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researchers who work in the area of consumer motivation and goals,
(3) researchers interesting in aspects of service provider loyalty,
and (4) CCT researchers interested in a multi-method, multi-
perspective approach to this unique consumption practice. We
anticipate a very fruitful interchange of ideas among the various
authors who will be presenting the three papers, the discussion
leader, and with the audience members as well.

EXTENDED ABSTRACTS

“The Effect of Visual Stimuli in Casinos on Emotional
Responses and Problem Gambling Behavior”

Karen Finlay, University of Guelph
Vinay Kanetkar, University of Guelph
Jane Londerville, University of Guelph

Harvey H. C. Marmurek, University of Guelph
We present the results of an experiment examining whether

manipulations of environmental variables within gaming venues
elicit emotions that influence problem gambling behaviour. We
introduced the manipulations within two contrasting macro casino
designs. The Kranes (1995) “playground” design is intended to be
inviting and energizing, properties induced by thematic combina-
tions of sunlight, warm colors, accessible green space and moving
water. The Friedman (2000) “gaming” design places the gambling
machines as the dominant decorative feature in a casino, relegating
décor to highlight and enhance the equipment layout.

Within each macro casino design, it is possible to vary specific
environmental elements that impact on emotional reactions to the
gambling setting. In this study, we varied lighting (flashing versus
static) and color scheme (bright versus monotone) that were ex-
pected to impact perceived levels of arousal. The index of gambling
behavior was the stated intention to gamble beyond planned levels
of time and money. It was hypothesized that flashing lights and the
use of bright colors would increase arousal and the propensity to
gamble irresponsibly in both the playground and gaming designs.

We ran two studies. In the lighting study, each participant
viewed two videos of a gambling casino. One video represented a
playground design and the other a gaming design (order was
counterbalanced across participants). For half of the participants,
both videos had static lighting; for the others, both videos had
flashing lights. In the color study, each participant also viewed two
videos of a gambling casino (playground; gaming). For half of the
participants, both videos had bright coloring; for the others, both
videos had monotone coloring. Thus, for each study, the design was
a 2 x 2 mixed factorial where the between-subjects factor was the
treatment (lighting or coloring) and the within-subjects factor was
the design (playground and gaming).

Eight videos of a variety of casino settings were edited to 3-
minute scenarios representing the following conditions: playground
flashing; playground static; gaming flashing; gaming static; play-
ground bright; playground monotone; gaming bright; gaming mono-
tone. The participants were 188 gamblers who received $30.
Testing took place in small groups (3-10) in a mini theatre-style
setting. Participants were asked to imagine how they would feel in
the casino setting they were about to see.

Following each of two videos they viewed, participants com-
pleted 7-point scales measuring arousal and intention to gamble
irresponsibly. Intention to gamble irresponsibly was gauged using
a five-item, 7-point scale anchored by “totally disagree” and “to-
tally agree.” Statements included, “I would have trouble quitting
without placing one more bet at this place,” and “I would gamble/
play more money than I intended at this place.” Arousal was
measured with a 6-item scale (Mehrabian and Russell, 1974).

Respondents were asked to mark the spot on a -3 to +3 scale closer
to the adjective anchor that better described their feelings about the
casino simulation they had just viewed. Adjective descriptors for
arousal included “calm” versus “excited” and “unaroused” versus
“aroused.”

The intention to gamble excessively was stronger for the
playground design (M=3.88) than for the gaming design (M=3.28),
F (1,90)=14.13, p=.00. Gambling intention was marginally higher
for flashing lights (M=3.61) than for static lighting (M=3.28), F
(1,90)=2.87, p=.09. The interaction between design and lighting
treatment was not significant. Arousal was significantly higher for
playground than for gaming designs, F (1,94)=17.05, p=.00, and for
flashing lights than for static lighting, F (1,94)=6.75, p=.01. The
interaction of design and lighting approached significance, F
(1,94)=3.62, p=.06. Flashing lights led to a greater increase in
arousal for the gaming design (flashing M=4.90; static (M=4.16)
than for the playground design (flashing M=5.19; static M=4.93).

