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We propose a motivation-emotion matching hypothesis: for consumers facing a self-control conflict, abstract emotions (e.g., pride)

monitor the pursuit of high-order goals, whereas concrete emotions (e.g., happiness) monitor the pursuit of low-order temptations. In

support of this hypothesis, we find an implicit association between emotions and goals (study 1). As a result, consumers experience

prolonged, abstract emotions following the pursuit of goals and short-lived, concrete emotions following the pursuit of temptations

(studies 2-3). In addition, abstract emotional terms cue the pursuit of goals, whereas concrete emotional terms cue the pursuit of

temptations (studies 4–5).
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SPECIAL SESSION SUMMARY

The Role of Emotions in Self-control Dilemmas
Anastasiya Pocheptsova, University of Maryland, USA

SESSION OVERVIEW
Consumer choices often involve self-control conflict between

options that are immediately tempting and options that serve long-
term goals. Though prior research has examined how consumers
deal with such conflict, the current session expands our understand-
ing of this topic by examining the role of emotions evoked by self-
control dilemmas that consumers face when pursuing health goals.
By looking at the role of emotions in self-control conflicts, the four
papers in the session raise several interesting questions that have
been under-researched in the literature. Do people experience
different type of emotions when they monitor pursuit of high-level
goals vs. low-level temptations? Do people experience negative or
positive emotions after resolving self-control conflict in favor of a
higher order goal? Do people experience different levels of guilt
when violating health goals during group vs. alone consumption?
Finally, is there a difference in experienced affect and subsequent
behavior when consumers strive to reach specific vs. abstract self-
control health goals. Taken together the questions examined in this
session bridge research on health consumption and emerging re-
search in the domain of the role of the emotions in self-control
conflicts to better understand consumer decision making.

The papers in this session study three important research
questions. First, Fishbach & Tal show that facing a self-control
conflict consumers experience abstract emotions (e.g. pride) when
monitoring a pursuit of high-order goals, but concrete emotions
(e.g. happiness) when monitoring the pursuit of low-order tempta-
tions. The authors further show that emotions associated with
higher-order goals are more prolonged, whereas affect experienced
following the pursuit of temptations is short-lived. Expanding on
this theme, Gal & Liu further examine feelings that people experi-
ence as a result of resisting temptation and following long-term
goals. In contrast to previous research that emphasizes positive
consequences of resisting temptation, the authors show that people
experience negative emotions (anger) and look at its effect on
consumption choices. Next, Pocheptsova et al. examine how mere
presence of others during self-control conflict affects the emotions
and choices people make. They find that due to heightened feeling
of guilt people tend to overestimate the calories they consume while
eating in a group setting (vs. alone) which results in more health
goal consistent choices later. Finally, Scott & Nowlis examine
difference in consumers’ health-goal pursuit based on the level of
specificity of the goals. The authors find that setting more specific
goals may lead to feelings of regret, guilt and over-consumption.

All papers in this session include multiple empirical studies
that test both the main propositions and the underlying mechanisms
of the proposed effects. Taken together, the papers examine emo-
tions evoked by self-control conflicts and explore the consequences
of such emotions on consumer choice. By looking at these issues
from four different angles, the session provides a more comprehen-
sive look at the role of emotions in self-control dilemmas. Further,
all papers in the session primarily focus the attention of empirical
studies in the domain of food consumption. It is well established
that despite the popularity of weight-loss programs, the public
focus placed on health, and the implementation of mandatory
nutrition labels of packaged foods, consumers continue to make
poor diet and lifestyle choices. Current session contributes to the
growing body of research that examines this issue and is expected
to attract audience interest at the conference for both researchers

that are interested in conceptual understanding of the role of
emotions in self-control dilemmas as well as researchers interested
in affecting consumers’ well-being in the domain of health con-
sumption.

EXTENDED ABSTRACTS

“The Motivation-Emotion Matching Hypothesis”
Ayelet Fishbach, University of Chicago, USA

Tal Eyal, Ben Gurion University, Israel
Positive emotions signal successful goal pursuit, and the

quality of the emotional experience depends on the type of goal a
person pursues (Dweck and Leggett 1988; Higgins 1997). Accord-
ingly, our research focuses on how distinct positive emotions signal
the successful pursuit of conflicting motivations in a self-control
dilemma. We argue that a self-control dilemma poses a conflict
between two goals that vary hierarchically: high- versus low-order
goals. In addition, emotions vary from abstract to concrete. These
two hierarchies correspond to each other, leading to what we term
as “the motivation-emotion matching hypothesis.” According to
this hypothesis, people associate high-order goals with abstract
emotions and low-order goals (or temptations) with concrete emo-
tions.

