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Prior research has demonstrated that gestalt characteristics of an extended affective experience – such as the peak, end, and trend of its

hedonic profile – heavily predict its retrospective, global evaluation. The present investigation explores how stimulus novelty

moderates the importance of these characteristics. It is proposed that immediate global evaluations of familiar experiences rely heavily

on gestalt characteristics, but these characteristics fade in importance for delayed evaluations. In contrast, for novel experiences,

gestalt characteristics become more important in determining delayed vs. immediate global evaluations.
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Furthermore, at the end of the five-day experiment, participants were asked to take part in another short, unrelated experiment with a
different experimenter. They first completed several filler questionnaires which were intended to make the concept of the games less
salient. Next, they were asked to choose between several activities, one of which was the game they had played during the previous five
days. The results indicated that participants chose this option at a greater probability than would be predicted by chance and at a higher
level than participants in the other condition.

Experiment 2 tested getting begets wanting in the context of napping behavior. Participants were randomly assigned either to take
a nap for 15 minutes per day for four of eight days, or to think about taking a nap for eight minutes on each of eight subsequent days. This
control condition equated the concept of napping as activated mentally. Results indicated that participants in the “actual-napping”
condition thought more about napping, were more satisfied and enjoyed the experiment more as the days went by than did participants
in the “think-about-napping” condition. This method provides a stronger test of the getting begets wanting theory than that in experiment
1: the control group in this study rules out the possibility that merely thinking about an activity is sufficient to increase subsequent
motivation for an action or event. Only actually getting (i.e. becoming satiated) increases subsequent wanting.

Experiment 3 tested getting begets wanting in the context of reading the news. Participants were randomly assigned to one of three
conditions, two of which were control conditions. Participants in the experimental condition completed an initial questionnaire regarding
their news-related behaviors. Next, they were asked to read the top 10 news stories on a popular news website every day for a two week
period. Participants in a monitoring condition similarly completed an initial questionnaire, but they were then asked to keep a daily diary
of their news-related behaviors. Participants in the second condition completed only post-experimental measures (as a no-treatment
control). At the end of the two-week period, all participants were asked about their news-related behaviors over the previous two weeks.
Results indicated that participants who were randomly assigned to consume news were later more involved in consuming the news at the
end of the two week period, compared to participants assigned to monitor their news-related behaviors and participants in a control group.
Relating directly to the tenets of the getting-begets-wanting model, participants in the condition assigned to consume news later considered
themselves to be more of a “news junkie” than did participants in either control group. In short, consuming news makes people want to
consume more news in the future.

There were several benefits of this study over the previous two studies. First, we tested the getting begets wanting theory in a new
domain. Second, we tested against a control condition that was also tracking participants’ ‘getting-related’ behaviors (control condition
1), but we were not manipulating those. Instead, this control condition group was high in monitoring, as was the group who was in the
getting condition, but the former also consumed more media overall, which in our model should stimulate the wanting response. Third,
we tested whether a more generalized motivational state arose after daily consumption of news.

The results of all three studies supported the getting begets wanting theory: that getting people to engage in an activity leads them
to want to perform the activity more over time. We expect that the reason the getting begets wanting theory works is because of the
expanded time horizon in human beings, known as the “extended now.” This model is also expected to apply to changes in appetitive
desires, such as those for sex, alcohol, food, money, and gambling, as well as to consumer behaviors such as being a sports fanatic, cooking,
and running.
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Remembering What Was New: The Role of Stimlus Novelty in Retrospective Evaluation of
Experiences

Rajesh Bhargave, University of Pennsylvania, USA
People harvest their past experiences through memory. For instance, a pleasurable wedding provides memories that can be enjoyed

over a lifetime of reminiscence. Conversely, memory of a stressful medical procedure imparts valuable lessons that guide future choices.
Though we regularly draw on our memories, we can only remember the gist of the past, and this limitation impacts how we form evaluations
of past experiences. When people form a retrospective evaluation they rely on a series of snapshots of important moments in an experience
rather than an integration of all moments in the experience (Fredrickson and Kahneman 1993). According to this snapshot model, the most
important gestalt characteristics of an experience are its peak, end, beginning, trend, and rate of change for the affect derived from the
experience (Ariely 1998; Hsee and Abelson 1991; Kahneman et al. 1993; Schreiber and Kahneman 2000).

