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Recent research indicates that unconscious thought may circumvent many of the problems resulting from the limited processing

capacity of conscious thought.  Although some light has been shed on the limitations of these benefits, at present little empirical

investigation offers insight into how the unconscious might improve certain tasks.  This research investigates one possible source of

the ability of the unconscious to consolidate information by replicating the results of a temporal construal experiment.  The results

provide evidence for the hypothesis that unconscious thought operates by processing information at an abstract level, which supports

some recently proposed limitation of unconscious thought.
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Promotion: impacting the creative design of advertisements emphasizing individualism or collectivism; impacting point-of-purchase
displays that influence consumer behavior at the moment of product selection

Given the substantial theoretical and managerial implications presented by this paper’s findings, it is the hope of the author that future
research exploring the perceived relationships among products/services and measured/manipulated differences in consumers regarding
their perception and maintenance of such relationships is pursued.

Selected References
Aaker, Jennifer L., Durairaj Maheswaran. The effect of cultural orientation on persuasion. Journal of Consumer Research.

Gainesville: Dec 1997. Vol. 24, Iss. 3; p. 315.
Gardner, Wendi L, Gabriel, Shira, Lee, Angela Y. “I” value freedom, but “we” value relationships: Self-construal priming mirrors

cultural differences in judgment. Psychological Science. New York: Jul 1999. Vol. 10, Iss. 4; pg. 321, 6 pgs.
Monga, Alokparna Basu and Deborah Roedder John (2007), “Cultural Differences in Brand Extension Evaluation: The Influence of

Analytic versus Holistic Thinking,” Journal of Consumer Research, 33 (March), 529-36.
Mourali, Mehdi, Michel Laroche, Frank Pons. Individualistic orientation and consumer susceptibility to interpersonal influence. The

Journal of Services Marketing. Santa Barbara: 2005. Vol. 19, Iss. 3; pg. 164, 10 pgs.
Oyserman, Daphna, Heather M. Coon, Markus Kemmelmeier. Cultural psychology, a new look: Reply to Bond (2002), Fiske (2002),

Kitayama (2002), and Miller (2002) Psychological Bulletin. Washington: Jan 2002. Vol. 128, Iss. 1; p. 110.
Singelis, Theodore M. The measurement of independent and interdependent self-construals. Personality and Social Psychology

Bulletin. Thousand Oaks: Oct 1994. Vol. 20, Iss. 5; pg. 580.

How Does the Unconscious “Think”?
Nelson Amaral, University of Minnesota, USA

Research indicates that when consumers’ information processing capacity is limited (e.g., people operate under time pressure), their
reliance on normative conscious processing can result in less optimal decisions than if people use a heuristic processing strategy (Payne,
Bettman, & Johnson, 1988). This has been attributed to the fact that more elaborate and normative conscious strategies work well only
if one is able to take all of the information into account. Extending on this, it also follows that even if external factors do not limit people’s
processing capacity, individuals’ decisions about complex stimuli (e.g., individuals’ choice of a vacation destination from a set where all
destinations are described on many dimensions) still may not be optimal because of inherent limitations in human’s processing capacity.
Indeed, it is estimated that the conscious mind can process only about 40-60 bits of information per second (Wilson 2002), whereas the
processing capacity of the entire human system (i.e. conscious and unconscious processing) is 11,200,000 bits per second (Dijksterhuis,
2004).

Due to people’s limited processing capacity, when individuals are presented with a great deal of information in a relatively short
period of time, much of the information that is represented in memory is likely to be poorly organized. That is, individual pieces of
information are inadequately associated and integrated. Interestingly, recent findings suggest that unconscious thought may circumvent
such problems (Dijksterhuis, 2004; Dijksterhuis, Maarten, Nordgren, and Van Baaren, 2006; Payne, Samper, Bettman, and Luce 2008).
At present little empirical investigation offers insight into how the unconscious might perform such consolidation. The current research
aims to address this question by drawing on recent evidence that potentially sheds some light on the kind of processing that the unconscious
employs.

This evidence comes from a recent report, which indicates that when people are in positions of high social power, the decisions they
render based on conscious thought are similar to those made under conditions of unconscious thought (Smith, Dijksterhuis and Wigboldus,
2008). In light of research which shows that people in positions of higher power construe information in a more abstract (versus concrete)
way (Smith and Trope, 2006), the preceding implies that the unconscious may rely on fairly abstract cognition. To investigate this
possibility we sought to replicate the findings of Liberman, Sagristano, and Trope (2002), which found that participants planning a
camping trip farther into the future grouped the items they would pack into larger more inclusive groups. The results also indicated that
this was a result of thinking more abstractly about far future events than near future events. Our goal was to replicate the results of this
grouping task by using the manipulations of the original sets of experiments conducted by Dijksterhuis and his colleagues in which they
had participants read information about a set of related products and would subsequently either distract some participants or ask them to
deliberate for several minutes before making a judgment or choice about the products they had seen before the period of deliberation
(conscious thought) or distraction (unconscious thought). (Dijksterhuis, 2004; Dijksterhuis, Maarten, Nordgren, and Van Baaren, 2006).
Our goal was to investigate the following initial hypothesis:

H1: Compared to conscious thought, reliance on unconscious thought will prompt individuals to organize information into broader,
more inclusive groups. Thus, individuals who engage in conscious versus unconscious thought will both assign a set of items
to a larger number of groups overall and assign fewer items to each group that is formed.

