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positive self-evaluation or higher self-esteem. Therefore, we hypothesize that each of these branches and the overall EI will positively
influence self-esteem.

Method
A total of 152 students (68 females and 79 males) from a southwestern university completed an online study in a controlled

environment (lab) for extra credit. The online study included ability measures of EI (MSCEIT 2003 and CEIS 2008), impulse buying (Rook
and Fisher 1995), self-esteem (Rosenberg 1965), personality (TIPI) and general demographics. The subjects had 50 minutes to complete
the survey and the order of the questions was randomized.

Results and Analysis
To compare the CEIS’s and MSCEIT’s effects on impulse buying and self-esteem, we compared bivariate correlations between EI

scores computed by each of those scales, impulse buying and self-esteem. Both EI scales significantly predicted impulse buying and self-
esteem and the correlations weren’t statistically different. We also used separate hierarchical regression analyses with personality added
at step 1 and CEIS (regression 1) or MSCEIT (regression 2) in step 2. When this was used to predict impulse buying, CEIS significantly
added variance over and above personality (β=-.18, ∆R2=.03, both p<.05), whereas MSCEIT did not. Both CEIS and MSCEIT added
significant variance over personality when used to predict self-esteem.

In order to look at the relationship between impulse buying and EI, and self-esteem and EI, we created a combined EI-index created
by the mean of normal scores from CEIS and MSCEIT. A hierarchical regression analysis was done with impulse buying or self-esteem
as the dependent variable. EI negatively and significantly predicted impulse buying behavior (β=-.21, ∆R2=.04, both p<.05) and self-
esteem (β=.25, ∆R2=.06, both p<.01) over and above the influence of personality variables.

To test our hypotheses related to the branches of EI, experience and reasoning area-scores obtained from MSCEIT and CEIS were
normalized and averaged to form a combined index. Then, those experiential and reasoning area scores were used as independent variables
in the regression equation to predict the impulse buying and self-esteem. The experiential area predicted impulse buying (β=-.21, p<.05),
whereas the reasoning area did not (β=-.08, ns). The reasoning area predicted self-esteem (β=.27, p<.01), whereas the experiential area
did not (β=.09, ns). The results support our hypotheses.

Conclusion
This study was the first attempt to examine incremental, measurement and criterion validity for emotional intelligence in consumer

research. Our results suggest that CEIS predicted impulse buying slightly better than MSCEIT over and above the effects of personality.
EI, as a construct, significantly and incrementally predicted both impulse buying (negatively) and self-esteem (positively) over

personality. At the branch level, the experiential area of EI was significant in predicting impulse buying and the reasoning area of EI was
significant in predicting self-esteem. Our results suggest that consumers might activate different functional areas of emotional intelligence
while engaging in consumer behaviors or decisions particularly those in which emotions play an important role.
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and innovative ideas, and a wide variety of behaviors with respect to the environment. We find ample evidence to suggest that consumer
innovativeness may help bridge the attitude-behavior disconnect by providing an important mediating effect between environmentally
conscious attitudes and behaviors.

Why is Predicting Behavior so Difficult?
There is currently a disconnect between consumers’ environmental attitudes and behaviors. Marketing decision-makers need

evidence that a distinct segment of consumers, making up a substantial number of individuals, will act on their pro-environmental attitudes.
Executives understand that it’s not enough for customers to say they want green products; they need to “walk the walk” and actually choose
these options over other alternatives. The primary purpose of this study is to take a step toward closing this disconnect; we find that
innovativeness may be the vehicle by which we can do this.

Why does this disconnect occur at all? Perhaps we should not be surprised. Years of attitude research demonstrate that attitudes don’t
necessarily align with behavior. With regard to the environmental attitude-behavior link, there are a few additional barriers to behavior.
One impediment is of our own making. Consumers may counterargue against green claims because of reports of widespread green-
washing. Almost one-fourth of American consumers say they have “no way of knowing” if a product is green or actually does what it claims
(Center for Media Research 2009). Because of this, some consumers rely increasingly on third party certifications to determine if a
company actually lives up to its green claims (Zmuda and Parekh 2008).

If we assume that green-washing is not the sole culprit, what other impediments make it sometimes difficult for consumers to translate
their pro-environmental attitudes into action? Some consumers cite factors in the immediate purchase environment, such as cost and
availability (Mintel 2006). Consumer researchers have found a myriad of other constructs that have impacted pro-environmental behavior,
such as feelings of empathy (Lee and Holden 1999), perceptions of morality (Borgmann 2000; Caruana 2007), lifestyles (Gilg, Barr, and
Ford 2005), gender identity (Dobscha and Ozanne 2001), perceptions of risk (Böhm and Pfister 2008; Lee and Holden 1999), social
connectedness (Dolan 2002), demographics (Im, et al. 2003, Hough 2007) and, not surprisingly, price (cf., Anonymous 2008).

Why Innovativeness?
While the issue of environmentalism is not new, for many consumers the specific actions available to them should they wish to

ameliorate ecological problems are. Thus, we believe a focus on how consumers come to terms with new and innovative ideas and
behaviors will provide greater predictive utility, above and beyond attitudes alone, to our model. Generally speaking, consumer
innovativeness is a consumer’s predisposition to seek out and be accepting of “new products and brands rather than remain with previous
choices and consumption patterns” (Steenkamp, Hofstede, and Wedel 1999). Innovativeness is derived from a consumer’s own personality
and cognitive style (cf., Goldsmith and Hoffacker 1991, Midgley and Dowling 1993). Researchers propose that we can best describe
innovativeness as a generalized predisposition to try new products (Im, Bayus, and Mason 2003). These researchers suggest that innovative
consumers are generally more accepting of risk, are eager to try new things, and like to share their discoveries with others (Im, et al. 2003).
For most consumers, environmentally responsible behaviors and green products are new. Therefore, within this scope, a willingness to
enact these new behaviors and try these new products are innovative actions for these consumers.

