests that the activation of a romantic motive through advertising may lead to aagditistdefault process rather than a
risk-seeking or impressiomanagement motive.

Overall, we show that when with a romantic motive, individuals are insulated from anticipated regret and favor heighi#ited vis
from the population. As a result, the romantic motive mitigates thedeelimented omission bias, effect that is different from the
risk-seeking behavior as previously speculated.

For moreinformation contacthjang86@uga.edu

How Contagion Affects SelConcept, Product Evaluation, and Consumer Performance
Tae Woo Kim, Indiana University, USA*
Adam Duhachek, Indiana University, USA
Kelly Herd, Indiana University, USA

Thedaw of contagiodrefersto theirrationalbelief that immaterial properties of a contagion source can be transferred to the contagior
recipient through physical contact (Nemeroff and Rozin 1994; Rozin, Millman, and Nemeoff ABB6Jgh negativecontagion was
argued to be dominant (Nemeroff d@Rdzin 1994)more recentonsumestudies havelocumentedpecificcases of positive contagion.

For example, research has shown that a product thatoméactedy a positive contagion source such asadtractivewoman was

evaluated moréavorablyby men, as well as products touched by wided celebritieArgo, Dahl, and Morales 2008; Newman,
Diesendruck, and Bloor2011). Such @ntagion is regardeahautomatic, largely nexonscious procesmnd it was shown that
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contagion tend to emerge among thegde who chronically emplogn experientialprocessing style that is typified by heuristics
(Kramer and Block 2014viorales and Fitzsimons 20p7mportantly, prior research in satbncept has shown that this nature of
contagion is congenial with the miset that is fostered by tipairsuit of ideal self.

According toprior research in sefoncept Klarkus and Nurius 198@&irgy 1982Wy | i e 1 9 idénl)selfreferstoethielsopes and
goals related to self that individuaspireto achieven thefuture.Many otherselc oncept s may be rel evant
particularlyimportant becaus¢has been shown to be a strong motivator of behaviors and attitonbes) consumers (Landon Jr. 1974;
Richins 1991; Sirgy 1982rior research hashewn that primingheideal self taps into a promotion regulatory systeatis

represented bthe impulse t@approab a desired state (vs. avoidiagundesirable state) (Higgins 1998; Higgins et al. 1994).
Importantly, he activation of @romotion reglatory focus has been shown to eliless effortfuland calculative heuristigrocessing

style (Friedman anB6rster2000, 2001 Pham and Avnet 2004, 2009). Ideal self appears to elicit heuristic processing style due to its
naturecharacterizedby eagerness to maximize gagusthe risk of errarof commission (Crowe and Higgins 1997).

Therefore, we propose that ideal self activation will make individuals sersitiveto contagion. Also, we predict that a contagion

object that was previously tobied by another successful individual will not only be evaluated more favorably but also lead to a highel
motivation and better performance in a task that promotes achievement of ideal self. Additionally, previous resear@udhbatargu
transfer of othés essence can change smihcept (Nemeroff and Rozin 1994). Thus, we hypothesize that contagion from a successfu
person will result in more positive perceptions of the self, which we theorize as the underlying mechanism driving inerprpdsitt
evduationand better performance.

H1: Activating an idealself (vs. contro) will make individuals more sensitive to contagion

H2: Whenanideatself isactivated using a product that was previously used by a positive contagion source (vs. nogdwil tegher
motivation and bettgperformancen a task that promotes an idesalf.

H3: The positive effect of contagion on product evaluation (i.e., H2a) will be mediatdthhgen selfconcept, a process in which the
perceived distance between adtand ideal self decreases as a result of contagion.

In order to tesburhypotheses, we conducted 4 studid®e Study Jexamines whether priming idesélf makes peopl@oresensitiveto
contagionUsing 4item contagiorsensitivityscale (Newman et.a2011), we show that priming of ideal self makes people more
sensitive to contagio(Mcontagior= 6.54, Mcontrol= 5.8 F(1, 57) = 5.47, p = .023n Study2, we employ a moderation approach
and examine whether contagion emerges and influences pmaligationwhen ideal self is primed. We prime ideal self related to
career and show that consumers who pursue ideal self in career domain evaluate a product (iPad) previously used binother doma
relevant successful consumer more favorallgyccess5.06 Mnon-success=4.7Z(2,203) = 3.22, p = .02 Additionally, this effect
of previous user on product evaluation was attenuated when ideal self was not primed&{EdyB examines the behavioral
consequences of contagion. Specifically,priene idealkself in carrer domain and show that using athanhwas previousliouchedby
a successfutareer holder (vs. contrdgadpeopleto spend more time<(1,105) = 4.08, p = .04&nd perform better in a writing task
that promotes ideal sefF(1,105) = 6.9, p = .0). Finally, Study4 examines the hypothesizanderlying mechanisitiat contagionwill
result in a change of satbncept io a positive direction, which in turn, leads to a favorable product evalu&tidioing so, we prime
ideal self incareer and show that touching a pen that was previously touched by other-damaint successful (vs. n@uccessful)
person lead people to believe that they are closer to their desired ideB(k4l08) = 4.32, p = .Q4whichin turn lead to a favable
evaluation of the pefmediation analysis indirect GI.60 to-.0038. These four studies support our hypothesesoss the four studies,
we alsoexclude a variety of alternative explanations, such as, mood, judgment of the objective qualifyadticg or perception
about the previous user of the product.
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To summarize, the present work advances the understanding of contagion phenomenon by showing that contagion can leenelicited
consumers pursue a desirable state such asddéal his esearch demonstrates that contagion that is elicited bysdéaiursuit has

an impact not only on product evaluation but also on consumer motivation and performance. Moreover, the present woeklisodesig
be the first to examine how contagion actyialhhances sefoncept and how it explains the underlying process. The present research
examine how ideadelf pursuit and contagion influence each other, and therefore intended to make contributions to the literature on
ideatself and contagion, and itsplication extends to broader magical thinking.

For moreinformation contactkim805@indiana.edu

Celebrities are not all the same: The influence of sefteem on attitudes towards advertising with celebrities
Antonio Benedito Oliveira Jr., Centro Unigitario da FEI*
José Mauro Hernandez, Centro Universitario da FEI

The fascination with celebrities, wéthown people who attract major media attention (Jin & Phua, 2014) is an integiaf part
society (Derrick, Gabriel, & Tuppin, 2008). The impact of celebrity endorsement can be of great value in a highly competitive
environment (Choi &Rifon, 2012).

The influence of selésteem on advertising with celebrities has not been extensivaatyimxd before in the consumer psychology
literature. There are exceptions such as Derrick, Gabriel and Tuppin (2008) who drew on parasocial interaction to spggest tha
with Low SelfEsteem (LSE) have a more positive Attitude Towards Advertising@étkbrities (ATAC) than those with High
SelfEsteem (HSE). However, Aydinoglu and Cian (2014) showed that almost the opposite wisariss advertisements portraying
only products was more advantageous than portraying attractive models for lonaappeseHesteem individuals. The mixed results
of previous studies might be due to the fact t hadtudy ihissasgguedi d
that not all celebrities are the same and that they mightdde cei ved di fferently depe-osttermg on

When viewers perceive that a celebrity endorser possesses an image close to their-ideajesettiey are likely to rate the ad more
favorably (Choi & Rifon, 2012). According tbe identification theory, identification with individuals or groups helps people to improve
the selfconcept to seek a positive distinction (Jin & Phua, 2014). Derrick, Gabriel and Tippin (2008) showed that writing about a
favorite celebrity as an affiration of himself improves feelings about the self, which reduces discrepancies for LSE. On the other sid
Sobol and Darke (2014) indicated that exposure to advertising with "ideal" models increases the discrepancy to the self.