We employed a single factor, between subjects design: thought condition (un/conscious). Participants were undergraduates who
entered a lab and were seated in individual cubicles or rooms. Participants were all shown the same list of 37 camping items from Liberman
et. al (2002) and asked to study the list for 2 minutes. Participants were told that the information would be used later for an unspecified
task. After two minutes passed, all lists were taken away.
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Two thought conditions were manipulated in the same manner as employed in studies by Dijksterhuis and his colleagues
(Dijksterhuis, 2004; Dijksterhuis et. al 2006). Specifically, in the conscious thought condition, participants were allotted 3 minutes to
“think about the list” they had just seen. Alternatively; in the unconscious condition, participants were given 3 minutes to solve a series
of anagrams that were unrelated to the listed items. After 3 minutes passed, all participants were provided a blank sheet of paper and asked
to write down as many of the items from the list as they could remember. In addition, they were instructed to place the items into groups
by drawing circles around similar items. Participants were allowed to take as much or as little time as they needed to perform the tasks.

Supporting our hypothesis, participants in the unconscious versus conscious condition formed larger, more inclusive groups.
Specifically, those in the unconscious condition created significantly fewer groups (p<0.01), and on average they assigned more items
to each group (p=0.01). An analysis of variance that included the total number of items recalled as a covariate confirmed that the difference
in both the number and size of the groups was not attributable to participants’ greater recall of the items in the conscious versus unconscious
condition (significance levels remained at p=/<.01). Further, no treatment differences emerged in the number of items that participants
accurately recalled, ruling out the possibility that these differences accounted for the outcomes. Finally, neither the number of groups
participants formed nor the number of items they assigned to each group differed as a function of the number of anagrams that participants
solved in the unconscious condition.

Overall, this study provides some important empirical insight into the “black box” of unconscious thought. Whereas work by Payne
et. al (2008) indicates that certain boundary conditions can limit the advantage of unconscious thought when rendering complex decisions,
the present research offers clues about why this might be so. Specifically, we found that compared to individuals who engage in conscious
thought, those who process information unconsciously construe data at a more abstract (versus concrete) manner. This implies that any
advantage offered by unconscious processing should be limited to contexts in which decisions are likely to benefit from abstract as opposed
to concrete cognition-an observation that nicely aligns with Payne et al’s (2008) findings. Our hope is that by gaining a better understanding
of how unconscious thought operates, we can not only better illuminate other boundary conditions that limit the advantage of unconscious
thought, but also better anticipate the precise kinds of decision and judgment tasks for which conscious or unconscious processing is best
suited.
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Exploring the Differential Nature of the Appeal of Visual Advertising to Consumers
Steven Andrews, University of Oregon, USA

Guangxin Xie, University of Massachusetts Boston, USA
David Boush, University of Oregon, USA

Two relatively new streams of research on consumer response to visual advertising, visual fluency and visual rhetoric, suggest that
consumers rate visual advertising that is more pleasing to process as more appealing, presumably leading to some advantage in terms of
persuasive impact. Both these streams of research adhere to the ideas of Scott’s (1994a; 1994b) reader response theory. Reader response
theory sought to conceptually link the psychology of the consumer with the attributes of the ad text. Thus, the intention of the author and
the response of the reader were connected by shared cultural knowledge, and highly agile, culturally aware, and sophisticated critical
readers derived as much (or more) meaning from contextual cues as from the form of the text itself. Thus, aesthetic judgments revolving
around the processing of visual information occur primarily through the mental experiences of the person perceiving the visual
information.

Visual fluency is defined as the ease or difficulty in which image information can be processed (Winkielman, Schwarz, Reber and
Fazendeiro, 2003). Research on visual fluency, derived from research on affect as information (Schwarz and Clore, 2006), suggests that
ads which are visually rich yet easy to process cognitively are more appealing to consumers. In contrast, research on visual rhetoric
(McQuarrie and Mick, 2003b) in advertising shows that consumers both like and remember ads with rhetorical communication devices
such as metaphors and puns to a greater extent. Visual ads containing rhetorical communication devices tend to be simpler visually, e.g.
they may contain more white space (Pracejus, Olsen and O’Guinn, 2006) or they may contain two distinct elements juxtaposed together
(Phillips and McQuarrie, 2004), yet slightly more complex cognitively. Therefore the point of divergence between these two streams of