Consumers can express their concern for the environment with a wide variety of different behaviors, from recycling their newspapers
to riding a bike to work. We also believe that a more generalized characteristic of acceptance of risk and willingness to try new things is
in sync with a broad inventory of pro-environmental behaviors. Therefore, when we provide consumers with a variety of behavioral
choices (rather than a fixed set of choices), we believe that global consumer innovativeness will provide a useful vehicle by which we can
better understand how consumers might proceed through the process of turning their pro-environmental attitudes into pro-environmental
behaviors.

In brief:

H1: environmentally relevant attitudes will positively impact environmentally relevant behaviors

H2: global consumer innovativeness will positively impact environmentally relevant behaviors

H3: environmentally relevant attitudes will positively impact global consumer innovativeness

Taken together, we predict that environmentally relevant attitudes will impact global innovativeness which will in turn impact
environmentally relevant behaviors. This suggests a meditational impact of global innovativeness on environmentally relevant behaviors.

Method
1443 adult consumers from an online consumer panel filled out a series of measures, including environmental attitudes (Dunlap, et

al. 2000), global innovativeness (Tellis, et al. 2003), and behaviors (MacDonald and Oates 2006). All measures achieved high levels of
reliability.

Results
Attitudes Impact Behaviors(H1). The attitudes measure that we used had three primary dimensions: Affinity for New Ideas, Nature

Rules, and Humans Rule. We regressed environmentally relevant behaviors on the three environmental attitudes. The overall model was
significant (F(3, 1439)=53.933, p<.0001) as was the effect of Nature Rules (t=6.732, p<.0001) and Humans Rule (t=-5.555, p<.0001). H1
largely supported.

Global Innovativeness Impacts Behaviors (H2). The innovativeness measure we used also had three primary dimensions: Affinity
for New Ideas, Early Adopter, and Distrust of New Products. We regressed environmental behaviors on global consumer innovativeness
and found that the overall model was significant (F(3,1439)=73.071, p<.0001) as were two of the three innovation dimensions. Affinity
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for New Ideas was strong and positive (t=13.843, p<.0001) and Early Adopter was significant and negative (t=-3.268, p<.001). Further
analyses revealed a strong correlation between these two constructs and that most of the impact was due to Affinity for New Ideas. H2
partially supported.

Attitudes Impact Innovativeness(H3). We regressed Affinity for New Ideas dimension on the three dimensions of the NEP scale. The
overall model was significant (F(3,1439)=77.937, p<.0001) and each of the dimensions was significant. Specifically, Nature Rules was
significant and positive (t=15.060, p<.0001), Humans Rule was significant and positive (t=8.326, p<.000), and Growth Limits was
significant and negative (t=-4.661, p<.0001). H3 largely supported.

Innovativeness Plays a Mediational Role. We performed a 3-part test of mediation (Baron & Kenney 1986). The first two steps are
described above. In the third step, we regressed pro-environmental behaviors on Nature Rules, Humans Rule, Growth Limits, and Affinity
for New Ideas. In order for mediation to occur, the effects of the other variables must be significantly reduced and the effect of Affinity
for New Ideas has to be strong. This is exactly what occurred. Specifically, the overall model was strong and significant (F(4,1438)=96.697,
p<.0001), the only significant effect of attitudes was Humans Rule (t=-8.843, p<.0001), and importantly, the strength of Affinity for New
Ideas increased (t=14.225, p<.0001).

Conclusion
Innovativeness plays an important role in helping to bridge the divide between environmental attitudes and environmental behaviors.

Indeed, the primary driver of the process is the concept of Affinity for New Ideas. This indicates that it is this consumer who is most open
to and accepting of new ideas that will be at the forefront of this new consumer movement.
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Effects of Model Body Size and Product Price on Advertising Effectiveness, Purchase
Intention, and Body-Related Behaviors
Maxim Polonsky, University of Connecticut, USA
Ioannis Kareklas, University of Connecticut, USA

Marketers claim that thin models are very efficient in selling products (Gillian 2000). Although women generally feel thin fashion
models are more elegant and interesting (Martin et al., 2007), research findings on exposure to thin models and advertising effectiveness
are mixed. Dittmar and Howard (2004) have shown that while the exposure to thin ideals in ads may harm an individual’s body esteem,
there is no difference between thin and average-size models in terms of advertising effectiveness (i.e. product and ad evaluation, and
purchase intention). On the other hand, it can be argued that after exposure to ads featuring thin models, women may feel worse about
themselves, while actually feeling better about the brands and products advertised. In addition, research findings show that consumers
generally associate thin with happiness, desirability, and status (Tiggermann 2003).

When asked about the most important aspects in women’s life, approximately fifty percent of American females indicate their shape
and weight (The Downing Street Group, LLC 2007). Especially for young women, pressures to be thin contribute to lower self-esteem,
body image disturbances, and eating disorders, with as many as fifty percent of undergraduate females expressing body dissatisfaction
(Bearman et al., 2006). Media exposure has been shown to affect womens’’ body esteem by a vast variation of a “thin is in” message.

Research shows that between 1970–1990, the emphasis on fitness increased, and the body shape of models tended to become thinner
(Guillen and Barr 1994). A content analysis of popular fashion magazines from 1959 to 1999 found a significant decrease in models’ body
sizes during the 80s and 90s (Sypeck et al., 2004). For example, Botta (1999), found that exposure to thin body sizes had an influence on