By drawing on theelebrity/consumer congruence and identification theory, we hypothesize that LSEs will rate advertisements more
highly when they portray celebrities that are more similar to themselves (“proximal celebrities™) while HSEs will prefieeaohréas

that potray celebrities that are more similar to their idealized self ("distal celebrities™). Proximal celebrities (e.g. Oprey) Afmfr

more downto-earth, realistic, pragmatic people. They are regarded as potential friends and the viewers tend to bétieydivbaan
ordinary life like themselves. Distal celebrities (e.g. Angelina Jolie), in contrast, are glamorous, idealized, adntiighlyaregjarded
people. They I|live the fiperfect 1ifed an dcamthuebe arguedthatsl SHs il ier a
more attracted by advertisements that portray proximal celebrities while HSEs will prefer advertisements that showlufisied.cel

Experiment One tests the hypothesis above by varying the type of celebrity @rbxinv s .  di st al ) and-eseeemnas ur
In a pretest, the participants (n=130) were shown four images of celebrities couples and asked to assess them on seven dimensior
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(closeness to real life, involvement with the celebrity, identificatsdmilarity of appearance, popularity, awareness, and
assimilation/contrast). On the basis of thistast, Gisele Biindchen (a top Brazilian model) and her husband, Tom Brady (an American
football player) were chosen as the distal celebrities, whileafela Lima (Brazilian television presenter and model) and her husband,
Rodrigo Hilbert (Brazilian actor and model) were chosen as the proximal celebrities.

The participants (n=118; 53% males) completed thete m of t he A Appe ar SeaifEsteem STalebl(SSER | e o f
Heatherton & Polivy, 1991). Following this, each participant was randomly assigned to assess one of two advertisene@nts of a n
clothing brand which portrayed a celebrity (distal vs. proximal). Finally, the participants conmtplet®@AC (Mitchell & Olson,

1981). A bootstrap moderation mediation analysis confirmed our predictions that the degreestéseifof the participants moderated
the ATAC, i.e. LSEs rated the advertisement with proximal celebrities more highly (Ef@6#, p<.02) while HSEs preferred the
advertisement that portrayed distal celebrities (Effect:0.5271, p<.03).This result is new to the literature and shewsfthantle of
self-esteem on ATAC depends on the type of celebrity involved.

In ExperimenfTwo we investigate whether LSEs would rate an advertisement more highly that portrays a proximal celebrity (Fernan
Lima & Rodrigo Hilbert) than an advertisement that only displays products. Participants (n=101; 59% females) were ragigoety as

to oneof two seltesteem conditions (Griskevicius & Shiota, 2010). Firstly, the participants read a short story of about 500 words to
evoke feelings (positive for the HSE condition and negative for the LSE condition). Next, they were asked to write sestonyana
experience on their private lives, increasing or decreasing thegstem. The participants then completed the 20 items of SSES
(Eagly, 1967). Each participant then saw one of the two advertisements and completed the ATAC.

An ANOVA 2 (seltesteem: low versus high) x 2 (advertisement: proximal celebrity versus product) on the ATAC revealed a
self-esteem main effect (F(1,97)=2.8, p<.10), an advertisementeiffaict (F(1,97)=4.1, p<.05) and, more importantly, an interaction
effect (F(1,97)=11.1,901). In line with our predictions, LSEs rated the proximal celebrity advertisement (M=3.9) more highly than the
advertisement that only displayed products (M=2.4; t(49)=14.5, p<.01). No differences between the advertisements ware found f
HSEs (t(52)=0, p>.4).

In Experiment Three we investigate whether HSEs would rate an advertisement more highly that portrays a distal celebnigy (Ang
Jolie & Brad Pitt) than an advertisement that only displays products. We adapted the same procedures thatedeire Exjperiment

2. A bootstrap moderated mediation analysis revealed that, in line with our predictions, the participants (n=112; 73tcfesaddels
that selfesteem moderated the mediation effect of product identification on ATAC (0.1455, Cltd08209). This effect only
occurred for HSE people (M=5.80, CI: .0987 to .6177).The results of Experiments 2 and 3 corroborate and support the results o
Experiment 1.

This study makes a contribution to the sedteem and celebrity literature by distirghing between the ATAC of LSE versus HSE
consumers as a characteristic of assimilation/contrast and identification with the celebrities. Additionally, it mayamwaidgic

vision for marketers while choosing a celebrity endorsement for their geoang target audiences.

For moreinformation contactabojuniorj@hotmail.com
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The Effects of Political Ideology on Attribution and Value Threat
Claire Heeryung Kim, Indiana University, USA*
DaHee Han, McGill UniversityCanada
Adam Duhachek, Indiana University, USA
H. Shanker Krishnan, Indiana University, USA

Previous research proposes that political ideology is associated with differences in cognitiviestiylgs,and behavior (Amodio et al.
2007; Jost et al. 2003, 2007; Jost et al. 2009). In particular, research has shown that liberals tend to focus onositnstitianal
explanations for things like homelessness (Pellegrini et al. 1997) oredpygocommit crimes (Carroll et al. 1987), whereas
conservatives tend to focus on personal explanations for the same phenomena. Consequently, attitudes toward socidltinelfare an
indigent are consistently correlated with ideologically patterned aitiimiabout the cause of social issues (e.g., Singerman et al. 1976).
For instance, liberals generally favor increased spending on social programs, whereas conservatives oppose such spending (e.g
Cozzarelli et al. 2001; Griffin and OheneBakyi 1993; Klegel 1990). Despite its prevalent influence on attributions and consequent
attitude, scant research has examined the effect of political ideology epyrosase issues where attributions matter (Laczniak et al.
2001; Valle and Krishman 1978; WestbroolBT® To fill this gap, the current research examines how political ideology influences
consumer blaming behavior when encountering brand failure. In particular, the current research suggests liberals atidesonserva
show attributional differences in tleentext of brand failure. Importantly, this research suggests these attributional differences are
contingent on the value importance implicated by the failure.

Thus, we hypothesize that in a neutral brand failure setting, conservatives will draw mosgidisal explanations than liberals
replicating previous findings (hypothesis 1). Howedlgythe t hi
brand failure. Previous research has demonstrated that liberals considered h@suea@a®more relevant to their moral judgments than
conservatives (Graham et al. 2009). Therefore, if a certain brand failure makes the victim salient, this will activate iberano t i v a t
restore harm and care about the victim. Based on theseniegisee posit that in such case liberals (vs. conservatives) will be more
likely attribute the brand failure to the brand (hypothesis 2). Finally, the effects of conservatism on dispositiortadrattiibbe
weakened when c on sieajusawordyisaiseateneda Researcherbrevealed that conservatives believe that the worl
is just and fair and thus the current situations odgbilitput com
(Furnham and Gunter 1984etner and Miller 1978). Thus, if this value is threatened, situational factors (e.g., economic condition,
unexpected accident) will become salient to conservatives, thereby resulting in reduced dispositional attribution (f8)pditresis

three studigswe demonstrate that conservatives (vs. liberals) are more likely to attribute the failure to-splexfid factor in a

neutral brand failure setting. In addition, we reveal that this effect is moderated by key values associated with ecoaservativ

liberal ideologies.

