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Psychological distance influences consumers to form evaluations based on different product features. We demonstrate that

independent of its features, a product is evaluated more favorably when it is distant, or close, in various psychological distances than

when it is distant in one dimension but close in another dimension.
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EXTENDED ABSTRACT
Construal level theory (CLT) posits that psychological 

distance, defined as the distance of an event from the perceiver’s 
direct experience, can be specified in four dimensions: temporal 
distance, spatial distance, social distance and hypotheticality (or 
probability) (Liberman, Trope, and Stephan 2007). Research to date 
has focused on the premise that as the psychological distance of a 
product increases, its evaluations are more influenced by its primary, 
essential, high-level features, as compared with its secondary, 
peripheral, low-level features (Liviatan, Trope, and Liberman 2008; 
Todorov, Goren, and Trope 2007; Trope and Liberman 2000). As 
an extension of CLT, we propose a construal matching effect in 
which psychological distance influences evaluations of a product 
independent of its features.

Specifically, we propose that there is a greater degree of match 
when the product is psychologically distant, or close, in various 
dimensions. For example, a gift to be purchased in a few months’ 
time for a causal acquaintance involves a temporally distant future 
as well as a socially distant person, and is said to have a good match 
in its psychological distances (i.e., the gift is psychological distant 
in both dimensions). Similarly, a gift to be purchased in a few days’ 
time for a good friend involves a temporally close future and a 
socially close person, and hence is also said to have a good match in 
its psychological distances. Conversely, there will be a poor match 
when the product is psychologically distant in one dimension, but 
close in another dimension. Thus, a gift to be purchased in a few 
months’ (few days’) time for a good friend (causal acquaintance) 
is said to have a poor match in its psychological distances, as it 
involves a temporally distant (close) future yet a socially close 
(distant) person.

We further hypothesize that a product with a greater match 
in psychological distances will be evaluated more favorably. Since 
the more psychologically remote an object is, the higher the level it 
is construed (Liberman et al. 2007), a match in the psychological 
distances implies a consistency in the construal level of the object 
along each dimension. For instance, a temporally remote purchase 
for a casual acquaintance will be construed primarily with high-level 
features along the temporal and social dimensions. This requires 
activating a relatively small set of features and thus is cognitively 
less demanding. Conversely, a poor match implies that different 
dimensions call for different levels of construal. For instance, a 
temporally remote purchase for a good friend will necessitate 
representations of both high- and low-level features simultaneously. 
This involves activating a relatively large set of features and thus 
requires greater mental efforts. 

In prior investigations on the phenomenal feelings of meta-
cognitive experiences, ease in processing product information 
leads to a sense of feeling right (or feeling appropriate) about the 
product (Lee and Aaker 2004; Reber, Schwarz, and Winkielman 
2004). This feeling right yields enhanced evaluations of the product, 
as people misattribute such experience to a higher quality of the 
product. Because of the lower cognitive demand in comprehending 
its information, this research suggests that people are more likely 
to feel right about a product when it has a greater match in psycho-
logical distances. This will stimulate a more favorable evaluation 
of the product. In other words, a product would be evaluated more 
favorably when it has a greater match in psychological distances. 
Further, the feeling right experienced in processing its information 
would mediate such effect.

We assessed our ideas using scenario experiments that un-
dergraduate students participated for cash reimbursement. Study 1 
tested the effect of the match in psychological distances on product 
evaluations. In the scenario, participants would depart for a trip five 
days later (near future condition) or nine months later (distant future 
condition) and considered a hotel for their trip from a choice set of 
three hotels (high base probability condition) or 15 hotels (low base 
probability condition). Here the base probability pertained to the 
chance for a particular hotel being chosen, which was much higher 
in the 3-hotel choice set (i.e., 1/3) than in the 15-hotel choice set 
(i.e., 1/15), given that the participants had no idea about any of the 
hotels. Then, participants were given information of a hotel from 
their choice set and asked to evaluate the hotel. Consistent with our 
proposed construal matching effect, participants who would depart 
five days later evaluated the hotel more favorably when the hotel 
was from a 3-hotel versus 15-hotel choice set. Yet, participants who 
would depart nine months later evaluated the hotel more favorably 
when the hotel was from a 15-hotel versus 3-hotel choice set. These 
results support our idea that a greater match in psychological dis-
tances could enhance product evaluations. 

Study 2 was conducted to explore the mechanism underlying 
the proposed construal matching effect. In the scenario, participants 
considered a CD as a gift for their good friend (socially close gift 
recipient) or a casual acquaintance (socially distant gift recipient). 
They were asked to read a review of the CD. The author of the review 
acted as the influencer in participants’ decision to purchase the CD 
and was described as a student from participants’ university (socially 
close influencer) or a working adult (socially distant influencer). 
Results showed that participants who read a review written by a 
socially close (distant) influencer evaluated the CD more favorably 
when their gift recipient was socially close (distant) versus distant 
(close). More importantly, the feeling right participants experienced 
in processing the review mediated the interactive effect of the social 
distances of gift recipient and influencer on evaluation of the CD. 
These findings support our idea that the feeling right aroused in 
the process of evaluation drives the enhanced evaluations under 
construal matching.

In sum, we proposed and demonstrated a construal matching 
effect that a product is evaluated more favorably when it has a 
greater match in psychological distances. While previous research 
on psychological distances focuses on how product features shape 
consumers’ evaluations, our proposed construal matching effect is 
driven by the feelings generated from the processing of product 
information.
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