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Recent studies showed that product elongation has a positive influence on size assessment. This research seeks to demonstrate that the

positive effect of elongation on size perception stems from a combination of assimilation/contrast judgments and a spatial disposition

bias. Five studies were undertaken, where objects’ spatial disposition, elongation level, cardinal orientation, and object shape were

manipulated. These findings add to the cognitive psychology and consumer behavior literatures. They have critical managerial

implications in terms of packaging, visual display merchandising, and positioning.
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to improve your BMI and stamina. Visible results, guaranteed”) version of the advertisement, then asked to evaluate their interest in attending the 
class as well as their intent to recommend the class to other students. We find a significant difference between how hard-core users view the ad ver-
sus aspiring users, F(1, 194)=9.34, p<.01. Aspirant or fringe users expressed more interest in attending the advertised class when the language was 
abstract (M=4.38) versus concrete (M=3.12), whereas hard-core gym rats preferred the class when expressed in concrete terms (M=4.71) vs. abstract 
(M=4.29). Simple effects tests show that there is no significant difference between preference for abstract language, which confirms our hypothesis 
that hard-core users still respond positively to abstract, promotion-focused language. However, they respond significantly more to concrete language 
advertisements.

Our next step takes this examination beyond the lab setting to explore how members of subcultures of consumption become initiated into a sub-
culture, and what activities (focused on key purchase moments) keep them engaged and invested with the subculture. We are conducting a study of 
newcomers to the triathlon community, charting their training, goals, and purchase behaviors via online diaries to capture what levels of engagement 
result in subsequent subculture-specific purchasing behavior (from technical gear to health food). In addition, semi-structured interviews with elite, 
hard-core runners are planned to understand how a member of the running subculture identifies worthy events, recognizes a runner, and incidentally 
reveals purchase behavior. Our hypotheses revolve around investment: Once members of a subculture reach a certain purchase threshold (i.e.,$100 
for a pair of technical shoes, $1,000 for a respectable canoe or kayak, $1,000 for a top-of-the-line sewing machine), they are “in” the subculture and 
can work toward becoming hard-core with increasingly specialized purchases.
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Is your Product in the Right Place? The Effect of Objects’ 
Elongation and Spatial Disposition on Size Perception
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Product packaging is a key source of information consumers use to make choices and inferential judgments about products (Greenleaf 
and Raghubir 2008). Consumers rarely read volume labels or unitary prices (Yang and Raghubir 2005). They rely instead on visual cues in 
product assessment and are subject to evaluation biases. Raghubir and Krishna (1999) and Wansink and Van Ittersum (2003) find support for 
an elongation bias, that is, a positive and consistent bias in size estimation as elongation (i.e., ratio of height to width) increases. However, 
both the process underlying the elongation bias and its boundaries still remain unexplored. 

Based on past work in experimental psychology (Goto et al. 2007; Marr 1977; Quinlan and Humphreys 1993; Sutherland 1968), this 
research seeks to demonstrate, through five studies, that the positive effect of elongation on size perception stems from a combination 
of assimilation/contrast judgments and a spatial disposition bias. We propose that when comparing the size of two identically-sized two-
dimensional items, people first try to detect both their similar and discriminant geometrical dimensions. If no difference in the length of the 
two dimensions is apparent (i.e., assimilation), individuals are expected to perceive them as identical. If a difference between the two figures 
on the length of one dimension (e.g., height) is perceptible (i.e., contrast) while no noticeable difference appears on the other dimension 
(i.e., assimilation), individuals are expected to base their size assessment on the contrasting dimension solely. It is argued that side by side 
presentation favours the adoption of such a process where the height dimension is contrasted and the width is assimilated, which simplifies 
decision making. When objects are presented side by side, this process leads to the elongation bias reported in past literature. When objects 
are presented one above the other, width dimension is likely to contrast at low elongation difference between objects and the elongation effect 
is expected to be reversed.

When both dimensions’ lengths contrast, the simpler assimilation/contrast mechanism does not allow for size assessment and more 
complex processing is needed. First, individuals are expected to fruitlessly try to use both dimensions in a compensatory manner, thus lead-
ing to no difference in choice share. When a significant difference between elongations exists and the easier assimilation/contrast processing 
cannot be used, another heuristic is likely to be adopted. We propose that the spatial disposition of objects triggers the salience of one dimen-
sion, leading to a hypothesized “spatial disposition bias” where horizontal presentation, for instance, increases salience of width. It is argued 
that this bias operates progressively as differences between the dimensions of the two objects increase, until the object presenting the longer 
salient dimension will be more often selected as the bigger one (i.e., the wider object in side by side presentation and the taller one in a one 
above the other presentation). 

