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We propose a shopping momentum effect whereby an initial purchase increases the likelihood of subsequent ones. The initial

purchase moves one from a deliberative to an implemental mindset, thus driving subsequent purchases. In a set of three studies we

demonstrate the shopping momentum effect, and provide support for a theoretical account based on shifting mindsets by showing how

an initial purchase encourages greater recall of implemental thoughts. Furthermore, we show that positive affect from the initial

acquisition is not a driving factor by illustrating that shopping momentum does not occur if the first item is provided as a free gift.
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SESSION SUMMARY
While the importance of amount of money is recognized in

most economic theories, these theories are generally silent regard-
ing how different representations of an identical amount of money
influence spending decisions. The extent to which spending deci-
sions are influenced by how a specific amount of money is repre-
sented would challenge a basic tenet of most standard economic
theories. The move to the Euro in Europe has brought the issue of
the subjectivity in the value of money to the forefront of consumer
behavior and economics research. The papers in this session docu-
mented findings in consumer behavior that demonstrate different
effects debunking the normative economics theory that consumers
spending is based on utility maximizing whereby they assess the
relative value of a product versus the utility associated with the
money used to pay for it.

The papers introduce original and different (but related) find-
ings to show that consumers’ valuation of money is subjective and
based on context. The contextual cues are: the denomination of a
currency (The Denomination Effect; Raghubir and Srivastava:
Paper 1), and the ease of converting prices from local currencies to
the Euro (Johar, Vosgerau, and Wertenbroch: Paper 2). Paper 1
reports results from six field studies based on undergraduates in the
US, young grade school children, teenagers in Mumbai, India,
young adults in Omaha, US, and housewives in Xiang Tan, China.
Paper 2 reports results from an experimental field study in 8
European countries: France, Germany, Greece, Ireland, Italy, Neth-
erlands, Portugal, and Spain (n=752).

The results of the paper all speak to the issue of how people’s
spending patterns are contingent. This is an important issue in
Europe given the change to the Euro. Earlier studies conducted in
Europe all show that consumers react differently to prices presented
in local currencies as compared to the Euro. Many of these effects
are based on the “money illusion” effect that documents a bias in
assessing economic transactions due to over-weighting nominal
values relative to real values (Shafir, Diamond, and Tversky 1997).
The application of the money-illusion to the Euro conversion has
produced a variety of interesting effects such as the “face value”
effect (tourists valued a product based on its face value, without
adequately adjusting for exchange rates, leading to under-spending
when the face value of a foreign currency was a multiple of a unit
of a home currency and overspending when it was a fraction:
Raghubir and Srivastava, 2002). This session provided an opportu-

nity for those interested in the implications of the Euro transition,
and other related topics to do with the subjectivity in the value of
money to share ideas.


