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SESSION OVERVIEW
It is now well-established in the literature that many decisions 

are strongly influenced by non-conscious processing (Chartrand et 
al. 2008; Dijksterhuis et al. 2005). Subtle situational cues or primes 
can put decision makers into various mindsets and have carryover ef-
fects on subsequent decisions and judgments. What is relatively less 
understood is how these primes can activate not only certain goals 
and associations, but also different processing styles and different 
levels of certainty about preferences. The current set of papers, al-
though from diverse domains, all look at the effect of priming differ-
ent mindsets and processing styles on decisions, and also explore the 
effect of varying levels of certainty on one’s choices and judgment. 

Tanner, Min, and Chartrand demonstrate that inducing a diver-
gent mindset can debias problem framing effects. People primed 
with a divergent mindset become more creative, and as a result, pro-
cess the problem differently and become less susceptible to framing 
effects. Monga and Zeynep Gürhan-Canli also investigate how cre-
ativity changes one’s processing style, but they apply it to a different 
domain: brand extensions. They show that male participants primed 
with a “mating,” or relationship, mindset experience higher levels of 
creativity and evaluate more extreme brand extensions more posi-
tively. The other two projects in this session show that inducing a 
certain mindset can impact not only one’s processing style, but also 
confidence in one’s decisions. Jiang, Gorlin, Xu, and Dhar explore 
the influence of a physical attractiveness mindset on choice and find 
that people made of feel more attractive become more certain about 
their preferences, leading them to make bolder choices. Finally, Vohs 
and Akpinar demonstrate that religious primes increases tolerance 
for uncertainty and reduce desire for money, whereas money primes 
reduce the need to rely on religious coping. 

All of the projects in this session focus on new dependent vari-
ables that have not been investigated through mindset priming: from 
perceptions of brand extensions to susceptibility to framing effects to 
bold versus timid choices. In line with this year’s theme of “Building 
Connections,” we would like to urge session participants to think 
about way to combine these non-conscious mindsets with different 

dependent variables, through the confidence and creativity mecha-
nisms, in order to generate novel predictions. 

Audience and Level of Completeness
We expect this symposium to attract a wide ACR audience in-

cluding researchers interested in priming mindsets, decision auto-
maticity and non-conscious effects, decision making, and practical 
implications of these effects for marketing. These four papers all fea-
ture novel connections between mindset primes and decisions, which 
both make a theoretical contribution and have appeal to marketing 
practitioners. All of the projects are completed (all of the data has 
been collected) or close to completion and several are available as 
working papers upon request. 

Session Plan
Our goal for the session is to build connections among the pre-

sented mindset primes and the effects that they can have on decision-
making. We plan to do this by (1) giving all presenters sufficient time 
to clearly present their findings, (2) encouraging audience interac-
tion with the presenters, and (3) facilitating an interactive discussion 
about future research directions and marketing implications. We plan 
to allocate the session time in the following manner: each presenter 
will be allotted 15 minutes for their presentation, including a few 
minutes for questions and answers at the end of each presentation. 
We will also reserve some time for a general audience discussion 
lead by the session chairs. In the general discussion, we will encour-
age the session participants to think about the confidence and cre-
ativity mechanisms, and in light of this, to consider novel ways to 
combine the mindsets presented in these projects with choice and 
judgment dependent variables to generate new research ideas. 

Of the Bold and the Beautiful: Feeling 
Beautiful Leads to Bolder Choices

ExTENDED ABSTRACT
Beauty has been universally prized throughout history. It has 

been associated with a host of positive attributes: for example, beau-
tiful people are perceived to have more favorable personality traits, 
to be more socially competent, more intelligent, and are believed 
to have more successful life outcomes (Dion et al. 1972; Eagly et 
al. 1991). Despite this ingrained unconscious belief in society that 
“beautiful is good,” the question of whether people’s perceptions of 
their own physical attractiveness impact their decision making has 
been relatively unexplored. We propose that through activating the 
non-conscious belief that beauty is related to positive qualities, in-
ducing a feeling of greater physical attractiveness can make people 
more confident, and this confidence will change their processing 
style, leading to different decisions. We sought to investigate the ef-
fects of beauty in the domain of choice. Previous literature in choice 
theory suggests that people tend to gravitate to compromise options 
and options that are average on all dimensions when they are ex-
periencing choice difficulty and cannot effectively resolve tradeoffs 
(Dhar and Simonson 2003; Simonson and Tversky 1992). Thus, 
choosing compromise and all-average options represents the deci-
sion-makers inability to express a firm preference and take a stand.

Combining the literature on choice with our prediction that 
priming people with a beauty mindset will boost their confidence, 
we propose that physical beauty can alter the choices that people 
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make. Making people feel more physically attractive can provide 
them with the confidence to resolve tradeoffs and thus lead them 
to make bolder, more self-expressive choices. Drawing on Maima-
ran and Simonson (in press), who propose that choosing an extreme 
over a compromise option or an enriched over an impoverished op-
tion are both instances of “bold” or self-assertive choice, we argue 
that people who feel more beautiful will be more likely to choose 
enriched over impoverished options and extreme over compromise 
options than control participants. 