The interaction of macro design and color significantly af-
fected excessive gambling intent, F (1,89)=7.08, p=.01. Whereas
coloring had no effect on gambling intentions in the playground
design (monotone M=3.60; bright M=3.75, the intention to gamble
excessively was significantly higher for monotone (M=3.49) than
for bright (M=2.82) colors in the gaming design.

Our research indicates that the incremental information af-
forded by flashing lights and bright colors impact emotions and
gambling behavior. In both the playground and gaming designs,
heightened arousal induced by flashing lights appears to exaggerate
poor decisions made by gamblers who may be chasing loses by
betting more than planned, spending more money than planned or
by engaging in unplanned additional games.

Although coloring did not affect arousal, bright colors reduced
negative gambling intentions in a gaming casino. This unexpected
outcome may be related to the typical coloring within a casino. For
the playground design, a variety of color formats may be typical.
For the gaming design, bright coloring may be more common.
Monotone coloring in the gaming casino may be incongruent
leading to distraction and loss of control. Further research is
required to test that hypothesis. At the conference, we will discuss
the implications of these effects for public policy.

“An Assessment of the Value of Slot Clubs as Drivers of
Casino Loyalty”

Flavia Hendler, University of Nevada–Las Vegas
Kathryn A. Braun-LaTour, University of Nevada–Las Vegas

Previous research has indicated that loyalty programs may not
generate attitudinal loyalty or repeat purchases. In fact, some
loyalty programs offer financial benefits and complimentary offers
that basically translate into price discounts. Within particular
markets, firms may be obliged to match benefits offered by its
competitors in a form of price war, turning those programs into
costly liabilities that do not necessarily strengthen their relationship
with customers. A question that arises is whether loyalty programs,
as they are currently structured, create emotional commitment to a
brand or simply generate a feeling of entitlement to discounts and
benefits. Another important question is what, in fact, creates
loyalty.

The goal of our research is to better understand the impact of
slot clubs on casino loyalty, where loyalty is defined as “a level of
commitment to an organization or product that exclude competitors
from the consideration set.” Casino slot clubs are the entities in the
casinos that operationalize the collection of customer data and the
delivery of loyalty program benefits. We investigate the deep
meanings and emotions associated with such clubs using qualita-
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tively-derived perceptual maps of mental models of slot clubs and
casinos and their underlying constructs. Our findings enrich our
understanding of the loyalty construct and reveal personal mean-
ings associated with slot clubs and casino mega-resorts.

Traditional research methods are unable to fully evaluate the
efficacy of loyalty programs. For example, when faced with a
questionnaire, consumers may indicate that some benefits are
important simply because they are widely offered within an indus-
try, even if they do not necessarily impact the purchase decision. A
methodology that explores emotions and unconscious motives will
provide a better picture of the underlying dimensions of loyalty
towards a casino brand and a loyalty program. Therefore, we used
a qualitative methodology, namely the ZMET technique. By using
images, metaphor elicitation, and laddering probes, this research
focuses on the deep and multi-faceted meanings of a slot club from
a consumer standpoint.

We will present data on Las Vegas slot customers, including
local (Las Vegas residents) and non-local customers of a casino
resort. High-rollers usually receive highly personalized treatment,
while gamblers with low levels of play do not receive significant
benefits. For this reason, this research focuses mainly on mid-range
customers. Using Backman and Crompton’s (1991) categorization
to classify customers according to their level of loyalty, only truly
loyal customers (displaying attitudinal and behavioral loyalty) are
included in the sample.

The study of the deep emotional meanings of loyalty in casinos
is particularly interesting because intuitively the purchase motives
in gaming are highly emotional and perhaps even irrational. At the
same time, casino customers may be highly value-driven, taking
full advantage of the benefits provided in the clubs. In addition,
each Las Vegas mega-resort is unique in terms of theme, location
on the strip, and target market. In this sense, the casino product is
not a commodity, and every property has potentially a different
appeal to each customer. Furthermore, casinos track highly detailed
information on customers. Particularly on slot machines, even
penny transactions are recorded-as long as customers use their
loyalty cards. Having this information allows casinos to customize
offers and benefits to players according to the amount wagered and
behavioral data (preferences, frequency of visit, etc.). However, the
club loyalty benefits are generally quite similar among different
establishments, resulting in the loyalty club becoming simply a
form of discounting. For all the reasons above, the Las Vegas slot
clubs are a good terrain to explore the deeper meanings of loyalty
and reward programs more generally. Thus, this study should help
casinos–and perhaps other industries–to foster commitment to a
brand or product, and perhaps avoid costly efforts that do not
translate in attitudinal and behavioral loyalty.