Study 1 examined the main effects of political ideology on attribution. Existing literature has demonstrated that cessamvatiore
likely to attribute the cause of societal problems such as poverty or crime to individualredivsethan situational causes (e.g.,
Singerman et al. 1976). Thus, we predict that conservatives (vs. liberals) will be more likely to favor such explatiaicosiext of
brand failure. To test these hypotheses, participants read a scenario sdnwideafailure at a restaurant, imagining that they had poor
service at the restaurant (Mattila and Patterson 2004). Next, they indicated to what extent each of attribution itcauseva$ the
brand failure using four items on seweoint scales. Fially, participants provided demographic information and indicated their political
ideology using a single item (Jost et al. 2014). A regression analysis revealed that conservatives (vs. liberals) digvositaread
attribution (b #$=030suppStiaghypdtBesislt =2 . 11,
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Study 2 investigated whether findings from study 1 can be reversed when an important liberal value is threatened ySthecHieadtl
failure resulted in destroying tbé adavimfioament Pathercéebwnas
spill that caused harm to the environment. Next, they responded to attribution items to determine the degree to whictetheebl

firm or other causes. Finally, participants provided demogcapformation and indicated their political ideology using the same scale
in study 1. A regression analysis revealed that liberals (vs. conservatives) were more likely to attribute the braodfiailorand

( b-39, SE=.15,12.60, p=.01). Thus,stuly 2 demonstrates that the |iberalsé tend
the failure implicates a key moral value.

Study 3 demonstrated that the attributional reversal shown in study 2 among conservatives rather than libegdisdgirviohportant
conservative value. I n particular, we believe thaty(ummam t h
and Gunter 1984; Lerner and Miller 1978) is violated, conservatives will focus less on dispoattiimations. In study 3, we

manipulated belief in a just world (random negativity vs. control). In the random negativity condition, participantcesadia s

adapted from previous attribution research (Hafer 2000) where a hard working person was &illegétplane accident. Next,

participants were asked to list their thoughts about the scenario. Whereas in the control condition, participants etecetmstru

describe what they were doing for extra curriculum activities. Next, all participantséalithe procedure identical to that of study 1. A
regression analysis with political ideology and belief in a just world as the independent variables and dispositiotiahatrithe
dependent variable revealed marginally significant main effectslofipp i cal i deol ogy (b=1.29, SE=. (
world (b=1.29, SE=.69, t=1.81;24p5E=.10,72.49, pa.0Ry supgporting lypoithdsis & ant i

Overall, our findings contribute to the consumer literatby providing evidence to understand the relationship between political
ideol ogy and consumersd attributions in response t achisomend
of the first investigating the effects ofedlogical differences in fundamental attribution error in the context of brand evaluations. In
addition, this research has implications for pr actticopewither s
brand failure.

For mae information contactheerkim@indiana.edu
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Working Paper Session 2
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Banyan Breezeway

Working Papers:Working Paper Session 2

Mine is mine and yours is mine: Understanding the relationship between lay rationalism, psychological ownership and condumers
participation in accessased consumption.

Antje Graul, Leeds University Business School, United Kingdom*

Dr. Aristeidis Theotokis, Leeds University Business School, United Kingdom

Participation in accedsased consumption may be described as rationalistic economic behavior; however emotional discomfort may
ariseswhen accessing a good owned by another party and subaequ
lay rationalism significantly increases participation in pepeer accesbased consumption as a user. Decomposing thet,effec

suggest and test a mechanism according to which psychological ownership mediates the positive effect of lay rationalism on
participation intention: consumers that focus on rationalistic and functional attributes of access amedidtet transacth may

downplay their psychological perception of rawnership during access and therefore experience less emotional discomfort.

For more information contadbnl3arhg@leeds.ac.uk

The Inconsistent Effect of Financial GoaConsistent Behaviors on theiéh and the Poor
Deepika Agarwal, Arizona State University, USA*
Adriana Samper, Arizona State University, USA
Raghu Santanam, Arizona State University, USA

Previous research shows that mgkaonsumers aware of their gainsistent behaviors can give them feelings of high goal progress
(Campbell and Warren, 2015). In the case of financial-lagihg, one might expect that providing such interventions could help
vulnerable individuals withilited means who may already be engaging in more frugal financial behaviors. However, in the present
research, we demonstrate that financial gmaisistency provides a greater sense of goal progress only to high socioeconomic status
(SES) individuals, whih motivates them to further engage in financially responsible behaviors, whereas no such effect is seen for lo
SES individuals.

For more information contaatteepika.agarwal@asu.edu

Puffery in Advertising and Consumersd Hope
Wonkyong Beth LeeWestern University, Canada*
Timothy Dewhirst, University of Guelph, Canada

Puffery refers to highly exaggerated advertising cbkanmb]| eb
consumers should not be influenced by puffery when they make consumption decisions.

Despite considerable research on dApuffery, 0 a numberornotf ga
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marketing communication is deemed daoee, but it is proposed that the persuasive potential of puffery might have particular relevance

to certain products where there is a basis for c¢onasmg.mdsr s t
study is to examinegnte i nfl uence of persuasion knowledge (i.e., consun
of puffery: to explore whether consumersdé motivatednreasoca

puffed claimsvhen making purchase decisions.

For more information contactvkbeth@gmail.com

Social Product Customizati on: Peer I nput, Conformity, anc
Tobias Schlager, University of St. Gallen, Switzerland*  Andreas Herrmann, University of St. Gallen, Switzerland
Christian Hildbrand, University of St. Gallen, Switzerland Nikolaus Franke, diversity of Vienna
Gerald Haubl, University of Alberta, Canada

Five studies show that public relative to private peer input causes more extensive modifications of initial producttcordigiings
effect is stronger when consumers think more holistically (either habitual or induced externally) while those roodifieaierate
positive product evaluations when consumers feel close to their peers but backfire when they feel distant.

For more information contadibebryant@me.com

Exploring the Effects of Visual Cues on Persuasion
Ning Ye, Temple UniversityJSA*
Maureen Morrin, Temple University, USA
Angelika Dimoka, Temple University, USA

Our research aims to explore whether consumer s 0 thpiegredientgsaré o n
presented as a whole versus in a partitioned format. Across three studies, we show that a nutritional product presamitéahida
format (i.e., with several different ingredients) versus one presented as a whole will be gabienore (vs. less) effective among
highly healthmotivated people, but not among low heatibtivated people.

