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strongest among high CES participants in the MS condition.
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ExTENDED ABSTRACT

Motivation and Conceptualization
Terror Management Theory (TMT) (Greenberg et al., 1997) assumes that thoughts of death create anxiety, and that people have 

developed worldviews as a buffer against this anxiety. In 2004, Arndt et al. suggested that much can be learned regarding the relationship 
between terror management and consumer behavior. Indeed, at least two studies have shown consumers’ tendency to prefer domestic 
products (over foreign products) is magnified under conditions of MS. In one study, for example, Jonas et al. (2005) found Germans in 
an MS condition showed more support for the German Mark and less support for the Euro. In another related study, Friese and Hofmann 
(2008) found Swiss consumers in an MS condition showed a stronger preference for Swiss Chocolate over other foreign options. While 
these studies support the basic propositions of TMT, previous research leaves at least two interesting questions unanswered. First, past 
research has focused on a somewhat narrow band of products (foreign currency and chocolates). Accordingly, it is relevant to ask whether 
similar findings will emerge based on more common products such as cameras or MP3 players. Second, past research has not, to our 
knowledge, examined whether the impact of MS on foreign product evaluation depends on theoretically-meaningful individual differences. 

According to TMT, MS enhances the impact of people’s worldviews on judgments of in-groups (e.g., domestic products) and 
out-groups (e.g., foreign products). One relevant individual difference in this regard is consumer ethnocentrism (CE), which Shimp and 
Sharma (1987) define as “the belief among consumers that it is inappropriate, or even immoral, to purchase foreign products because 
to do so is damaging to the domestic economy, costs domestic jobs and is unpatriotic” (p. 281). In theory, the impact of MS on foreign 
product evaluation should be stronger among consumers high in CE. The present study tests that hypothesis by asking consumers to 
evaluate products produced in the U.S. and Iran. Prior to evaluating the products, consumers complete the CE scale and write down their 
thoughts about death or dental pain (a commonly used control condition in TMT research). 

Overall, we expected that consumers would prefer products made in the U.S. to products made in Iran (i.e., a main effect of country 
of production; Hypothesis 1). We also expected this tendency to be stronger among those high in CE (i.e., a two-way interaction between 
country of production and CE; Hypothesis 2). Finally, we anticipated that the tendency to prefer U.S. products would be the strongest 
among consumers high in CE who were assigned to the MS condition (i.e., a three-way interaction between CE, country of production 
and MS condition; Hypothesis 3). We chose to compare products made in the U.S. to products made in Iran because prior research has 
suggested that it is important to look at the impact of MS on foreign product evaluation using a country which is considered antagonistic 
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(Maheswaran & Agrawal, 2004), and recent research on consumer animosity suggests that consumers hold a high degree of animosity 
toward Iran (Funk, Arthurs, Trevino, and Joireman, 2010).

Method
American university students completed the survey in exchange for course credit (38 females, 48 males; median age=21). Participants 

first completed a shortened ethnocentrism scale (6 items; alpha=.90). Next, participants were randomly assigned to a mortality salience 
(MS) or dental pain (DP) control condition (cf. Jonas, Schimel, Greenberg, and Pyszczynski, 2002). In the MS condition, participants 
were asked to briefly describe the emotions that the thought of their own death aroused in them, and to jot down, as specifically as 
they could, what they thought would happen to them (personally) as they die and once they are physically dead. In the DP condition, 
participants responded to similar questions about dental pain. After writing down their thoughts about death or dental pain, participants 
completed a 60-item mood scale (PANAS–X; Watson, Clark, and Tellegen, 1988) as a delay task (cf., Greenberg, Pyszczynski, Solomon, 
Simon, & Breus, 1994). Following the mood scale, participants received ads of a camera and an MP3 player and evaluated each product, 
each of which had a suggested retail of $99.00. One product was said to be made in the U.S. and one product was said to be made in 
Iran. To avoid confounding product with country, assignment of product to country was counterbalanced. Brand names were based on 
a pretest (N=16) which indicated that the brand names chosen were viewed as both likable and believable. Participants evaluated each 
product using a four-item (7-point Likert type) scale (alphas>.93; bad/good; unfavorable/favorable; worthless/valuable; dislike/like). 

Major Findings 
To test our hypotheses, we conducted a 2 (MS Condition: MS vs. DP) x 2 (CE: low vs. high) x 2 (Country of Production: U.S. 

vs. Iran) mixed-model ANOVA, treating the first two variables as between-subject variables and the latter variable as a within-subject 
variable. Supporting H1, participants evaluated the U.S. product more favorably than the Iranian product (p<.001). Consistent with 
H2, results also revealed a marginally significant two-way interaction between Country of Production and CE (p=.07). This interaction 
revealed that the tendency to prefer U.S. products was stronger among those high in CE. Finally, in line with H3, results revealed a 
marginally-significant three-way interaction between Country of Production, CE and MS condition (p=.11). The tendency to evaluate 
U.S. products more favorably was strongest among participants high in CE who had also been assigned to the MS condition. 

Conclusion
The present findings suggest that the impact of MS on foreign product evaluations depends on consumer ethnocentrism. By integrating 

CE into this line of work, we have helped to extend past research which has shown that MS leads to a stronger preference for domestic 
products. The current study’s sample size was relatively small, and some of the findings did not reach conventional levels of statistical 
significance. Nevertheless, the overall patterns were consistent with hypotheses and suggest future research in this area is warranted. 
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Extended Abstract
The core of successful marketing is providing consumers with products and services that help them spend time in the way they 

find most meaningful. Addressing their needs is becoming more challenging as the population diversifies ethnically (Kennedy, Lawton, 


