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Most decision research on credit cards has focused on understanding why consumers over-spend with credit. In order to solve debt

problem, it is necessary to encourage individual to repay more each month to reduce the debt amount. Taylor and Schneider (1989)

suggested that mental simulation served problem-solving functions and emotional regulation functions for turning imagined

experience into action. In present paper, we used five studies to test that process simulation are more efficient to increase repayment

amount than outcome simulation. Moreover, we also demonstrated that optimistic bias played as a mediator.
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Liberals. Liberals are likely to engage in green behaviors because they are desirable behaviors for the social good. Moreover, liberals 
are prescriptive deviants who tend to move away from the desirable group attitude, and thus, may hold positive views of green behaviors 
because they deem them as the right thing to do regardless of whether others are engaging in these behaviors. While many liberals 
may currently adhere to green behaviors, it may be possible to elicit further adoption by evoking positive consequences (as opposed to 
thoughts about their death) by priming that green behaviors are the right thing to do and help society as a whole. 

Plan of Studies and Methodology
Study 1. Study 1 was an experimental study with college students at a large eastern university who were administered a survey about 

their PFC (preference for consistency), followed by either a mortality salience manipulation or a positive consequence (control) condition 
where they wrote about watching TV, and follow up conviction items. Participants low in PFC (liberals) who received the mortality 
salience prime vs. a control condition, exhibited increased conviction (M=4.9), while those conservatives high in PFC who received the 
positive consequences prime, exhibited lowered conviction (M=3.7), and thus be more likely to adopt green behaviors (t264=4.26, p<.05). 

Study 2. Study 2 will involve an experimental design to develop tailored messages for both liberals and conservatives. For conservatives, 
the message will elicit vulnerability but be self-affirming relative to their in-group’s participation in green behaviors. For liberals, the 
tailored message will be positive in tone, illustrating the favorable consequences of engaging in green behaviors and that it is the right 
thing to do. Several green behaviors will be examined relative to their adoption of these behaviors. 

Study 3. Study 3 will examine the implementation of our theoretical framework to better understand adoption of green behaviors 
in a field setting. Specifically, we will examine the effects of psychological ideology and conviction relative to message priming in on 
actual recycling behavior across 10,000 households in support of our conceptual framework. 
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Most decision research on credit cards has focused on understanding why consumers over-spend with credit. In order to solve debt 
problem, it is necessary to encourage individual to repay more each month to reduce the debt amount. Taylor and Schneider (1989) suggested 
that mental simulation served problem-solving functions and emotional regulation functions for turning imagined experience into action. 
So in present paper, we tried to manipulate mental simulation to encourage consumer to increase repayment amount. Meanwhile, we 

There are two kinds of mental simulation—process simulation and outcome simulation (Pham and Taylor 1999; Escalas and Luce 
2003, 2004). Process simulation help individual to rehearse the process to reach an envisioned end state, so individual can identify and 
organize the steps involved in the activities needed to get there, which, in turn, yields a plan. At the same time as one is mentally walking 
through these activities, the emotions that will be involved may be evoked, at least in a modest state, such that one can anticipate what 
these emotional states will be and develop some degree of control over them. Outcome simulation espouses an “I can do it” effect on 
goal pursuit. It helps individual to envision the outcome that one wants to achieve may facilitate efforts to achieve the goal or enhance 
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perception of self-efficacy. Although, previous literature has already shown that process to some extent are more efficient to increase 
goal achievement because it provide a detail plan (Pham and Taylor 1999). In contrast, outcome simulations may make people feel good 
in the present without providing a basis for achievement in the future, so it is much easier for individual to fall into planning fallacy 
(Oettingen 1995). With the reference of credit debt, researchers generally accepted that unrealistic optimism is the main reason to account 
for credit debt (Yang, Markoczy and Qi 2007). So in present research we propose that process simulation is more efficient to increase 
repayment amount than outcome simulation. Moreover, we further propose that process simulation decrease individual’s optimistic.

Five studies tested the present prediction. Study 1 and 2 tested that process simulation would increase repayment amount. In study 
1, we directly manipulated the information related with the repayment using process or outcome simulation. We randomly assigned 
participants into process, outcome or control groups. Consistent with prior research (Escalas and Luce 2003,2004), process simulation 
instructions focused on the activities, procedures associated with paying off the debt, whereas outcome simulation instructions focused 
on the benefits associated with paying off the debt. The dependent variable was the amount of payment. We found that participants 
under process simulation would have a significantly higher repayment amount than participants in control group. Meanwhile, there are 
no significant different amount of payment between participants in outcome simulation situation and control group. 

In order to generalize the result of study 1, before we provided the repayment information, we first randomly assigned participants 
to process or outcome simulation situation. For participants under process simulation, we asked them to image that how to plan a trip, 
meanwhile asked them to write down the basic procedure to plan a trip. For participants under outcome simulation, we asked them to 
image that the benefits of a trip, meanwhile asked them to write down the happiness and benefits of the trip. We also found that participants 
under process simulation would have a higher repayment amount than participants under outcome simulation. From study 1 and study 2, 
we found that process simulation would increase repayment amount regardless of manipulated information related with repayment or not. 

Study 3 tested that consumer under process simulation would have a higher repayment amount depended on the amount of the 
debt. In study 3, we employed a 2 (mental simulation: process simulation vs. outcome simulation) ×2 (amount of debt: ¥500 vs. ¥5000) 
between-subject design. Manipulations of process and outcome simulation are similar to study 1. The dependent variable was repayment 
amount. We found that participants under process simulation would have a higher repayment amount only when they owned more debt 
rather than less debt. 

