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The present research examines the role of ideal affect, the affective states people would like to feel, as a basis of judgment in

experiential and material purchases. We hypothesize that ideal affect may play a more central role in experiential purchases than in

material purchases because affective experiences consumers pursue from decisions would be more closely related to experiential

purchases than to material purchases. In purchasing situations where participants were asked to buy products or services for

themselves, people were likely to choose options which correspond to their own ideal affect in experiential purchases but not in

material purchases (Study 1). On the other hand, when participants were asked to make decisions for other people, people made

choices based on ideal affect for others in both of experiential and material purchases although they made more choices reflecting

ideal affect for others in experiential purchases than in material purchases (Study 2). In sum, the overall results of the present research

suggest that people are more likely to employ the affective factor as a basis of judgment and make decisions relied on it especially

when engaging in experiential purchases.
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Two powerful narratives emerged from the activists’ photographs.  The first, journalism by other means, refers to grassroots journalist 
work performed by activists. Here, activists attempt to document the events in much the same way as journalists, but with supposed improved 
to authenticity, politicization, and choice of events. The second narrative is that of strategic political communications, intended to sell audi-
ences on a particular story.  In this way, activists created “marketing content” for the movement.  Such claims should be read critically in light 
of the media studies literature, especially Sunstein’s (2000, 2007) work on channels on the Internet.  Sunstein argues that such self-produced 
strategic communications rarely reach beyond a narrow audience that already agrees with a cause, and that the acceptance of marginal and 
alternative channels may further disrepute the cause. 

The presentation will feature further categories of activist media production, including anarcho-porn, images that valorize property 
destruction and other anarchist protest tactics; protest tourism, images that replicate the tropes of tourist photography, communicating little 
more than “we were here;” and documenting documentation, wherein protestors took photographs of journalists, police, and other protestors 
documenting the events.  This latter category is of particular interest, especially when read in the contexts of activists’ distrust of mainstream 
media, which is argued to serve corporate interests. 
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Previous literatures in consumer research suggest that affect plays a crucial role in consumer decision making (Bagozzi, Gopinath, & 
Nyer, 1999; Cohen & Areni, 1991). Despite the emphasized role of affect in consumer behavior, most of the studies have mainly focused on 
how consumers’ actual affect influences on their choices (MacInnis, Patrick, & Park, 2006); moreover, it has also not been investigated in 
which purchasing types consumers would make decisions primarily based on affective factors. In the present research, we investigated the 
role of anticipated affect as a basis of judgment in two different purchasing types: experiential and material purchases. The anticipated affect 
in the context of consumption would strongly be related to ideal affect, the affective states that people would like to feel (Tsai, Knutson, & 
Fung, 2006), in that most people might mainly anticipate positive feelings from their purchasing decisions or choices (Mellers & Mcgraw, 
2001). According to Tsai (2007), ideal affect consists of two-level of arousal positive affect states: high-arousal positive affect (HAP) states 
such as excitement, enthusiasm, and elation and low-arousal positive affect (LAP) states such as calmness, peacefulness, and serenity, and 
individual differences in ideal affect may account for diverse behavioral consequences especially in mood-producing behavior. 

In the present research, we hypothesized that people are likely to make different choices depending on their ideal affect that they would 
like to experience from purchasing behavior. More importantly, we predicted that ideal affect may play a more central role in experiential 
purchases where the object of which is associated with having a life experience than in material purchases where the object is possession itself 
(Van Boven & Gilovich, 2003) because affective experiences consumers pursue from purchasing choices would be more closely related to 
experiential purchases than to material purchases (Kwortnik & Ross, 2007). In order to examine these hypotheses, we conducted two main 
experiments. 