For more information contacting.ye @temple.edu

Can the variation of the size of plates, bowls and serving spoons be utilized to ittty eating? A field experiment in the
salad bar

Sunghwan Yi, University of Guelph, Canada*

Vinay Kanetkar, University of Guelph, Canada

Hai Tran, University of Guelph, Canada

Although behavioral principles of nudge and choice architecture have recently been applied to food consumption carntagthte f
been almost exclusively on reducing the consumption of unhealthy hedonic food. In the present paper, we appliectirciplelge
to the serveserving of healthy food. We assessed the possibility that the amount of salad bar itservedlfmay be increased by
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varying the size of plates and serving spoons at the university salad bar. An exploratory field studydondaoteeration with the
university hospitality services revealed a pattern that is directionally consistent with the hypothesis.

For more information contacsyi@uoguelph.ca

Exploring the Influence of Trait and State Nostalgia on Attitudes towardgH and Low Heritage Brands
Young K. Kim, University of lowa, USA*
John Murry, University of lowa, USA

This research demonstrates that both state andatttudeswhentheg st a
perceive that brands have a strong heritage and state nostalgia is more powerful when trait nostalgia is low. Staszeosalgia
particularly appropriate enhancing communications tactics while trait nostalgia can facilitate tasgategjes. Future research will
examine the underlying psychological processes through which state and trait nostalgia combine to influence on brasd identiti
attitudes, and purchase behaviors.

For more information contacgpungkyukim@uiowa.edu

Three tales of emotional understanding and gift giving.
Rajani Ganesh Pillai, North Dakota State University, USA*
Sukumarakurup KrishnaKumar, North Dakota State University, USA

Gift giving is a pocess involving emotions. Higher ability to understand such emotions, the emotional understanding (EU) facet of
emotional intelligence (EI), therefore, should play an important facilitative role in the amount of giving and #tegrfongnsequences
thatfollow. In this paper, we elucidate this relationship through three studies. First, we show that consumers with Isiggarigl more

on gifts for others. Further, the effect ofBlon gift spending is stronger for closer individuals than for less clodefiduals. Finally,

gift spending has an influence on life satisfaction especially for individuals with high EI

For more information contactajani.pillai@ndsu.edu

Power, Legitimacy and Conformity Influence Intention to Purchase Organic Products
Clarissa Cappelletti, Cass Business School, London, United Kingdom
Rhiannon MacDonnell, Cass Business School, London, United Kingdom*

This paper examines the effect of power on purchase intentions and willingness to pay for organic products that akgmsitione
benefitting oneds self vs. others. I n Study 1, we dowereds t ha
people prefer focusing on themselves. In Study 2, we introduce a norm (pro organic vs. against organic) to see if ptayfsranitte
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in the effect of power and positioning on WTP. In the pro organic norm data, legitimately powerfel paopla lower intention for
products benefitting themselves compered to consumers in the illegitimate candition

For more information contact:macdonnell@city.ac.uk

Tell Me What You Wish: How PreConfigurations Based On Preference Articulation Affe€onsumer Product
Configuration Processes

Daniel Boller, University of St. Gallen, Switzerland*

Tobias Schlager, University of St. Gallen, Switzerland

Andreas Herrmann, University of St. Gallen, Switzerland

This paper examines how preference articulation prior a configuration task and receiving an initial configuration bésed on th
preference articulation affects both consumecodiguratev. Al uati on
combination of four experiments demonstrates that tde pref
consumersé purchase intention. This process i scomfiguiatioeandad y t
decreased choice complexity during the configuration process. The proposed research offers novel insights into prodatiazustom
Note: The first author (Daniel Boller) is a PhD student and will present the working paper.

For more information contaattaniel.boller@unisg.ch

| Can Do Nothing, Therefore | Hope: The Cultural Differences in Belief In Fate, Hope, and Perceived Ad Credibility
Samer Sarofim, School of Business, University of Kansas, USA*
Aimee Drolet Rossi, UCLA Anderson School of Management, USA

This research hypothesized and provided evidence that collectivistic eastern societies (Indians) perceive ads as mtiarcredibl
individualistic western societies (Ameaias), with hope mediating the relationship between culture and perceived ad credibility.
Indians adopt a stronger belief in fate than Americans. Consequently, belief in fate mediates the relationship betwegoupdtand

hope for advertised benefitSaken together, the overall model; culture ? belief in fate ? hope ? perceived ad credibility is tested. Resul
provided evidence that both belief in malleable fate and hope play a pivotal role in explaining the relationship betweamdult
perceive ad credibility.

For more information contacsamer.sarofim@gmail.com
Power does not Always Corrupt: Source of Power Effects on-&alftrol
Yue Liu, University of Central Florida, USA*

Huifang Mao, University of Central Florida, USA
Xin He, University of Central Florida, USA
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This resear ch e x a miconeosbehavdowcarche affectedntey difefent soartes of power (effort vs. luck). It is found
that individuals experiencing a state of mowlue to their effortful exertion (vs. good luck) possess higher (vs. lowegosgibl,

whereas those experiencing a state of powerlessness because of inadequate effortful exertion (vs. bad luck) havewetatigely |
higher) selicontrol. Wepropse t hat this effect occurs because oneéoontelf f or
capacity, which in turn affects their selbntrol behaviors.

For more information contac¥ue.Liu@ucf.edu

Cube or Sphere? Effects of Sefonstrual on Product Evaluation
Wan Kam Chan, lowa State University, USA*
Sekar Raju, lowa State University, USA
Frank Kardes, University of Cincinnati

This researchxamines how sel€onstrual (independents versus interdependents) influences shape preference and volume judgment
products in two typical shapes (cube and sphere). Our findings show that independents find cubic shapes more attsptterectian
shaps and are more likely to use heuristics in forming volume judgment. They are more likely to encounter choice confliettwioen th
product benefits (shape and volume) are considered together. This research has implications for product design, nreteguimongal

and perception.

For more information contagbchan@iastate.edu

Seeing Products in a Different Light: How Sunshine Affects Consumer Bidding Behavior
Tobias Schlager, University of St. Gallen, Switzerland*
Emanuel de Bdik, University of St. Gallen, Switzerland

This paper examines the role of sunshine, a ubiquitous environmental factor, in an auction bidding context. Based atiarcofmbin
large scale field data and online experiments, we destrate that exposure to sunshine (vs. no sunshine) causes consumers to bid a
| arger amount on outdoor (but not on indoor) produciwhich Thi
elicits a quasendowment effect and ultimdyeincreases consumer bidding prices.

For more information contadibbebryant@me.com

Rejecting a Job Applicant May Drive Away a Potential Consumer: The Interaction Effects of Types of Organization Brand Bejecti
and Self Esteem

Jun Yan, Universitpf Manitoba, Canada*

Fang Wan, University of Manitoba, Canada*

Nicolas Roulin, University of Manitoba, Canada
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This paper examines the interacti on e febkteembon their pradittevandimrggsa ni z a
consumers. We found that high (vs. low) self esteem individuals took rejection more negatively when the reason foisrejection
personrjob fit (vs. persororganization fit) and thus had more negative evaluations gfrtiducts from the organization.