Our predictions were tested in a series of three studies. In study 
1 we investigated the effect of one’s own perceived physical attrac-
tiveness on choice of an impoverished versus an enriched option. 
First, we induced a feeling of physical beauty through a mindset 
prime. Participants in the beauty condition listed three objects or 
situations that make them feel physically attractive and then wrote a 
short paragraph about two of those items. Control participants listed 
three things they did in the past week and similarly elaborated on 
two. Participants primed with beauty perceived themselves as more 
physically attractive (on a 1-9 scale) than control participants, M = 
6.36 vs. 5.03, p < 0.01, indicating that the manipulation was success-
ful. . Participants then chose between two impoverished/enriched 
scenarios, a vacation and a roommate scenario (adapted with chang-
es from Shafir, 1993). Participants in the beauty condition were more 
likely than control participants to choose the enriched over the im-
poverished option both in the vacation scenario (69.7% vs. 40.6%, 
p < .05) and in the roommate scenario (51.5% vs. 25.0%, p < .05), 
supporting our prediction that those primed with beauty would make 
bolder choices.  

In study 2 we sought to replicate our findings using another 
method of priming and to extend them to the compromise effect. 
Female participants were assigned to either the beauty or control 
condition. In the beauty condition, women were made to feel more 
attractive by looking at unattractive faces, under the cover story of 
judging familiarity, whereas those in the control condition evalu-
ated city scenes. Previous research has found that women perceive 
themselves as more attractive after looking at people who are less 
attractive than they are (Cash et al. 1983). Following the prime, par-
ticipants chose among three options in two scenarios: a class and a 
roommate scenario. Participants exposed to unattractive faces both 
rated themselves as more attractive on a 1 to 9 scale than control 
participants (M = 6.44 vs. M = 5.39 p < .01; and, as predicted, were 
less likely to choose the compromise option both in the class (13.9% 
vs. 43.8%, p < .01) and in the roommate (27.8% vs. 65.6%, p < .01) 
scenarios. 

In study 3, we replicated the results of Study 2 and tested the 
mechanism behind the effect. Students, assigned to either the beauty 
or control condition, completed the same priming manipulation as in 
Study 1 and then made choices in the same compromise scenarios 
used in Study 2. Participants rated their self-efficacy on an 8-item 
generalized self-efficacy scale (Bandura, 1982). Participants primed 
with beauty reported higher self-efficacy on a 1 to 7 scale than con-
trol participants (M = 5.99 vs. M = 4.84, p < .01), indicating greater 
confidence in the ability to achieve their goals, and were less likely 
to choose the compromise option in both the class (19.4% vs. 41.7%, 
p < .05) and roommate (44.8% vs. 63.3%, p < .05) scenarios. Per-
ceived self-efficacy mediated the effect of beauty prime on choice. 
When class choice was regressed on both beauty prime and self-
efficacy, the effect of beauty became insignificant (Wald = 1.45, β 
= -.56, SE = .47, p > .1), while the effect of self-efficacy remained 
significant (Wald = 5.72, β = -.46, SE = .19, p < .05). The mean in-
direct effect from the bootstrap analysis was negative and significant 
(a* b = -.53), with a 95% confidence interval excluding zero (-1.08 to 

-.07), indicating that participants who felt more physically attractive 
made more extreme choices because of their increased confidence in 
their abilities. 

In conclusion, we demonstrate that making people feel more 
beautiful increases their confidence and consequently increases their 
ability to resolve tradeoff difficulties and leads to greater choice of 
self-assertive options.

Can Religion and Money 
Substitute for Each Other?

ExTENDED ABSTRACT
What avenues do consumers have to establish and maintain a 

sense of control over life’s ups and downs? We proffer that religion 
and money are two psychological resources that people might call 
upon to offset feelings of uncertainty. The present research tested 
whether mentally activating religion or money concepts can sub-
stitute for each other when people consider coping with negative 
events.  

Consumers sometimes try to cope with negative events through 
religious coping, which can emotionally offset some of the negative 
consequences of such events. Research has suggested that there is a 
psychological mechanism translating uncertainty into religious ex-
tremism (Hogg, Adelman and Blagg 2009). We tested the notion that 
even just activating the idea of religious concepts would give people 
the feeling that they can cope with uncertain events.

There is also evidence to suggest that money can aid coping 
with uncertain situations in life. The most basic functions of money 
- saving and borrowing - allow people to prepare for an uncertain 
future (Lonergan 2010).  Having money appears to protect people 
from unfortunate and uncertain situations in life, mainly through 
providing control over outcomes (Johnson and Krueger 2006). The 
psychological effects of money include enhancing the belief that one 
can achieve his or her own goals (Zhou, Vohs and Baumeister 2009). 
These findings suggest that mere reminders of money could elicit the 
sense that one can cope with uncertain and negative situations. 

The commonality between the psychological effects of money 
and religion suggests that money and religion might be interchange-
able, in their ability to help people cope with negative and uncertain 
life events. When facing uncertain negative events, religious primes 
should increase consumers’ tolerance for uncertainty, which would 
in turn reduce their desire for money. Money primes should reduce 
consumers’ need to rely on religious coping. We present four stud-
ies in which we provide novel evidence for the substitution effect of 
religion and money. 

In Study 1, we demonstrated that religious priming (versus neu-
tral priming) led to less desire for money. Half of the participants 
were primed with religious concepts using the scrambled-sentence 
paradigm, while the others completed a neutral version. Next, partic-
ipants read a list of eleven pleasant things (e.g., TV, sunshine, spring, 
chocolate, beach) and asked if they were willing to permanently for-
go those items in exchange for 1 million Euros. As predicted, partici-
pants primed with religious concepts were less willing to exchange 
pleasant things for money as compared to participants primed with 
neutral concepts.

Study 2 tested the mediating role of tolerance for uncertainty 
between religious priming and desire for money. First, all partici-
pants were asked to imagine a negative event that had occurred in 
their life and write down their reactions towards it. Next, partici-
pants completed a word-search puzzle task, which was used to prime 
religious or neutral concepts. After the priming task, participants 
thought back to the negative life event, and rated their tolerance for 


