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If consumers are well aware of sale taxes but do not see them on price tags does this mean that they are not influenced by this

universal surcharge when they estimate the total purchase price? In our research we explore the impact of sale taxes on consumers’

estimations of the total purchase price in traditional retail settings and suggest that price level will moderate the impact of sale taxes on

consumers’ estimations of the total purchase price.
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that trusting the person who advises the investor in his or her decision making is most important. It is important to note that the research 
was conducted during turbulent times, namely within the context of a dramatic financial crisis. Perceived uncertainty which was most likely 
enhanced by the situation might have amplified the role of trust in the advisor. Further research shall clarify the influence of situation specific 
uncertainty for the role of the different objects of trust in engendering a trusting expectation and intention. 
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Price on the Top of the Price: Effect of Sales Tax and Product Price on Consumers’ 
Estimates of the Total Purchase Price

Igor Makienko, Universty of Nevada, Reno, USA

If consumers are well aware of sale taxes but do not see them on price tags does this mean that they are not influenced by this universal 
surcharge when they estimate the total purchase price? In our research we explore the impact of sale taxes on consumers’ estimations of the 
total purchase price in traditional retail settings and suggest that price level will moderate the impact of sale taxes on consumers’ estimations 
of the total purchase price.

Too tired to care: the selfish impulse and the will to be fair
Sachin Banker, MIT, USA

The studies presented here aim to address the apparent conflict that exists in proposed accounts of the nature of fairness versus self-
interest motives. While some neuroscientific evidence has provided support for the view that the concern for fairness relies on an emotional 
impulse that must be controlled in order to act in rational self-interest, other evidence has supported an opposing view that the concern for 
fairness is instead realized through the control of selfish impulses. The two psychological theories generated from this neural evidence were 
tested using ego-depletion methods and provide support for the latter view that people are in fact driven by selfish impulses that must be 
resisted in order to enact fair outcomes. Moreover, it is also found that more general implementation of altruistic, reciprocal, as well as ef-
ficiency norms requires the control of self-interested impulses. This evidence offers important implications regarding consumer behavior that 
differ dramatically from those generated by the conflicting account.

THEORETICAL BACKGROUND
In a seminal study, Sanfey et.al. (2003) had subjects play an ultimatum game while placed in an fMRI. Faced with a choice to accept or 

reject a proposed split of an endowment, subjects had to weigh their desire for a fair outcome against a desire for money. It was found that 
rejections of especially low, unfair offers was associated with activation in the anterior insula, a region of the brain thought to be involved in 
the representation of feelings of pain and disgust, and this finding is taken to be indicative of the fact that motives for fairness are subserved 
by emotional impulses that must be regulated to act in an economically normative manner. 

However, in a study that had subjects play an ultimatum game while temporarily disrupting activity in the right DLPFC, an area of the 
brain implicated in the cognitive control of impulse, subjects actually accepted unfair offers more often (Knoch et.al. 2006). This finding runs 