For more information contacivanf@ms.umanitoba.ca

When is Saying ANood More Powerful than Saying AYeso? The |
Wan Kam Chan, lowa State University, USA*
Sekar Raju, lowa State University, USA
Frank Kardes, University of Cincinnati

This research examines how negations (6énobd response) under
matched and mismatched modality (presentation and imagery) moderate the effect of negation. The results indicate tigaisforgetti
hi gher after a negated (finodo) response is el ici tttmglisweakénad i v
in the negated condition when the presentation modality and the imagery modality match with each other relative tocho mbisnat
research has implications for branding and information processing.

For more information contagbchan@iastate.edu

Sorting as Screening
Kurt Munz, PhD Student, New York University, USA*
Priya Raghubir, New York University, USA

Sorting by a product attribute can diminish the importance weight of that attihtn choosing is difficult, consumers may treat
sorting as screening. Once options are sorted, consumers may form a consideration set comprising the options at thesethedtec
options are more homogeneous with respect to the sorted attribuiganns pay less attention to the sorted attribute in favor of a
second attribute. This attentional shift emerges in a subsequent conjoint analysis, with less weight placed on ttréostetaddt
more weight on a second attribute.

For more informatia contactkurt.munz@stern.nyu.edu

Do More Interesting Articles Become More ImpactfulAn Analysis of Articles In Journal Of Marketing From 1996 To 2013
Onion Haitong Gong, National University of Singapore, Singapore*

Since Davisd article AThatds I nterestingo (1971)rmofneghtion) ar s
are more interesting than articles that spot a gap (a weaker form of negation). However, there is no emginical@vidhether more
6interestingé articles with high degree of negation do bec
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from 1996 to 2013 reveals that articles with less negation receive more citations. The surprise findtingsssibly be explained by
the firstof-its-kind effect, social norms, and the scope of audience.

For more information contaagghhtt@gmail.com

Assimilating Consummatory Behaviors & Contrasting Instrumental Behaviors
Shreyans Goenka, Cornélhiversity, USA*
Manoj Thomas, Cornell University, USA

Are people more likely to consume a fruit salad when it is compared to a cookie or when it is compared to an applealgreagene
consumption intentionfer a target contrasted from the anchor or assimilated to the anchor? In this research, we propose that it depe
on the nature of behavioral intentions. Consummatory behavioral intentions (influenced by spontaneous affective reactions) ar
assimilated tahe anchor, but instrumental behavioral intentions (influenced by deliberative evaluation on criteria such as healthfulne:
are contrasted to the anchor. Results from a controlled experiment, and mediation analyses, support this thesis.

For more information contactsg746@cornell.edu

The Impact of Large Versus Small Menu Size on Calorie Estimation
Yong Kyu Lee, York College, The City University of New York, USA
Junghyun Kim, Virginia Tech, USA*

Paul M. Herr, Virgnia Tech, USA

This research examines how consumers use menu information to estimate the caloric content of a food item. We propusableat the
of items | isted on a menu systemat i ceaekpkriynents suppon aimhgpetsesictitah s u m
consumers provide a higher calorie estimate for items presented on a menu with a large (vs small) number of optioesit The curr
research further investigates the range of calorie estimates as the driver ofihisizeesffect and discusses the implications for
consumer food choices.

For more information contaghkim21@vt.edu

Dondt tell Them How Much They Mean to You: The Suppressing
Yanfen You,University of Wisconsin Milwaukee, USA*
Massimiliano Ostinelli, University of WisconsirMilwaukee, USA*

Through two experiments, we examine the role of making customer value salient in business gift giving. We show thatonwtezn cust
value is not salient, a business gift of small monetary value has a positive impact on customer attitude, in contrastomkeenaiue

is made salient by firmsdéd verbal acknowledgement K telgitmayf f e
even backfire.
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For more information contacgyou@uwm.edu

The Influence of Contextual Minority Statusn PrivatelyHeld Evaluations of Identity LinkedProducts
Iman Paul, Georgia Tech, USA*
Jeffrey R Parker, Georgia State University, USA
Sara Loughran Dommer, Georgia Tech, USA

Publically sated attitudes tend to conform to those of others (Asch 1955; Hofmann et al 2005). However, privately held evaluations (i.
those not revealed to others) regularly deviate from publistdited evaluations (Festinger 1957; Zimbardo et al. 1965) anttidieu

less sensitive to the social context. Yet, this paper find this is not true. Specifically, we find in two studies thanatn@ers find
themselves to be in the numerical minority of a group on a given ideetidyant dimension (e.g., gender)eyttend to hold less

positive attitudes toward products corresponding with that dimension of their identity.

For more information contadiman.paul@scheller.gatech.edu

To Rent or Own? The Impact of Renting on the Expected Speed of Product Mastery
R. Dustin Harding, Grenoble Ecole de Management, France*
Diogo Hildebrand, Grenoble Ecole de Management
Jannine D. Lasaleta, Grenoble Ecole de Management

A customer 6s eeaspyorquickly they can roakter b praduct is an important factor in determining whether they continue
using the product after adoption. Since rental services have grown in popularity consumers frequently encounter tloé waeitien

to rent or own kill -based products. Results from two experiments indicate that renters, as opposed to owners, expect it will take the
l ess time to master a newly obtained product. Thesetiver esult
standhg among other renters and owners.

For more information contaatex.harding@grenobiem.com

Flavor Halos and Consumer Perceptions of Food Healthfulness
Nguyen Pham, Arizona State University, USA*
Maureen Morrin, Temple UniversityJSA
Melissa Bublitz, University of WisconsinOshkosh, USA

We examine how repeated exposure to haaldted products containing specific flavors (chdlayored cough syrups) can bias
consumer perceptions alddhe healthfulness of foods that contain those same flavors (dlamyed cheesecake). We further show
that dieters are more likely to transfer heakttated perceptions of flavors to indulgent foods containing those flavors.

For more information awtact:ntpham2@asu.edu
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The Role of Past Feare&elf in Avoiding Future FearedSelf
Aditi Bajaj, Georgia Tech, USA*
Sara Dommer, Georgia Tech, USA

This research examines hoal fthe(igoesercwedfht past héf pased
feareds el f 6 (e.g., becoming overweight in the future) ahebrgct s
we predict and demonstrate that the presence dftdgmredself makes the future feareg!f feel less psychologically distant. This
psychological closeness to the feared setfinm reduces the amount of perceived control over avoidance of that self and subsequently
lowers the motivation to avoid thatfire feared self.

For more information contacaditi.bajaj@scheller.gatech.edu

It Feels Good and Bad to Be Fake: The Effects of Using Counterfeits on Mixed Emotions
(Joyce) Jingshi Liu, Hong Kong University of Science and Technology*
Amy Dalton, Hong Kong University of Science and Technology
Jiewen Hong, Hong Kong University of Science and Technology

Four studies examine how consumers feel while using counterfeit products and how these feelings impact the appeatit$é counterf
While purchasing counterfeits elicits predominantly positive emotions, using counterfeits elicits mixed emotions. Mixet erisé
when counterfeit users care about the signal they are sending todthelse y f e e | positive about the
negative about the risk of social judgment. Accordingly, counterfeit users feel more mixed in public (vs. pridatd)en their

motivation to signal status is high (vs. low). Mixed feelings are aversive; thus, counterfeit usage can reduce withpgyefes that
counterfeit and intentions to purchase other counterfeits.