In Study 1, we examined whether people make choices which correspond to their ideal affect more in experiential purchases than in 
material purchases when asked to make purchase decisions for self. We posited that people would have different ideal affect depending on 
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their age and gender and would make purchasing choices based on their own ideal affect. In Study 2, we investigated the role of affect in 
purchasing situations where giving gifts for other people or recommending others to purchase products or services. We predicted that people 
would make decisions based on ideal affect for others whom one is intending to give a gift or suggest buying (hereafter referred to as “ideal 
affect for targets”) rather than their own ideal affect when they make choices for other people. More importantly, we also examined whether 
people lay greater emphasis on affective factors when they engage in experiential purchases for others than in material purchases. 

Experimental methods and procedures were exactly the same between in Study 1 and in Study 2. There were two parts of the main ex-
periment in the present research. In the first part, participants’ ideal affect scores (ideal affect scores for targets for Study 2) were measured. 
In the second part, after few weeks later, participants were asked to complete the option choice task. This task depicted purchasing situations 
where people consume various experiential and material products. We chose a total of 20 categories to which people can easily access in our 
daily life: 11 categories for experiential purchases such as vacation places, movies, and hobbies and 9 categories for material purchases such 
as shoes, alarm clocks, and USB flash drives. For each of 20 item categories, we selected two stimuli as a pair; one is for HAP option and the 
other is for LAP option. Participants were asked to choose only one of two options in each pair for themselves in Study 1 and for others in 
Study 2. By calculating the number of HAP options chosen by participants in each domain, we could examine whether people make choices 
based on their ideal affect in Study 1 and ideal affect for targets in Study 2. 

The results of Study 1 demonstrated that people have different ideal affect depending on their ages and make purchasing choices based 
on their ideal affect in experiential purchases but not in material purchases when they make decisions for themselves. Consequently, the effect 
of participants’ age on purchase decisions was partially mediated by ideal affect for self only in the experiential purchases but not in material 
purchases. On the other hand, the results of Study 2 confirmed that people have different ideal affect for targets depending on targets’ age 
and gender, and more importantly, ideal affect for targets did predict choices not only in experiential purchases but also material purchases. 
Consequently, ideal affect for targets partially mediated the relationship between targets’ age and choices in both of experiential and material 
purchases. 

In conclusion, the overall results of the present research provide confirming evidence that people are likely to employ ideal affect as a 
basis of judgment and make decisions relied on it especially when they engaging in experiential consumptions regardless whether the target 
of purchases is self or others. 

Furthermore, the interesting reversal regarding material purchases observed in Study 1 and 2 indicate that people are likely to use differ-
ent strategies to make decisions for themselves and for other people especially in material purchases. Since the present research do not draw 
an absolute conclusion regarding why people show such self-other difference in material purchases, future studies need to be done to probe 
the underlying mechanism of this self-other difference. Lastly, the findings of the present research have valuable implications for the market 
place. For example, it will be of benefit for marketers who promote experiential goods such as tour packages and tickets for performance to 
understand ideal affect of their target consumers whom they intend to sell their products and to make promotions by emphasizing the affective 
states which will be elicited from consumer decisions. Moreover, this finding would be extended to gift-giving situations.
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The Meaning of Border and Its Effects on Cross-Border Consumption
Emre Ulusoy, University of Texas - Pan American, USA

Even though the U.S.-Mexico border represents one of the most voluminous consumer and product traffic in the world and thus com-
prises a prominent context for researching cross-border mobility and consumption, that border has not attracted deserved attention among 
academics. Further, much of the existing research on cross-border mobility and consumption takes a modernist view and focuses on economic 
and rational aspects of border crossing. Few studies take alternative views (e.g., postmodernist) to examine how the profound and in-depth 
meanings of border affect cross-border experiences, (im)mobility and consumption. Therefore, this study examines the perceived meanings 
of the U.S.-Mexico border and the interplay of these meanings with consumer cross-border experiences, (im)mobility and consumption. 

The term border has different meanings in different contexts, and these meanings change through time and space. In its broad sense, 
border is a separation of two entities from each other resulting in division, differentiation and dissimilarity. In addition to its conventional 
meaning, U.S-Mexico border has symbolic, socially constructed (Wonders 2006) and hyperreal meanings (Duarte-Herrera 2001). The mean-