In support of our hypothesis, we find that individuals form
implicit between high- (vs. low-) order goals and abstract (vs.
concrete) emotions (study 1). Specifically, using an IAT (Nosek,
Greenwald and Banaji 2005), we find faster response times for
sorting affective and motivational concepts when participants use
one response key for either goals or pride stimuli and the other key
for either temptations or happiness stimuli, than in the incongruent
pairing condition, mapping one response key for goals or happiness
stimuli and the other key for either temptations or pride stimuli

Three predictions further follow from this hypothesis and
received support in our studies. The first pertains to the emotional
consequences of goal-pursuit. We find that regardless of the content
of the self-control dilemma, abstract emotions follow from carrying
out high-order goal-related behaviors, whereas concrete emotions
follow from carrying out low-order goal-related behaviors. For
example, consumers experience abstract emotions (e.g., pride, self-
worth) after choosing to eat healthy or choosing a highbrow news
magazine, and they experience concrete emotions (e.g., happiness,
joy) after eating unhealthy or choosing a lowbrow news magazine
(study 2). The second prediction pertains to the duration of the
emotional experience. We find that abstract and concrete emotions
vary in their duration. Although the elicitation of both types of
emotions is an immediate response to pursuing the corresponding
goal, abstract emotions are experienced for an extended period of
time, whereas concrete emotions are experienced for a brief period
of time. Specifically, participants who made a choice from a healthy
set of options felt proud for at least 20 minutes, whereas those who
made a choice from an unhealthy set felt happy for about five
minutes (study 3).

The third prediction states that the activation of emotional
terms cues the pursuit of the corresponding goal. We find that
priming abstract emotional terms (e.g., pride, self-worth) helps
people control indulgence compared with priming concrete emo-
tional terms (e.g., happiness, joy; study 4). In addition, priming
abstract emotional terms helps people persist on difficult academic
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tasks more than priming concrete emotional terms (study 5).
Together, the results of these five studies provide evidence that
distinct affective experiences monitor the pursuit of high-order
goals versus low-order temptations in a self-control conflict.

We discuss the implications of the motivation-emotion match-
ing hypothesis for self-control theory. Some previous research
attests that in a self-control conflict, low-order goals are more
“emotional;” that is, they involve representations that are more
arousing and consummatory than high-order goals (Loewenstein,
1996; Metcalfe and Mischel 1999). In contrast with that alternative,
we propose that low-order temptations are a source of concrete
emotions and high-order goals are a source of another type of
feeling-based experience that nonetheless “feels.” Our hypothesis
modifies self-control theory; it suggests the self-control conflict is
a conflict between motivations that are experienced differently
rather than a conflict between temptations that “feel” and goals that
do not. It implies that self-control success is not tied to putting
emotions aside but rather to tuning in to different emotional cues.

“What Movie Would You Watch with Your Salad? The
Implicit Emotional Consequences of Exerting Self Control”

David Gal, Northwestern University, USA
Wendy Liu, UCLA, USA

A great deal of research on consumer self-control shows that
yielding to temptation can lead to aversive emotions, such as
feelings of guilt and regret (e.g., Baumeister 2002; Giner-Sorolla
2001; Hoch and Loewenstein 1991). Conversely, research high-
lights that exerting self-control by resisting temptation results in
positive psychological consequences, such as an improved sense of
self-worth and a heightened self-concept (Dhar and Wertenbroch
2007; Khan and Dhar 2006). In the present research, we argue that
resisting temptation may also lead to aversive emotions. In particu-
lar, we argue that when individuals’ freedom to fulfill their desires
is thwarted by their need to act responsibly, the natural emotional
response is anger. Along with happiness, sadness, fear, and disgust
, anger is identified as one of the basic emotions (Ekman, Friesen,
and Ellsworth 1972). In general, anger can be defined as the
emotion that ensues due to a “conspicuous slight or frustration” of
the individual by another (Zajonc 1998). Previous research shows
that when the individual feels that his/her freedom is being re-
stricted, reactance and hostility ensues (Brehm 1966; Wicklund
1974). Building on this conceptual framework of anger, in this
research we propose that although anger manifest as psychological
reactance is typically assumed to arise from the restriction of an
individual’s freedom by others, it can also arise from the restriction
of an individual’s desires by their own sense of responsibility.
However, unlike when freedom of desire is restricted by another
person, in the case of yielding to one’s own sense of responsibility,
people may not readily identify the situation as anger-inducing.
Consequently, a person may not be able to consciously articulate
one’s emotional state as feeling angry; nonetheless, the affect of
anger will be displaced to and manifest itself in the person’s
subsequent actions. Further, to the extent the next contexts are more
readily recognized as anger-inducing, people may be able to report
their displaced feelings of anger and irritation.