For more information contagtiubh@comect.ust.hk

AAre You Making a Play for Me?0 EfTf ect-BrandRelatBashipsf i cati on on
Axel Berger, University of St. Gallen, Switzerland*
Andreas Herrmann, University of St. Gallen, Switzerland
Tobias Schlager, University of St. Gallen, Switzerland*

Consumebr and rel ationships substantially contribute toward coc
models have successively l@dtectiveness to engage consumers in brand interactions, leading to declining returns on marketing
investments. Drawing from se#fxpansion and flow theory we propose gamification to strengthen conbuamer relationships. Based

on a field study and thresxperiments we find that gamification enhances consimmaerd relationships. This influence is fully mediated

by the degree to which consumers perceive emotional brand engagement during gameplay. Furthermore, integrating performance
feedback and goal s#tt) into game design fosters emotional brand engagement, but only when perceived game difficulty matches
consumersé capabilities.

For more information contacaéxel.berger@unisg.ch
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The Risk of Virtue
Boyoun (Grace) Chae, Temple University, USA*
Hyun Young Park, China Europe International Business School, China*
Katherine White, The University of British Columbia, Canada

While prior research examined the impact of corporate socaloes s i bi | ity (CSR) on consumer sb
products, no extant resear ch ha stakingdeasmons.iTigeaxurrentdreskanctvex@dbeR how CSRe
i nfl uences c on s-taking degeddingn theiabelefiinaljust world (BJW).

For more information contadboyoun.chae @temple.edu

The Unintended Negative Consequences of Sharing Health Risk Information on Social Media
Frank Zheng, University of Texas at Austin, USA*
Susan Broniarczyk, University of Texas at Austin, USA

Contrary to the belief of health marketing practigomthat encouraging consumers to share health risk information on social media
would promote their awareness of healthsiakd preventive behavior, we posit that having social media users share health risk
messages with their close friends (versus distant friends) can lead to unexpected detrimental consequences to thie abarers suc
decreased health risk perception. We exaihtwo possible mechanisms: selective forgetting through transactive memory system and
anxiety buffering function of close relationship in two experiments.

For more information contactjg407 @gmail.com

Psychological Distance and Power in Promotifecycling Behaviors
Xin Wang, University of Oregon, USA*
Jiao Zhang, University of Oregon, USA

This paper explores how psychological distance and igmdi vid
recycling. When distance is far, loss (gain) frames works better with low (high) power. When distance is close, gaioft@mes

better with | ow power; frames donét matter for high power.

For more information contactcw@uoregon.edu

The Paradox of Social TV: The Effects of Connectedness vs. Distraction on Enjoyment
Cansu Sogut, Boston University, USA*
Barbara Bickart, Boston University, USA
Frederic Brunel, Boston University, USA
Susan Fournier, Boston University, USA
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ASocial TV,0 the use of soci alwhimeachirg TY, enables people toividually sharethelr h o
experiences with close or distant others. In this paper, we examine how simultaneous communication about viewed ctintent affec
consumersdé enjoyment of t he v ieénthat ghgagirgpnesimultanecuecommumcatiorm(es. justx p
watching) increases social connectedness, which enhances the enjoyment of the experience. However, we also find that when
communication leads to distraction (e.g., when content is complex) taimaals communication hinders the enjoyment of the viewed
content. We provide a theoretical framework to reconcile the paradoxical results.

For more information contacsogut@bu.edu

The Effect of Product Type on CRratiselRategssd Preference for Am
Amin Attari, University of Kansas, USA*
Promothesh Chatterjee, University of Kansas, USA
Yexin Jessica Li, University of Kansas, USA

Previous research has demonstrati#férences in consumer behavior in response to precise vs. ambiguous information, showing that
people are generally ambiguity averse. However, not much research has investigated the effect of ambiguity in pradoict rating
consumer s 6 p rererttgpesohpcoducts. e invdstigaté whether, when, and why consumers prefer precise information
over ambiguous information. We hypothesize that, when buying a utilitarian product, consumers prefer precise prodageratings
ambiguous ones. Howevelye to the motivation inherent in hedonic purchases, we propose this preference gets attenuated when
consumers consider such products.

For more information contacamin.attari@ku.edu

When Your Hands Are Tied: The Impact of Expense OwnershipFonancial Decisions
Joshua Morris, Stanford University, USA*
Szuchi Huang, Stanford University, USA

We explore the impact of perceived expense ownedstiip extent to which the incurrence of an expense is perceiveel dictated
mostly by oneds o wdontfirancibl dezisione Whileprior eedeardh das foaised on the automaticity of choice
(i.e., who makes the decision), our paradigm keeps automaticity constant and only alters the perceofezhtégelownership. We
demonstrate that lower ownership makes the expense more justifiable to consumers, thus lowering the pain of paymentjyconseque
consumers are more likely to select more expensive options (e.g., upgrades) for fulfilling thaeexpe

For more information contagimorris@stanford.edu
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Residential mobility and uniqueness seeking
Minkyung Koo, University of lllinois at Urban&hampaign, USA
Andy Ng, University of lllinois at Urban&€hampaign, USA*
Shigehiro Oishi, University of Virginia, USA

In two studies, we examined whether residential mobility predicts uniqueness seeking tendency in consumption preferences. Pas
research has established that residential mobiltyenkan o neés personal self (e.g., perso
enhances oneds collective self (e.g., group affil i aequemtty, m
exhibited a stronger tendency to prafaique shapes (Study 1) and to have less common consumer products than those who moved e
(Study 2). In particular, this tendency was more salient when the products were more publicly visible than when thasevprediess
visible.

For more informton contactmkoo@illinois.edu

Gender Differences in Online Shopping Behavior: Exploring the effective promotion types based on evolutionary psychology
Doo Yeon Park, University of Georgia, USA*
Hyejin Bang, University oGeorgia, USA
Dongwon Choi, University of Georgia, USA

This study aims to examine the gender differences in online shopping context based on evolutionary psychology. Asdhe foragin
activities of ancestral environmeraee similar to the shopping behaviors of modern societies, the psychological adaptations may
influence the behaviors of modern consumers. In the ancestral environments, men were needed to be skilled hunters widse=women
needed to be proficient gatheseand this adaptation still remains in modern human's body and brain. This study explores the effectiv
promotion types for online shopping based on gesgecific time frame and preference which are derived from each gender's ancestral
roles, hunter andatherer.

