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258 / New Directions in Mindset Priming

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 
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uncertainty. Participants completed a scale that assessed the degree 
to which participants could put up with the uncertainty due to the 
negative life event. Finally, participants listed 10 things that they val-
ued in life (besides money) and then indicated whether they would 
agree permanently giving up each item in exchange for 1 million 
Euros. The results confirmed our predictions showing that mentally 
activating religious concepts, as opposed to neutral concepts, led to 
more tolerance for uncertainty regarding negative events, and which 
in turn weakened the desire for money. The meditational analyses 
were significant. 

In Study 3, we manipulated the salience of money by having half 
of the participants count coins and Euro bills and the other half count 
glass beads. Then, all participants remembered a negative event that 
had occurred in their life and wrote down their reactions towards 
it. Thinking on the negative event they had described, participants 
completed a scale that assesses the degree to which various types of 
religious coping are involved in dealing with negative events. In line 
with the substitution hypothesis, participants who were reminded of 
money were less likely to rely on religious coping compared to par-
ticipants under neutral conditions. 

In Study 4, participants first recalled a negative event over 
which they did or did not have control. Next, they were randomly as-
signed either to money primed condition or neutral condition, which 
was activated by showing images of money versus seashells on the 
screen background used. Thinking on the negative event they had 
described, participants completed religious coping scale. Our results 
showed us money priming decreased the likelihood of relying on re-
ligious coping in the face of negative events when participants per-
ceived that they had control over the situation, while this effect was 
not observed the event was perceived as uncontrollable. Individuals 
were more likely to rely on religious coping when they perceived not 
having control (compared to when they had control). 

Our results imply exercising caution for religious or marketing 
organizations whose efforts are affected by the relationship between 
religion and consumption. Indeed, one of the most powerful anti-
consumer movements is rooted in religious ideologies — namely, 
fundamental Islam’s tenets encouraging modesty and protecting one-
self from materialism (Kozinets and Handelman 2004). This research 
at the intersection of religion and money is a step in further under-
standing the role of religion on consumers and their consumption. 

The Influence of Mating Mindsets on 
Brand Extension Evaluation

ExTENDED ABSTRACT
Prior research on brand extensions has focused on identifying a 

variety of factors that influence brand extension evaluations among 
consumers (Aaker and Keller 1990). One key factor is the degree to 
which consumers are able to see a connection between the parent 
brand and the extension. When consumers perceive some kind of fit 
between the parent brand and the extension (e.g., Gillette shampoo), 
the brand extension is evaluated favorably. However, when consum-
ers perceive less fit (e.g., Gillette floor cleaner), the brand extension 
is evaluated negatively (Aaker and Keller 1990). Missing, however, 
from this research is a consideration of how transient mindsets might 
influence brand extension evaluations. In our research, we focus on 
a specific type of mindset—the mating mindset, which has generated 
some attention recently (Griskevicius et al. 2006). 

Emerging research demonstrates that individuals in a mating 
mindset show boosts in creativity (Griskevicius et al. 2006). For in-
stance, male participants, when primed with thoughts about short-
term mating relationships (that is, a mating mindset), generated sto-

ries that were more creative, imaginative and original. In contrast, 
female participants did not show this effect. We draw upon this re-
search to propose that male consumers in a mating mindset would be 
able to find novel ways to connect the brand to the extension, leading 
to more favorable brand extension fit perceptions and evaluations. 
This effect would not emerge for female consumers.

Study 1 tested our hypothesis in a 2 (mindset: mating, non-mat-
ing) x 2 (gender: male, female) between subjects design with Ko-
dak filing cabinet and McDonald’s chocolate bar as brand extension 
stimuli. Participants in the mating [vs. non-mating] mindset condi-
tion were asked to imagine and write about meeting someone desir-
able and spending a wonderful day and a dinner with this person [vs. 
imagine getting ready to go to a concert with a same-sex friend]. 
Participants responded to the brand extension using standard scales 
of brand extension evaluation (e.g., the brand extension is 1= poor 
and 7 = excellent), brand extension fit (e.g., the brand extension is 
1=inconsistent with the brand and 7 = consistent with the brand) and 
open-ended thoughts. Our results demonstrate that male consum-
ers in a mating mindset give more favorable responses, compared 
to those in a non-mating mindset. Female consumers, however, are 
not affected by the mindset. Male consumers in the mating mindset 
generate more relational thoughts (connecting the parent brand to 
the extension) than those in a non-mating mindset. Importantly, our 
results are not driven by positive mood, positive arousal, negative 
arousal and total thoughts. 

Next, we examine how consumers respond to brand extensions 
from different types of parent brands, prestige versus functional 
brands (Park, Milberg, and Lawson 1991). Prior research has shown 
that prestige brand concepts (e.g., Rolex) are more abstract and he-
donic than functional brand concepts (e.g., Timex), allowing prestige 
brands to extend more easily into distant product categories (e.g., 
neck ties, scarves) (Hagtvedt and Patrick 2009; Park, Milberg, and 
Lawson 1991). We predict that for the functional brand, male con-
sumers in a mating mindset, due to boosts in creativity, will be able 
to find novel ways to link the parent brand and the extension. Thus, 
brand extension responses will be more favorable for male consum-
ers than female consumers. No gender differences would be ex-
pected to emerge for extensions of prestige brands, where relational 
thoughts are accessible to both male and female consumers allowing 
both groups of consumers to connect the brand and the extension.

Study 2 tested our hypothesis in a 2 (brand: functional, prestige) 
x 2 (gender: male, female) x 2 (mindset: mating, non-mating) be-
tween subjects design. Honda sunglasses and BMW sunglasses were 
the brand extension stimuli for the functional and prestige brands re-
spectively. Our findings confirm that for functional brands, male con-
sumers in a mating mindset provide more favorable brand extension 
responses (and more relational thoughts) than female consumers. 
For the prestige brands, brand extension responses (and relational 
thoughts) of female consumers rise to the level of male consumers, in 
effect closing the gap between male and female consumers. 

Finally, we explore the process in greater depth by examining 
the role of creativity. Prior research shows that when consumers want 
to express their creativity, they tend to perform better on creativity 
tasks (Fitzsimons et al. 2008). If creativity is indeed driving our ef-
fects for male consumers, we suggest that the exercise of expressing 
creativity in an alternative manner would satisfy the male consumers 
need to express creativity, thus reducing the need to express creativ-
ity while evaluating brand extensions in a subsequent task. Conse-
quently, brand extension responses in a mating mindset will be more 
favorable when an alternative creativity task is absent than when it 
is present. In contrast, for female consumers in a mating mindset, 