“Not Leaving Las Vegas: Identity Projects of Local Vegas
Gamblers”

Kathryn A. Braun-LaTour, University of Nevada–Las Vegas
June Cotte, University of Western Ontario

Traditionally the gambling literature has treated slot machine
and table gamers similarly, and on-line gambling has not been
investigated at present. Observation shows that these three types of
gamblers exert very different behaviors; the slot player tends to be
more introspective, focusing on their machine and winnings, whereas
the table gamer has to be more social, interacting with the dealer as
well as other players. On-line gamblers need not leave their homes,
although they enter a simulated casino environment.

But how does one get into the mind of a gambler? Observation
does not reveal gamblers’ inner motivations. Focus groups and
surveys, while they may try to understand the gambler’s behavior,

are subject to all sorts of biases which are likely to skew the results.
For instance, a gambler may not consciously know or be able to
articulate why they gamble or, in many cases, they may not want to
admit why they gamble. For these reasons we allow participants to
express themselves through images, the language of the brain,
which helps reveal their underlying emotions and motivations.
Using as a template the methodology developed by Gerald Zaltman
(ZMET), we ask participants about their thoughts and feelings
about gambling, using participant-supplied pictures as visual cues.
Using techniques adapted from psychotherapy, cognitive neuro-
science, psychology, and sociology, interviewers take participants
through a series of exercises designed to reveal the fundamental
feelings and beliefs that drive their actions.

We completed thirty one-on-one interviews that, on average,
lasted about 75 minutes. We asked ten regular slot machine gam-
blers, ten on-line gamblers, and ten table gamers to bring in pictures
of what gambling meant to them. The resulting interviews were
driven by the pictures, as well as by some structured (primarily
projective and sensory-related) questions we developed before-
hand. The resulting data was about 900 pages of transcribed
interview text and 150 scanned images. We coded the data, both
verbal and visual, for important ideas and themes, and constructed
maps connecting these ideas to form a comprehensive understand-
ing of gambling and its role in gamblers’ self-identity.

We uncover some intriguing findings about gamblers’ inter-
pretive strategies as they confront the marketplace culture of casino
gambling, both live and on-line. In particular, we answer Arnould
and Thompson’s (2005) call for more examination of the use of
localized cultural capital (gambling expertise) in defining self, and
in-group/out-group status. Our results are organized as juxtaposed
themes, including: social vs. anti-social; “brain-flushing” escape
vs. active mental engagement; things that matter vs. things that
don’t; genuine vs. contrived environments; chasing highs vs. avoid-
ing lows; tourists vs. “real” gamblers; winners vs. losers. Our
presentation will use the images as well as the text to communicate
the nuances and implications of our research.
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SPECIAL SESSION SUMMARY

Instant Choices versus Slow-Developing Preferences: How Preferences Form and Change
over Time

Wendy Liu, University of California Los Angeles, USA

SESSION OVERVIEW
By now it is accepted in consumer research that preferences

are not innate, but instead are constructed in specific contexts
(Bettman, Luce and Payne 1998). This view is amply evidenced in
research demonstrating the instantaneous processes of preference
construction, such as how people use information contained in a
decision context to make choices. What is less understood, how-
ever, are preference construction processes that take place over
time. That is, instead of making instant choices, people often
develop preferences over time. How are preferences developed
over time, and what are the characteristics of such processes? This
session presents four papers that consider the dynamic course of
preferences. Two of the papers–Amir and Levav, and Hoeffler et
al.–focus on preference learning and change during the process of
making multiple, successive choices and evaluations. The other
two papers–Dijksterhuis, and Liu–discuss preference development
during extended decision-making occasions.

