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This research shows the direct experience of heavy objects influences unrelated judgments such as stress or importance. In two

studies, we show carrying heavy objects lead people to feel that an upcoming presentation more stressful, and a subject more

important. More importantly, we found that a reciprocal effect from “stress to heavy” but not for “importance to heavy”, which

supports our proposition that the spill-over effect of “carrying weight” might be explained with different mechanisms, that is, a

common physiological state shared by experiential incidents such as feeling stressful versus primarily semantic links for abstract

concept such as importance.
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negative terms has been shown to affect taste evaluations (Levin and Gaeth, 1988) and more recent work by Hoegg and Alba (2007),
demonstrates that verbal labels (brand names) can influence taste discrimination. Miller and Kahn (2005) also show that manipulating the
typicality and specificity of color and flavor names affects hedonic ratings and ultimately consumer choice decisions. Although verbal
labels have been shown to affect the perception of various sensory attributes (i.e. color, flavor etc.) no research has investigated the effect
that verbal names of olfactory attributes have on consumer product evaluations.

Work in psychology, however has illustrated the general malleability of odor perception and shows that indeed, semantic framing
of a scent can strongly shape a person’s perception. The same odor stimuli labeled with a positively or negatively valenced label evokes
different hedonic ratings (Herz and von Clef, 2001). For example, the scent of pine needles is rated more pleasant when it is labeled
“Christmas tree” compared to when it is presented again to the same subject but labeled “spray disinfectant”. Based on this work and
findings in consumer research, it is reasonable to hypothesize that the perception of a scented product can be influenced by semantic
framing. The work presented here seeks to investigate the effect that changing the descriptiveness of the label given to a scented product
has on the overall evaluation of the product.

To test this, a study was conducted in which participants evaluated six different commercially available scented candles. The stimuli
were prepared by placing shavings from each candle into 2 ounce plastic cups which were then covered with a lid. Participants were
randomly assigned to one of two descriptive label conditions: concrete label condition (e.g. rose) or abstract label condition (e.g. soft
floral). Each subject evaluated three candles whose primary odor characteristics were familiar to participants (cinnamon, rose, and powder)
as well as three candles whose primary odor characteristics were unfamiliar (citronella, jasmine, and honeysuckle). Pretests were
conducted to determine scent familiarity. After smelling each candle, participants made various hedonic evaluations as well as willingness
purchase ratings.

Results of the study indicate that verbal labels do influence overall product judgments; however the effect is moderated by odor
familiarity. For familiar scents, participants’ hedonic ratings were significantly higher when the scent was labeled with an abstract name
as compared to a concrete name. However, when the characteristics of the odor were unfamiliar, hedonic ratings were reversed such that
odors were evaluated more positively when labeled with a concrete name as compared to an abstract name. A similar pattern of results
was also seen with willingness to purchase measures.

In summary, the results from this work demonstrate that scent perceptions are in fact malleable. Whether or not the changes in hedonic
judgment are a result of changes in the actual perception of the sensory information needs further investigations. In subsequent studies,
we will attempt to understand the mechanisms that underlie these changes in scent evaluations.
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Cross Physical Sense: How Weight Influences Consumer Stress and Importance Rating
Meng Zhang, Chinese University of Hong Kong, Hong Kong, China

Xiuping Li, National University of Singapore, Singapore

Weight is an integral part of consumer sensory perception, and a central attribute in product design. For example, to make laptops
feel less heavy, colors like white or silver are often used. The location of cookie images on a package could be used to influence how
consumers perceive the weight of cookies, which in turn, influence their evaluations of the package (Deng and Kahn 2009).

However, prior consumer research on weight concept has been largely focused on how sensory experience in the other domains
influences judgment of weight. In this research, we propose that consumers’ physical experience of carrying heavy objects (e.g., carrying
a bag of groceries) can influence judgments “irrelevant” to the weight perception. Further, we propose that the experience of carrying heavy
weight might influence judgments across domains by two routes (1) activating a physiological state shared by the physical sense of heavy;
(2) activating the associated semantic concepts that linked to the weight concept. These two routes, in turn, determine whether these effects
are reciprocal: When there is a shared physiological state, the effects are more likely to be bi-directional than when only semantic links
are shared.