Based on prior research showing that angry individuals tend to
evaluate anger-framed appeals particularly favorably (DeSteno et
al. 2004), our first experiment examined whether anger-framed
appeals would be evaluated more favorably by individuals that
resisted temptation. Moreover, we examined whether this effect
would apply to sadness-framed appeals and whether the effect
would be more pronounced among restrained eaters. Restrained
eaters are defined by their heightened sense of responsibility to
delay the immediate gratification of food in order to maintain or

lose weight. That is, restrained eaters have a particularly heightened
sense of responsibility to constrain their desires.

We found that restrained eaters became more favorably dis-
posed towards anger-framed messages after resisting temptation,
consistent with an anger emotional state. In contrast, unrestrained
eaters, for whom eating does not involve a conflict between one’s
desires versus sense of responsibility, did not become angry when
resisting temptation. This result provided insight into the process by
which anger is produced—specifically, the effect only occurs when
the tempting option is construed as a “vice,” and not being able to
have it is construed as a restriction on one’s free desire. Moreover,
we did not observe similar effects for sadness-framed appeals,
suggesting that the effect was specific to anger, rather than to a
generalized negative mood state.

Our second experiment examined how resisting temptation
affected participants irritation (a mild form of anger) at a persuasive
appeal that used controlling language. Further, experiment 2 exam-
ined whether expressing anger can attenuate displaced anger evoked
by resisting temptation as suggested by prior research showing that
explicit anger-expression tends to attenuate suppressed anger (Gross
2006). We found that participants given the opportunity to express
anger in an unrelated task after resisting temptation expressed less
irritation at the persuasive appeal than those not given such an
opportunity. No such difference was found among participants that
yielded to temptation, suggesting that anger was evoked by resist-
ing temptation and attenuated by the anger expression task.

Our third experiment extended the findings of the first two
experiments to a consumer context where the task following the
self-control task was not itself anger-provoking. In particular,
experiment 3 found that participants that resisted temptation (chose
an apple over a candy bar) before rather than after choosing movies,
were more likely to choose anger-themed movies. A similar effect
was not observed for individuals yielding to temptation, suggesting
that the act of resisting temptation led to the increased choice share
of anger-themed movies.

“Food Consumption in the Presence of Others”
Anastasiya Pocheptsova, University of Maryland, USA

Sara Freiberg, Yale University, USA
Ravi Dhar, Yale University, USA

Consumers frequently face self-control dilemmas when mak-
ing food consumption choices: should I order a fruit salad or a
chocolate cake for dessert? should I cook a healthy meal at home or
go out for dinner? Oftentimes a resolution of such self-control
conflicts towards temptations results in experienced feelings of
guilt which affect subsequent consumption choices. Though previ-
ous research has identified a number of factors that affect consum-
ers’ resolution of self-conflict dilemmas and consequent experi-
enced emotions, in this paper we propose a novel factor affecting
such decisions: presence of others during food consumption. While
the presence of others has been shown to directly contribute to
consumption volume due to an increase in meal duration (de Castro
& Brewer 1992, de Castro 1994, 2000) and variety-seeking (Levav
& Ariely 2000), we propose that it can have an indirect effect by
influencing one’s consumption monitoring accuracy due to in-
creased levels of experienced guilt.

We argue that the presence of others during food consumption
prompts increased feelings of guilt due to lay belief that associates
eating in groups with unhealthier food choices. This in turn leads to
higher calorie consumption reports as compared to situations where
individuals are dining alone. We further propose that people would
rely on their lay beliefs and believe that they consumed more
calories in a group setting than in individual setting even when they
objectively consumed the same meal. In support of this hypothesis,
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across four studies we find that individuals eating alone give
significantly lower calorie estimates than those eating in a group for
the same meal. In Study 1, we asked participants to imagine one of
three conditions: that they were eating ice cream alone, that they
were eating ice cream with their family, or that they were eating ice
cream with their friends. Participants were then presented with a
description of an ice cream. Consistent with our proposition,
participant in the group conditions reported higher consumption
amounts than those in the alone condition.

We test the generalizability of our findings in Study 2, by
showing that similar effects exist when people are making estimates
about others’ rather their own consumption. The participants we
presented with either an image of a woman eating alone or an image
of a woman eating in a group. Participants were then asked to
estimate the calories in this individual’s entrée. Consistent with our
earlier findings, participants in the group condition gave signifi-
cantly more exaggerated calorie estimates than those in the alone
condition. We next tested our hypothesis in a real food consumption
setting (Study 3), asking participants to estimate the number of
calories in the bowl of M&Ms which they consumed either alone or
in the presence of other. Participants in the group condition esti-
mated more calories in their bowl of M&Ms than those in the alone
condition.