In study 1 (n=51), participants were shown ten pairs of rectangles of identical size and presented side by side, successively and in a 
random order. Each pair contained a baseline figure, which elongation (ELBF=1.5) remained unchanged, and a manipulated figure, which 
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elongation (ELMF=1.6, 1.7, 1.8, 1.9, 2, 2.1, 2.2, 2.3, 2.4, and 2.5) varied. Participants were instructed to select the bigger figure in each pair. 
As expected, a positive effect of elongation on size perception was found when ELMF=1.6, a level close to the baseline figure, thus illustrating 
the initial assimilation/contrast processing. Choice share (CSMF) was significantly different from 50% (CSMF =78.43%, Z=2.75, p<.01). At 
ELMF=2.5, this effect was reversed, as hypothesized (CSMF= 27.45%, Z=2.17, p<.05), reflecting the spatial disposition bias. 

In study 2 (n=52), participants evaluated the same pairs, but rotated by 90 degrees. Choice share for the same figure but rotated signifi-
cantly dropped from 78.43% in study 1 (ELMF=1.6) to 36% in study 3 (ELMF=1/1.6). Similar to study 1, the more elongated figure (which is 
the baseline figure here) was significantly more often chosen than 50% when ELMF=1/1.7 (CSBF=75%, Z=2.43, p=.01) and less often selected 
when ELMF=1/2.4 (CSBF=26.92%, Z=2.21, p<.05).  

In study 3 (n=50), participants saw the same pairs presented one above the other. As expected, the elongation positive effect was re-
versed. At ELMF=1.7 for instance, the choice share for the same more elongated figure dropped from 62.75% in study 1 to 20% in study 3 
(Z=2.93, p<.01). Starting ELMF=2, although steadily increasing as elongation increases, choice share for the more elongated figure was sig-
nificantly different from 50%.

In study 4 (n=50), participants evaluated the same pairs of study 2, but presented one above the other. Again, the elongation effect sig-
nificantly reversed when ELMF =1/2.5 (CSMF=28%, Z=2.05, p<.05). 

Finally, in study 5 (n=50), study 1 results were replicated with a shampoo bottle image, for the sake of generalizability. The positive 
effect of elongation on size perception was found when ELMF=1.6 (CSMF=72%, Z=2, p<.05). This effect reversed more rapidly than with 
rectangles (starting ELMF=2: CSMF= 18%, Z=3.16, p<.01). 

In conclusion, the elongation bias holds only for levels close to the baseline elongation, when objects are presented side by side (study 
1). This effect is reversed at higher levels of elongation due to the hypothesized spatial disposition bias. When objects are rotated by 90 de-
grees in study 2, the more elongated object in study 1 became the less elongated one. Shifts in choice shares replicate the elongation bias and 
its boundaries demonstrated in study 1. When objects are presented one above the other (study 3), contrasting width led to a negative effect 
of elongation at lower levels of elongation difference, which disappeared at higher levels due to the absence of one contrasting dimension. 
These results were also found after a 90 degrees rotation (study 4). The elongation bias and its reversal were replicated with a more complex 
shape, where the effect reversed more rapidly than with the rectangular shape in study 5, as expected. These findings add to the cognitive 
psychology and consumer behavior literatures. They have critical managerial implications in terms of packaging, visual display merchandis-
ing, and positioning. 
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Would Petty Crime Be More Acceptable In The Red Light District? 
The Effect Of Conceptual Fluency On Moral Judgment
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Moral judgments have traditionally been considered as the result of rational and deliberate reasoning processes (e.g., Jones, 1991). 
More recently, however, scholars have argued that moral decision making is also influenced by intuitive factors (e.g., Reynolds, 2006). Like 
many other judgments, moral judgments are guided by not only rational thought, but also by feelings that are present at the time of judgment 
(Schwarz & Clore, 2007). One important class of feelings which influence people’s judgments involves metacognitive experiences, which are 
the experiences that arise during information processing. Conceptual and perceptual fluency are a specific instance of what is called process-
ing fluency (Tulving & Schacter, 1990), a metacognitive experience which refers to the subjective experience of ease versus difficulty while 
processing information and stimuli. Experiencing fluency evokes a positive affective state which people attribute to the judgmental stimuli 
they are evaluating (Winkielman, et al., 2003). In particular, perceptual fluency refers to the ease with which people perceive and identify the 
physical characteristics of stimuli, which can be enhanced through for example figure-ground contrast (e.g., Reber, Winkielman, & Schwarz, 