Specifically, in this study, we investigate how carrying weight influences the judgment of stress and importance. We choose to work
on these two kinds of judgments based on the following justifications. First, in daily language, there is ample evidence that we often use
sensory experience of weight to describe and understand the emotional experience of stress (heavy steps; my sprits sunk) and the abstract
concept of importance (heavily weighted). These may reflect a co-activation of these constructs in our mind. Second, judgments of stress
and importance might be differentially linked to “heavy” via one of the above-mentioned routes: Stress, as a basic emotion, is associated
with physiological reactions; importance, on the other hand, is primarily a semantic construct. Therefore, these two concepts are good
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candidates to help us test our theorizing. We predict that for judgments shared a physiological base (i.e., “heavy” and “stress”),14 the effects
are more likely to be reciprocal, however, for the condition when one judgment is physiological (i.e., “heavy”), but the other is an abstract
concept (i.e.,“important”), the effects are more likely to be uni-directional (from “heavy” to “importance”). This is because that prior
research has found that it is relatively earlier for a physical experience to have effects on an associated abstract concept than the other way
around (Boroditsky 2000).

Two experiments were conducted to test our predictions. Experiment 1 provided the first investigation of our hypotheses whereas
experiment 2 (on going) further examined the underlying mechanism. Two hundred and fifty-two participants participated in experiment
1. It had a 4 (Prime: Heavy, Stress, Importance, Control, between subjects) x 3 (Target: Heavy judgment, Stress judgment and Importance
judgment, within subjects) mixed design. Upon arrival, participants were told to take part in two unrelated tasks. For the first task,
participants in the heavy perception condition were asked to carry a shopping bag with three bottles of water (1.8L each).15 In the stress
condition, participants were asked to recall and briefly describe an event that they felt very stressed, whereas in the importance condition,
participants were asked to recall a very important decision they made. In the control condition, participants only completed the second
task.

After the first task, participants were given a questionnaire set composed of three tasks: weight estimation, stress levels and important
rating (the order was counterbalanced). In weight estimation task, participants estimated the weight of a package (2-item: on a 9-point scale
and actual weight estimation in grams). For task related to stress judgment, they were asked to indicate how stressful thinking about class
presentation made them feel (on a 9-point scale; 3-item: not at all/very stressful, worried, pressured). For importance judgment,
participants needed to rate the importance of a new course on general education (on a 9-point scale; 3-item: not at all/very important,
critical, crucial)

The items on stress (α=.87) and importance (α=.91) were averaged. ANOVAs for repeated measures were performed using the
averaged ratings on stress and on importance, and subjective weight judgments as dependent variables. The results supported our
hypotheses. Data revealed a main effect of judgment types, qualified by the two-way interaction (ps <.001). A closer examination of data
showed that carrying a heavy bag, as compared to control condition, had an effect on all judgments in the second questionnaire: participants
reported a higher weight estimation (M =6.11; 1134.92 g; Mcontrol=5.30; 603.49g), felt more stressful towards an event (M =6.70;
Mcontrol=6.13) and rated a new subject more important (M =6.07; Mcontrol=5.13; ps< .001). Recalling a stressful event, as compared to
control, had significant effects on weight judgment (M =6.05; 776.30; Mcontrol=5.30; 603.49) and stress feelings (M =6.82; Mcontrol=6.13;
ps <.001), but not on importance (M =5.20; Mcontrol=5.13; p>.1). Finally, importance prime only had effects within the same domain of
importance rating (M =5.84; Mcontrol=5.12, p<.01), but no effects on the other two domains (weight judgment: M =5.37; 621g ;
Mcontrol=5.30; 603g; Stress feeling: M =6.42; Mcontrol=6.12, p >.1). In other words, these results showed that (1) all the concepts had
significant influences within their own domain, consistent with the predictions of priming literature; (2) as we expected, physical sense
of carrying heavy objects led people to feel more stressful, and regarded a subject as more important; (c) The link between “heavy” and
“stress” were reciprocal, whereas between “heavy” and “importance” was more uni-directional.

In the second experiment (on going), we examined the underlying mechanisms of the asymmetric findings further. If, as we argue,
the bi-directional effects depend on whether a physiological state is shared between two domains, then inducing participants with a
“physical focus” vs. “thinking focus” should moderate the effects. Specifically, instructing participants to focus on their “physical
experience” when doing the task should strengthen the effects between heavy and stress in both directions; however, instructing
participants to focus on their “thoughts” should strengthen the effects of “heavy” on “importance”. No other effects were predicted. Our
on-going experiment 2 had provided some initial support to these predictions.
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Counteractive Construal in Consumer Goal Pursuit
Ying Zhang, University of Texas at Austin, USA

Szu-Chi Huang, University of Texas at Austin, USA
Susan Broniarczyk, University of Texas at Austin, USA

The present research explores a self-control operation, namely counteractive construal, that helps consumers resolve the conflicts
between an important goal and a short-term temptation by altering the construal of the temptation. We propose that when experiencing
a self-control conflict, consumers intentionally construe temptation as more damaging to the attainment of a long-term goal, and use these

14They might also share some semantic links.
15A pilot test shows that participants would regard this bag as heavy.