Study 4 tested that optimistic bias played as a mediator. Latest research indicated that the main reason for consumer falling into debt 
was unrealistic optimism (Yang, Markoczy and Qi 2007), which means that individual normal have optimistic bias. Taylor et al (1998) 
also found that a mental simulation of the process of goal pursuit attenuates optimistic bias. So we hypothesized that process simulation 
induced optimistic bias thus increased repayment amount. We used the same method of study 1 to manipulated process simulation and 
outcome simulation. After participants read the process simulated information, we used 7-likert scales to measure optimistic bias. In 
order to rule out that planning played as a mediator. We also measured planning (Pham and Taylor 1999). After analysis, we found 
that process simulation significantly decreased individual’s optimistic bias. Meanwhile, optimistic bias was positively related with 
repayment amount. But when we control optimistic bias, the relationship between process simulation and repayment amount would not 
exist. Although planning was negatively related with repayment amount, when we control planning, the relationship between process 
simulation and repayment amount also existed. So we made the conclusion that optimistic bias played as mediator rather than planning.

In study 5, we tried to find the boundary of our previous results. We found that all of results we received previously were valid 
for individuals who were high self-efficacy. For consumer with low self-efficacy, process simulation and outcome simulation didn’t 
function significantly different.

In order to help individual escape from credit debt, we try to use mental simulation to encourage repaying more each month. In 
present research, we documented that due to optimistic bias, individual normally underestimated the ponderance of financial situation. 
If we asked individual to imagine the process of repayment rather than the outcome of repayment, it would help them to repay more 
each month. Thus, process simulation would be more efficient to help individual out of debt.
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Understanding the Impact of Parents-Provided Financial Education on the Satisfaction with 
Life: The Moderating and Mediating Role of Consumer Characteristics

Vladimir Pashkevich, Marymount Manhattan College, USA

Extended Abstract
Deregulated and very innovative financial system demands of its users a high level of financial sophistication. Consumers have to 

choose from among bewildering array of financial products, such as credit cards and mortgages, which grow more complex. In fact, there 
is a virtual requirement that consumers bear increasing responsibility for their financial and retirement security. Some argue that it’s most 
important to improve government regulation to make financial products more transparent and fair. Others argue that financial-literacy 
programs aimed at students and other consumers are effective: we cannot expect consumers to make optimal choices if they are not 
equipped with the personal resources for doing so. Consumers need to be taught how to do so. The fundamental questions I am asking: 
what is the best way to structure financial education efforts? There is growing evidence that many consumers lack the basic financial 
literacy necessary to make decisions in their own best interest. Nevertheless, many researchers debate the value of financial-education 
programs and some researchers admit that we know very little about whether financial literacy programs actually work. Moreover, there 
is growing evidence that while higher levels of education and cognitive ability cause increased participation in financial markets, that 
financial-literacy education does not affect individual savings decision. High-school seniors who take personal-finance courses tend 
to score no better on the personal finance tests than those who don’t. What’s more, whites have tended to do better than blacks and 
Hispanics, and students from wealthy families have tended to score better than those from low-income backgrounds. It seems that one 
factor that differentiates those who do well on the personal finance tests and go on to make optimal financial choices in the future and 
those who don’t when their “formal” financial literacy training is basically the same, is a better understanding of economic and personal 
finance issues gained in the families. It seems that personal financial skills are well internalized when they are taught starting at an early 
age and the learning is hands-on, real-time and involves something that belongs to the child’ family. High school or college personal 
finance courses are unlikely to replace family education where children can start getting the training early enough and this training can 
be repeated often enough in the context of the decision points that are faced on a daily basis. The financial education received at home 
is more likely to address social and emotional influences, is more likely to change long-term financial behavior and enhance financial 
well-being than one-semester course in financial literacy. 

However, many adults are ill-equipped to teach their children about budgeting and saving, and are not prepared to guide their 
teenagers on investing. Therefore, social marketers should target parents with future-oriented educational interventions that have real-
world applications and motivate parents to reach their children at their most ‘teachable’ moments. As a result, parents should become 
less of a financial ‘safety-net’ and more of strong normative influence with respect to financial planning and taking responsibility for 
future financial choices. 

In this paper, I deal with empirical issues about whether involving parents into teaching financial literacy has a positive effect on 
their children’s future well being and financial literacy. I also focus on the mechanisms that seem promising for explaining the impact 
of parental normative influence on their children’s future financial well being. I also consider the impact of various moderators on the 
parental financial education- financial well-being relationship. 

Based on a survey study using adult consumers, I explore how different levels of acquiring financial decision-making skills at 
home during a childhood and adolescence affect the satisfaction with life. Based on the data from 200 respondents, I find support for the 
expectation that the parental financial education leads to higher satisfaction with life. It is shown that the effect of the parental financial 
education on the satisfaction with life is fully mediated by its effect of financial literacy and economic locus of control. Finally, the 
hypothesized moderating effect of materialism and social-economic status is also confirmed. 

Finally, I will formulate some suggestions for public policy. Given that many consumers lack the basic financial literacy necessary 
to make decisions in their own best interest and the “formal” financial literacy training is basically not as effective as expected, this 
research has clear implications for consumer welfare and public policy administrators. 
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