Service providers are particularly interested in people’s global evaluations of experiences, because consumers rely on these
evaluations when deciding whether to repeat experiences. Many service experiences are composed of discrete moments that are aggregated
together to form a sequence, resulting in a partitioned experience (Ariely and Zauberman 2000; 2003). The discrete moments in a
partitioned experience differ not only in their placement in time and their affective intensity, but also in the particular stimuli they are
associated with and the specific emotions they evoke. For example, vacations include various activities that generate different moods, and
dental appointments include procedures that vary in their form of discomfort. In this paper I ask, how do people arrive at an immediate
global evaluation of these partitioned experiences, and how do they remember these experiences after a passage of time?

I argue that the level of familiarity people have with affectively-charged stimuli impacts their immediate, global evaluation of
partitioned experiences and their later, retrospective evaluations. I propose that when people are familiar with the stimuli in a partitioned
experience, they are able to perceive the discrete moments in a partitioned experience as a whole, resulting in a global evaluation heavily
predicted by online ratings. However, when remembered after a delay, these mundane experiences assimilate to prior experiences in the
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stimulus domain, resulting in devaluation of actual experience and over reliance on category knowledge (see Tulving 1972). In contrast,
novel experiences exhibit a different hedonic calculus over time. In forming an immediate, global evaluation, people are less able to
integrate the moments in a novel, partitioned experience. However, after a delay, they are able to integrate the experience because this
greater temporal distance is associated with more holistic processing (Liberman and Trope 1998). Thus, I predict that for novel
experiences, gestalt characteristics of the experience become more important in determining remembered utility over time, but for
mundane experiences, gestalt characteristics of the experience become less influential over time.

The proposed mechanism has some preliminary support in the literature. Ariely and Carmon (2000), and Ariely (1998) show a muted
effect of peak pain on retrospective evaluation when the focal experience is one of many such encounters with the stimulus domain. In
their study, participants were long-term patients in a bone marrow transplant unit. These patients were asked to report overall evaluations
of the pain experienced during a medical procedure. Long-term patients tended to provide retrospective evaluations that were based less
on their online ratings of the focal experience. While these authors did not test the role of stimulus familiarity directly, their results would
suggest that new patients in this unit would have a different evaluation process than long-term patients.

I tested the proposed mechanism with a controlled experiment. Participants were asked to listen to five aversive sounds for a total
duration of five minutes. While listening to the sounds, participants provided their real-time ratings of the pleasure or displeasure they
derived from listening to the sounds. As a between-participants manipulation, some participants listened to a mundane ‘jackhammer’
sound and others listened to a novel ‘electric surge’ sound at the final position of the five-sound sequence. These two sounds were selected
to be the most unpleasant sound of each set. These peak sounds were pre-tested and validated with the same participants for perceived
familiarity; the jackhammer sound was much more familiar to participants than the electric surge sound, though these two sounds were
rated as equally aversive. After listening to all sounds, participants provided a global evaluation of the experience. Two days later, they
were e-mailed and asked to provide another retrospective evaluation of the five-sound sequence. The results demonstrated that participants
who listened to the mundane jackhammer sound as their peak sound tended to report global evaluations that were heavily determined by
this peak. However, after a delay, their retrospective evaluations did not depend on their online evaluations of the peak, as would be
predicted by the snapshot model. In contrast, participants who listened to the novel electric surge sound as their peak sound tended to report
global evaluations that were not based on online ratings. However, after a delay, their retrospective evaluations were heavily predicted
by their online evaluations.

Findings from this first study motivate further work on the role of stimulus novelty in retrospective evaluations of experience. In
addition to testing the proposed mechanism for partitioned experiences, this research aims to address more broadly how consumers
evaluate experiences they are already familiar with. This issue is relevant to marketers, because consumers regularly encounter the same
experiences over and over again. For instance, a consumer may frequent the same restaurant, barber shop, and website. How might such
a consumer arrive at a global evaluation of each repeat experience? Would the evaluation process for a familiar experience differ from
that for the first encounter, when the experience was fresh, unfamiliar and novel? Further research will tackle these and other questions.
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Sources of Brand Personality: A Survey of Ten Brands
Natalia Maehle, Norwegian School of Economics and Business Administration, Norway
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A brand, like a person, can be characterized as being “dependable”, “lively”, “exotic” or “old fashioned”. Brand personality is defined
as the set of human characteristics associated with a brand (Aaker 1997). Aaker developed a measurement scale of brand personality
consisting of five dimensions and 42 traits. This scale, or parts of it, has been used in a number of studies of consumer behavior (e.g. Okazaki