For more information contaattoopark@uga.edu

Default Effects on Online Information Disclosure: A Regulatory Focus Perspective
Georgiana Craciun, Duquesne University, USA*

Corporations, policy makers, and consumers have conflicting interests in the use of defaults to configure choicerdila¢ed to
privacy. Past research found support for a disproportionate preference for defaults. Drawing on regulatory focussistady, tkid
a between subjects experiment to examine the proposed interaction effects between chregidaelfy focus and default framing on
choices related to information disclosure. Preventinoented consumers seem to stick more to defaultspgf@notion oriented
consumers. The largest difference is in the condition where prevention oriented people receive the negative defalliv#ni)stic

For more information contactraciung@duq.edu
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Living Minimalism: Would a Mindset of Subtractin Be a Cure for OvetConsumption?
Lei Jia, University of Wyoming, USA*
Xiaojing Yang, University of WisconsiMilwaukee, USA

Drawing from |iterature on unconscious processing amd mind
overconsumption particularly for consumers who lack motivations to proactively consume less. Specifically, the mindsettidisubtra
(activated from an unrelated context or task) can carryover to a consumgléited context or situation, thus, subsequently influence
consumer choice and decision making (i.e., consuming less). This research contributes to the literature doynminddeting and
testing a new mindset, isubtracti eonsutptiennd applying it to a

For more information contagialeibj@gmail.com

Relief in Working Memory as Information
Sunaina Shrivastava, University of lowa, USA
Gaurav Jain, University of lowa, USA*
Dhananjay Nayakankuppam, University of lowa, USA
Gary Gaeth, University of lowa, USA

The paper shows that individuals uskefén the use of working memory as an informative signal while evaluating entities. Specifically,
we show that individuals have enhanced attitudes towards an object that is formed when its parts combine to form a whole when
compared to the case where tigect is shown as a whole only. When parts come together to form a whole, individuals relieve their
working memory by just storing the whole. With multiple studies we demonstrate the phenomenon and find support for the memory
conservation based proce$be results have implications in designing more effective marketing logos.

For more information contac$unainashrivastava@uiowa.edu

The Picky Consumer
Andong Cheng, Pennsylvania State University, USA*
Margaret Meloy, PennsylvanBtate University, USA

While the term fipicky consumerso is colloquially lbasekamined oo
how picky shoppers make decisions. We take initial stepsto assiddigstung t he construct by devel op
distinguishes this construct from other individual differences (e.g. maximizing) and provide evidence for how pickirtesshaftec
processes. We establish that pickiness is determinesdogntijor factors: selectivity and sensitivity to product flaws. Furthermore, we
confirm that picky people have smaller consideration sets and place higher attribute weights on single attributes.

For more information contacduc245@psu.edu
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Affective Reactance to Approaching Brands
Junghan Kim, State University of New York at Buffalo,USA
Junghyun Kim, Virginia Tech, USA
Taehoon Park, University of South Carolina, USA*

The present study examinedlv a movi ng i mage influences on perceiverso re
studies, we investigated whether visual i mage movementeitt, var
participants who wer exposed to an approaching logo evaluated the brand less favorably than those who were exposed to a static ¢
receding logo. Furthermore, we found that the affective reactance to an approaching image led to more favorable adtitlithes tow
product whersafety attribute was emphasized.

For more information contactaehoon.park@grad.moore.sc.edu

Utilitarian Mask: A Remedy for Devaluation of Hedonic Products
Aditya Udai Singh, Oklahoma State University, USA*
JI Hoon Jhang, Okleoma State University, USA

A characteristic particular to online shopping is the time interval between purchase and acquisition of a product.lagistignkead
consumers to reevaluate their purchase decision. In this paper,kvede® under st and -plrahase (yeb nsumer 6s
pre-acquisition) evaluation would change as acquisition gets nearer in time and to propose options for managers to mdiataia or en
C 0 n s u me-puitisase@mlsidtion. The result of one study suppartbypothesis that post purchase evaluation for hedonic
(utilitarian) products would increase (decrease) if the purchase is described a second time with utilitarian (hedarsd)deatise

these are eadyp-justify (i.e., utilitarian features).

For mae information contacjihoon1206@gmail.com

I bought that first and you know it: The influence of ambivalent mimicry on the desire for social approval
Sunghee Jun, Seoul National University, South Korea*
Y. Jin Youn, Seoul Nationdlniversity, South Korea
Kiwan Park, Seoul National University, South Korea

Prior research shows that mimicry can lead to dissociation responses due to its threat on uniqueness as well ascGaemgrF@fao
We build on prior work by suggesting that this may not be the case with ambivalent mimicry (i.e., it is not etbar wimicry
happened). In these situations, the target may not feel the need to dissociate with the product but also feel a Ihagprosatia
Hence, we argue that consumers who experience ambivalent mimicry will not value the product leskendr bliglwill seek ways to
gain social approval (e.g., WOM).

For more information contaginjinyoun@gmail.com
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Resource Conservation: An Alternate ExpiCantradt i on for Negat:i
Shruti Koley, Texas A&M University, BA*
Caleb Warren, Texas A&M University, USA
Suresh Ramanathan, Texas A&M University, USA

Traditionally it has been regarded that negative incidental emotions impaios#ibl, and increaseaification in order to repair bad
mood. In this research, we demonstrate that negative emotions also impaimsedf to conserve resources, as exertingaattrol is
effortful. They do so to the extent the emotion activates the goal to consenwecess An emotion like anxiety that signals the need for
future goalconflict resolution, is more likely to activate the goal of resowameservation than an emotion like anger. Hence anxiety
impairs selfcontrol more than anger, when setfntrol is efbrtful, but not when sel€ontrol is easy.

For more information contacskoley@mays.tamu.edu

The Influence of Visual Transparency on Taste Perception
Lingzi Isabel Ding, National University of Singapore, Singapore*
Miaolei Jia, National University of Singapore, Singapore
Noriko Xiang Yan Tan, National University of Singapore, Singapore

In this paper, we develop a conceptual framework on the perceptual transfer of the visetérisigra of product containers to the taste
perception of the products. Specifically, we find that the visual transparency (vs. opacity) of the container in whiglye iseserved
influences the perceived t hi cskenmnessast iodn tthrea rbsefveerreangcee 0 Dtr haewo rn
individuals attribute the perceived thickness of the beverage to the visual density of the container it is served inribhieto the
sensory marketing and perception literature, and hasrianit implications on beverage packaging designs.

For more information contacisabel.ding@u.nus.edu

Giving Money vs. Giving Time: The Timing Effect of TharKou Gifts on Donation Satisfaction
Miaolei Jia, National University of Singapore, Singapore
Lingzi Isabel Ding, National University of Singapore, Singapore*

Thankyou gifts are widely used in remlorld charitable promotions. Given the ubiquity of thamu gifts in charitable promotions,
surprisinglylittle research has explored the effect of the timing oftharcku gi ft s on donorsd donati on
that money activates value maximization mindset while time activates emotional mindset, we propose and demonstratgitiiagjwhen
money, receivingthang¢ ou gi fts after the donation (vs. before the don
giving time, receivingthank ou gi fts after the donation (vs. didnore the d

For more information contacisabel.ding@u.nus.edu
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Price Framing and Choice Order Effects in Bundle Customization Decisions
Johannes C. Bauer, University of St. Gallen, Switzerland
Tim M. Bottger, University of St. Glen, Switzerland*

This research demonstrates that consumerso6 satisf ac foitlen wi
bundle components are presented simultaneously or sequentially and (2) whetbérdetailed segregated prices for all choice
options are provided in addition to the total price of the bundle configuration.