Amir and Levav study how people develop preferences from
making choices. They distinguish between learning of tradeoffs
between conflicting attributes and learning a preference within a
given context. They find that when people are forced to tradeoff
attributes, they are more likely to develop preferences that are stable
across contexts. In contrast, when people choose within contexts
that avoid tradeoffs, they form a preference for that context only and
show less preference stability across different contexts. The latter
point suggests that sometimes repeated choices of the same option
do not mean that a subjective attribute value has been learned, but
that the decision-maker has simply learned that he or she prefers an
option within a certain context. Hoeffler et al. investigate the impact
of experience with options on preference learning by juxtaposing
intensiveness (number of repetitions) and extensiveness (variety of
options) in experience with options, and show that extensiveness
leads to greater learning and better developed preferences for the
products.

The next two projects turn to preference development in
extended decision-making episodes. Liu examines the changes in
preferences that occur when the consideration of the options is
interrupted. Specifically, an interrupting interval causes changes in
the processing of the options such that greater attention is given to
the desirability rather than feasibility of the options, resulting in
preferences drifting towards attractive but less feasible options
such as high-risk high-return, and high-quality high-price options.
Dijksterhuis on the other hand notes that over time, people may
have the opportunity to process options offline, i.e., through non-
conscious processes. The author contrasts conscious contemplation
and non-conscious processing, and demonstrate periods of non-
conscious processing can result in preferences for objectively
superior options, and greater satisfaction over time.

The four projects together seek to present new perspectives on
consumer preferences by focusing on the dynamic dimension of
preference formation and change.

EXTENDED ABSTRACTS

“Choice Construction versus Preference Construction: The
Instability of Preferences Learned in Context”

On Amir, University of California San Diego
Jonathan Levav, Columbia University

A relatively common interpretation of preference stability is
that it reflects a condition in which the decision-maker has learned
the value he or she places on each attribute. A consumer with stable
preferences is, by this view, less likely to fall “prey” to the influence
of contextual variables on choice. In this paper we argue that
preference stability does not necessarily reflect a process of learn-
ing tradeoffs or some understanding of one’s subjective value for
attributes. Instead, we suggest that when preferences are learned in
context, e.g., when repeated choices are made from a set that
includes an asymmetrically dominated (decoy) option, people
simply learn their preference for generic properties of a choice set,
rather than their preferences about the attributes themselves. We
call this choice construction. In contrast, if a person is asked to make
repeated choices between two options, he or she will be forced to
make a tradeoff between one attribute and the other. This process
will induce preference construction, and should yield preferences
that are stable across contexts.

Our experiments included two phases for all participants. In
the first phase, the “tradeoff learning task,” participants made six
successive choices between equally priced options that varied only
on two attributes; every choice required a tradeoff between these
attributes. Each successive set of options became increasingly
stronger along one attribute rather than the other, thus requiring
increasingly difficult tradeoffs.

Experiment 1’s tradeoff learning task was structured in one of
three ways. In the control (Binary Choice) condition participants
made repeated choices between two options. In the Attraction
condition participants made repeated choices between the same two
options plus a third, asymmetrically dominated decoy option. In the
Compromise condition the third option included an attribute level
combination that placed it exactly between the attribute level
combinations of the binary set. The objective of the Attraction and
Compromise conditions was to create a choice situation in which
participants would be more likely to use contextual cues to make
their decision, rather than having to learn their subjective attribute
importance weights.

The learning task was followed by a filler task and then a
“target choice phase.” The target choice in all experiments pre-
sented participants with three options in an attraction effect setup.
The choice set included options representing a trade-off more
extreme than the last decision of the learning phase. In order to test
for preference stability, the decoy was set to be asymmetrically
dominated by the option at the opposite extreme from the participant’s
last selection in the learning phase (i.e., their sixth decision). We
assumed that this last selection reflected a strong preference for one
attribute over the other. Our key dependent variable was whether
participants were “tempted” by the decoy, and thus “switched”
away from their previously preferred attribute combination. We
expected that participants in the Attraction and Compromise con-
ditions would switch more than their control condition counterparts