In our final study we investigate the implications of such
exaggerated calorie reports in a group setting on subsequent choices.
Since consumer choices are rarely made in isolation, but are
frequently made in sequence (Khan and Dhar 2008) systematic
errors in caloric estimation of one meal could have large conse-
quences not only for immediate consumption but for future con-
sumer choices. To test this proposition we first asked participants
to imagine one of the two scenarios: that they consumed an ice
cream cone alone or that they consumed the same ice cream cone
with their friends. Participants were later asked to imagine that they
would be dining alone and were asked to choose either pizza or
salad as their entrée. Consistent with our predictions, participants in
the group condition were far less likely to choose pizza following
the ice cream scenario (25.0%) than those in the alone condition
(57.9%). Further the results of this study support our argument that
individuals dining in groups experience increased guilt and imply
that such guilt affects subsequent consumption choices. Due to
increased feelings of guilt, participants dining in groups attempt to
compensate for their perceived overconsumption by subsequently
selecting a more healthy option.

“The Effect of Goal Setting on Consumption & Consumer
Well-Being”

Maura Scott, University of Kentucky, USA
Stephen M. Nowlis, Arizona State University, USA

Many consumers set goals such as counting calories, carbohy-
drates, or fat grams to manage health concerns (Parker-Pope 2003),
and 1 in 4 Americans is on a diet at any given time (Crossen 2003,
Fetto 2002). For example, an individual may pursue a more specific
(consume 1500 calories per day) or less specific goal (consume
between 1400 and 1600 calories per day). In light of these issues, we
examine the following research questions: Do consumers more
effectively establish and reach consumption goals when the goals
are more or less specific? What is impact of varying goal strategies
on emotional responses, performance, success rates, and self-
perception? How do consumers’ goal strategies and processes
differ depending on their level of dietary restraint?

Goals that are both specific and difficult lead to higher perfor-
mance levels, relative to vague, non-quantitative goals such as “do
your best” and more demanding goals lead to lower levels of

performance satisfaction (Locke and Latham 1990). The ‘Perfor-
mance-Success Dilemma’ predicts that as goals increase in speci-
ficity, at the more difficult end of the goal continuum, as perfor-
mance increases, satisfaction decreases (Locke and Latham 1990).

Consumers vary in their ability to predict future successful
self-regulation attempts (Chandon, Morwitz, and Reinartz 2005).
Our experiments demonstrate that restrained eaters, those consum-
ers who are chronically focused on managing their weight and food
consumption (Herman and Polivy 1975, 1980), based on their
highly emotional relationship with food (Fletcher et al. 2007, King,
Herman, and Polivy 1987), experience a more difficult process to
reach their objectives, and while they reach their immediate objec-
tives (Ward and Mann 2000), they may be less successful in
sustaining their efforts over the longer term.

In study 1, during the process of pursuing their stated con-
sumption objective, restrained eaters felt more regret, guilt, embar-
rassment, and feelings of over-consumption about the food. In
particular, restrained eaters found the process of pursuing less
specific goals to be significantly more stressful. However, despite
these difficulties during the consumption process and differences in
choice of goal strategy relative to unrestrained eaters, the restrained
consumers’ performance outcomes were not significantly different
than those of unrestrained consumers.

In study 2, as specificity of consumption goals increases (e.g.,
consume 25 of 100 M&Ms versus consume 20-30 of 100 M&Ms),
consumption levels decrease (performance increases) and goal
attainment decreases (success rates decrease). Hence, more spe-
cific goals result in lower levels of enjoyment, feelings of guilt,
regret, and failure. Consistently experiencing lower success rates
over time may be demoralizing for consumers and make it more
difficult for them to sustain goal pursuit over the longer term.

These effects influence consumers’ well-being two-fold. First,
those consumers achieving very low levels of consumption tend to
set stringent goals, so they are reaching their goals less often. These
consumers tend to feel relatively less successful and do not enjoy
the process of eating even pleasant products such as chocolate.
Consumers taking this approach may have a more difficult time
sustaining such a performance level over time, and may also tend to
be less happy. Second, restrained eaters experience a significantly
more stressful process relative to unrestrained eaters. Although
they experience comparable levels of performance and success
relative to unrestrained eaters, the strain and difficulty restrained
eaters experience during the process may negatively impact their
ability to sustain their performance over the long-term, which may
result in those consumers being relatively more unhappy.

Our research contributes to the goal theory literature and the
literature on consumption behaviors. This research predicts which
approaches (specific or non-specific) yield successful short-term
and sustainable outcomes. This research explains how goals and
consumption behavior impact consumer well-being; we demon-
strate that unrestrained consumers are generally unhappy during the
process of striving to reach goals and estimates, and tend to
experience guilt and regret through the goal striving process, and in
general, consumers pursuing relatively more specific goals gener-
ally experience feelings of failure and lack of enjoyment.
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