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Abstraction Compatibility: The Preference for Concrete Features or Abstract Benefits as a Function of MindsetRyan Hamilton,

Northwestern UniversityObjects can be described by either their concrete, feature-level attributes or by more abstract, benefit-level

attributes. Likewise, a consumer may have a relatively more abstract or concrete mindset in approaching a decision. In a series of

studies, we find that choice is a function of consumer mindset such that individuals with an abstract mindset tend to prefer products

that dominate on abstract benefits and individuals with a concrete mindset tend to prefer products that dominate on concrete features.

 
 
[to cite]:

Ryan Hamilton (2006) ,"Goal Abstraction Compatibility and Lexical Fit in Consumer Choice", in NA - Advances in Consumer

Research Volume 33, eds. Connie Pechmann and Linda Price, Duluth, MN : Association for Consumer Research, Pages: 328-

328.

 
[url]:

http://www.acrwebsite.org/volumes/12374/volumes/v33/NA-33

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/12374/volumes/v33/NA-33
http://www.copyright.com/


328 / WORKING PAPERS

Powdermaker, Hortense (1950), Hollywood, the Dream Factory: An Anthropologist Looks at the Movie-Makers, Boston, MA: Little
Brown.

Pribram, Deidre E. (2002), Cinema & Culture: independent Film in the United States, 1980-2001, Oxford, UK: Peter Lang Publish-
ing.

Raju, P. S. (1980), “Optimal Stimulation Level: Its Relationship to Personality, Demographics and Exploratory Behavior,” Journal of
Consumer Research, 7 (December), 272-282.

Rogers, Everett M. and F. Floyd Shoemaker, F. Floyd (1971), Communication of Innovations, New York: Free Press.
Shrum, Wesley (1991), “Critics and Publics: Cultural Mediation in Highbrow and Popular Performing Arts,” American Journal of

Sociology, 97 (2), 347-375.
Smith, Sharon P. and Kerry V. Smith (1986), “Successful Movies: A Preliminary Empirical Analysis,” Applied Economics, 18, 501-

507.
Smythe, Dallas W., Parker B. Lusk and Charles A. Lewis (1953), “Portrait of an Art-Theatre Audience,” Quarterly of Film, Radio

and Television, 8 (Fall), 28-50.

Twomey, John E. (1956), “Some Considerations on the Rise of the Art-Film Theatre,” Quarterly Review of Film, Radio and
Television, 10 (Spring), 239-247.

Vogel, Harold L. (2001), Entertainment Industry Economics: A guide for Financial Analysis, New York: Cambridge University
Press.

Zuckerman, Marvin (1979), Sensation Seeking: Beyond Optimal Level of Arousal, Hillsdale, NJ: Lawrence Earlbaum Associates.

Non-consequential Reasoning in Hedonic and Utilitarian Consumption Decisions
Laura Smarandescu, University of South Carolina

This work investigates the effects of pursuing non-instrumental information on non-consequential reasoning in the context of hedonic
and utilitarian product purchases. Individuals did not differ in their willingness to pursue non-instrumental information in the two purchase
contexts; however, once they pursued the non-instrumental information they were more likely to rely on it in hedonic than in utilitarian
purchase decisions. This research suggests that individuals feel more accountable for hedonic than for utilitarian purchases and thus, they
are more likely to weight non-instrumental information to avoid feelings of guilt.

Is It the Luxury Car or the Super Model that Tempts Him?: The Possibility of Misattributed
Arousal

Xiuping Li, University of Toronto

Research in consumer impulsivity has documented the effect of hedonic stimuli (e.g., dessert) on related behaviors (eating). We
extend this line of research in the direction of whether the induced craving towards one hedonic stimulus category (dessert) can be carried
over (or misattributed) to intertemporal choices in ostensibly unrelated behavioral domains (investing). In a series of experiments, we
found that cues of hedonic stimuli (pictures or scents) led to (1) more choices of vices, (2) impatience in waiting for larger monetary gains,
and (3) unplanned purchases.

Goal Abstraction Compatibility and Lexical Fit in Consumer Choice
Ryan Hamilton, Northwestern University

Objects can be described by either their concrete, feature-level attributes or by more abstract, benefit-level attributes. Likewise, a
consumer may have a relatively more abstract or concrete mindset in approaching a decision. In a series of studies, we find that choice
is a function of consumer mindset such that individuals with an abstract mindset tend to prefer products that dominate on abstract benefits
and individuals with a concrete mindset tend to prefer products that dominate on concrete features.

Differential Impact of What is Available and What is Inferred:
Promotional Element Salience Effect in Reference Price Promotions

Igor Makienko, Louisiana State University

Conceptual Background
In reference price promotions, consumers are usually exposed to a sale price and a reference price or to a reference price and a discount

(we do not investigate situations with all three elements). Thus, savings are presented either directly, in the form of an explicit discount,