For more information contagbhannes.bauer@unisg.ch

A Brand-Contingent Weighting Model
Hyun Young Park, China Europe Imational Business School, Shanghai, China*
Sue Ryung Chang, University of Georgia, Terry College of Business, Athens, GA

Prior research that modeled consumer decision processes treated brand merely astarpattlkel to price, color, or size, and thus,
assigned a constant weight to each attribute across brands. In contrast, we proposeantingiecit weighting model in which

attribute importance is contingent upon (1) the relative positioning of a braadg the brands considered, and (2) brand familiarity.
Using a real flight ticket purchase data, our dynamic rieNtg2l model reveals the power of brand that even overcomes the negativity
effect that has shown to be prevalent in consumer choices.

For nore information contachpark@ceibs.edu

Grip not to Slip: How Haptic Roughness Leads to Psychological Ownership
Bowen Ruan, University of WisconsirMadison, USA*
Joann Peck, University of Wisconsiiviadison, USA
Rohkin Tanner, University of Wisconsilladison
Liangyan Wang, Shanghai Jiao Tong Univerisity

In a series of studies, we found that haptic roughness leads to a greater perception of psychological ownership,iaietgotiges,
compared to haptic smoothness. We conjecture that this is because rougher objects are easier to grip, leading to huanetgghyaica
antecedent of psychological ownership.

For more information contadbruan@wisc.edu

Need forCompletion
Bowen Ruan, University of WisconsirMadison, USA*
Evan Polman, University of WisconsitMadison, USA
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We propose that people have an inherent need for completion, which provides extra motivation wherctbsg tr the completion of

a set, even if completing the set brings no external values but costs. In a series of studies, we show that peopletvatewte tny

an ice cream flavor/visit a new city/even do a tedious task when the ice creanttaeiylthe task is the last item in a set than when it
is the second to last. Our research builds on but is sufficiently different from prior work on goal gradients.

For more information contadbruan@wisc.edu

Low Construals Prefer Atypical Colors
Ji Yoon Uim, Hongik University, Republic of Korea*
Nara Youn, Hongik University, Republic of Korea*

The current research examines how atypical (vs. typical) color affects consumer information processing and examitersting mo
role of construal level. Through two studies, we demonstrate that atypical color would lead to favorable evaluationtahpredaorc
consumers with low level than for those with high level construals.

For more information contactara@hongilac.kr

Reception
6:00 pm- 8:00 pm
Banyan Breezeway
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Saturday, 27 February 2016

Registration
7:00 am- 3:45 pm
Grand Palm Col. West

Breakfast
7:30 am- 8:15 am
Grand Palm Col. West

Session 5
8:15 am- 9:30 am
SymposiumWhen Products and DeviceSeem Human and Humans Feel Like Machines:
Antecedents of Anthropomorphism and Consequences of Dehumanization

Chair: Donna Hoffman, George Washington University, USA

Knowl edge About a Product 6 sAnbmopomdrphism and | ts Effect on Prod
Pankaj Aggarwal, University of Toronto, Canada
Valerie Folkes, University of Southern California, USA*

Consumers sometimes anthropomorphize products, imbuing nonhuman objects with humanliterishisa(Aggarwal and McGill

2007; Epley, Waytz, and Cacioppo 2007; Guthrie 1993). According to the SEEK model (Epley et al. 2007), one key basis of
anthropomorphizing is the activation of knowledge structures about humans. The current researobrf@csisgiar cognitive process,

and proposes a hovel fadiobeliefs about humaassence transf@ras a key antecedent of anthropomorphism. We propose that people
are more likely to anthropomorphize products when given information about the person whohtbeegteduct because such

information activates knowledge about the creation process and essential characteristics of human nature associateshtaith the
which transfers humanness to the product. We suggest that people believe that a persotiesteopmeaduct endows that product with

a small part of his or her own self. Once the creator is seen as residing in the product, the product is imbued witts hWaaratiehis

the AGepetto effectd aft e rThetAtvetures bf@imadhiqColodi ant Mussno 1068), which e f r o
describes a woodcarver named Gepetto whose creation of a puppet becomes human.

We propose that consumersd | ay beliefs about t he cheaeation on
may be perceived to be the physical embodiment of the beliefs and character, the spirit and ambition, the goals amsl asiratio
indeed, the humanness of its creator. Like conceiving a child is the unique instance where essenceésdransfdrrr ough one 6
of fspring, the transfer of the creatords essence to the pr

People often engage in magical thinking that a person has a hidden and unique essence composed of immaterial qaaliges¢hat ¢
onebs corporeal self and transfer itself on to an o-Bhjrtgustt t I
tried on by a stranger is liked less and is less likely to be bought than whaniradppears untouched (Argo, Dadmhd Morales 2006).

We propose that touching may not be necessary because when an individual creates something, the individual is theoatigéncdnd

all causal forces acting upon the creation and is entirely responsible for the manifestationazitkaktrces on the object. According
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to the property transmission hypothesis, ficauses t elnatis,a o i
creator imposes his or her properties on a product. Further, the propertidé&ehot be transmitted are those that relate to perceptions
of human essence.

Many people believe that deep properties within a living @hitfie essen@ cause observable behavior (Gelman 2003). Some
behaviors are likely to be more revealingofapensé s uni gue essence than others. The a
di stinctive and so reveals more of the creatords sosaseence.
openness to new ideas, independence, imtigim and inquisitiveness (Sternberg 1985), properties that are also fundamental to huma
nature (Haslam et al. 2005). Hence, when a consumer is told about a person creating a product, these traits arealikieytéa be

which will activate the essee of what makes us human.

Hypotheses

H1: When a product is seen as being created by a person, it is more likely to be anthropomorphized than when theqirselistas n
being created by a person.

H2a:Products that are created by a person watitst characteristic of human nature are more likely to be anthropomorphized than those
created by a person not associated with traits characteristic of human nature.

H2b: The effect of human nature traits on product anthropomorphism noted in H2a albdreeméldiated by the perceived
humanessence transfer to the product.

Three Experiments

Three studies test the hypotheses noted here. Study 1 exposed participants to a brief description of four differe(Rpoodoats

Deep Blue, Clocky (a wheeledaain clock), and Pillow Mate (a torshaped pillow). Participants were asked to draw a sketch of the
four products. Results revealed more anthropomorphized images were drawn when the participants thought that the predtex was c
by a person than by @mpany. Study 2 examines the Gepetto effect when the creator possesses traits that are more or less associa
with human nature, while controlling for social desirability. Results show that high human traits significantly predigréieeod
anthropomaphism of the product created by the creator. Study 3 replicates the results of Study 2 in the context of the human trait o
warmheartedness a trait unrelated to the act of creating a product. Furthermore, Study 3 shows thatesgerase transfer fully
mediates the effect of creator warmth on anthropomorphism.

Across three different studies we find converging evidence in support of the premise that if a product is associatedsofittas its
creator, then that product is more likely to be anthropimized compared to a product that is not associated with its creator. We find
evidence that this effect occurs because the essence of the creator gets transferred to the product through thewdugbcteston.

Our research contributes to thergeoning anthropomorphism literature by proposing a new antecedent of anthropomorphism. In
addition to its theoretical value, our research highlighting the Gepetto effect has practical implications for marketens lvehable to

encourage buyers to &@nbpomorphize inanimate produétsia information that links the product with its creator.

For moreinformation contactaggarwal@utsc.utoronto.ca
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