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The present research identifies friendship as a self-control promoting resource. By influencing both sides of the self-control struggle,

i.e. by conserving self-control strength and reducing impulse strength, the (psychological) presence of a friend reduces excessive

consumption of individuals with self-regulatory deficits, either at the trait or state level (compulsive buyers or depleted consumers

respectively).
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Failures to override impulses lie at the heart of many problematic consumer behaviors. Failures to control impulses to eat unhealthy 
food, drink alcohol or smoke cigarettes for instance (Friese, Hofmann, and Wiers 2011), but also failures to resist impulses to buy. The con-
tinuous proximity of consumption temptations constitutes what we term a buyogenic environment. By provoking irresistible consumption 
impulses, this buyogenic environment composes a serious challenge to the exercise of self-control of consumers (Faber and Vohs 2011; Hoch 
and Loewenstein 1991). Especially for consumers with self-regulatory deficits, the buyogenic environment makes it extremely difficult to 
inhibit consumption impulses, resulting in excessive consumption. In its extreme case, such difficulties with inhibiting consumption impulses 
can lead to adverse consequences for both the individual and others (Faber and Vohs 2011). 

Given that consumption behaviors like shopping and dining almost never happen in a social vacuum, it is surprising that little research 
has examined the role of close friendship on excessive consumption. After all, friends have been consistently linked to good mental and physi-
cal health (Cohen and Wills 1985; Hawkley et al. 2003) and just ordinary, day-to-day activities with friends have been found to be sufficient 
to be of beneficial influence (Lakey and Orehek 2011).

In the present research we conceptualize excessive consumption as a form of self-regulatory failure. The interplay between irresistible 
consumption impulses evoked by the buyogenic environment and insufficient self-control strength to inhibit these impulses, results into ex-
cessive consumption. In four experiments we show that the (psychological) presence of a friend reduces excessive consumption, by enhanc-
ing the capacity to inhibit (consumption) impulses when confronted with (consumption) temptations. In addition, we demonstrate that this 
beneficial influence of friendship on self-control is the result of a dual process; improved self-control as a result of both reduced impulses and 
conserved self-control strength. 

The first study was a scenario study and observed that among individuals classified as compulsive buyers (Ridgway, Kukar-Kinney, 
and Monroe 2008), the presence of a close friend reduced both the buying urge and buying intention. That is, when compulsive buyers were 
asked to imagine themselves in a shopping situation, their buying urge and intention to buy a desirable pair of jeans that were on sale, was 
significantly lower when they imagined being accompanied by a close friend (Murge = 5.06; Mintention = 5.00) compared to when they imagined 
being alone (Murge = 5.74; Mintention = 5.89). 

The second study (N = 106; all female) confirmed that self-regulatory processes underlie our findings of study 1, by demonstrating that 
the actual presence of a friend enhances compulsive buyers’ self-control. Compulsive buyers who were in the actual presence of a close friend 
had significantly less difficulty with suppressing impulses (i.e., made significantly fewer errors on the Color Word Stroop Task, M = 0.00) 
compared to compulsive buyers that performed the task alone (M = 0.41) or in the presence of a stranger (M = 0.36).  In fact, the presence 
of a friend enhanced the self-control of compulsive buyers to a ‘normal’ level, i.e. comparable to the self-control of non-compulsive buyers 
who were alone. 

In the last two studies we generalized our findings to consumers not chronically, like compulsive buyers, but temporarily prone to 
self-regulatory failure by resource depletion (Faber and Vohs 2011). Moreover, study 3A showed that the beneficial influence of friends 
generalizes to a behavioral measure of self-control, i.e. candy consumption. In both studies, participants in the friendship condition were first 
primed with friendship, by asking them to write about a close friendship. Participants in the control condition were asked to write about the 
manufacturing process of a wooden table. Next, participants were depleted by performing an e-circling task or not. 

After the friendship and depletion manipulation, participants in study 3A (N = 80; 37 female, 43 male) were tempted by a bowl filled 
with M&Ms, from which they could consume as much as they desired. Results showed that while depleted consumers ate more candy (M = 
18.54 grams) than non-depleted consumers in the control condition (M = 11.86), depleted consumers ate significantly less candy after being 
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primed with friendship (M = 11.31). Although friendship had no influence on non-depleted consumers, friendship thus enhanced self-control 
of depleted consumers. Reminding people of friendship seemed to conserve their self-control strength. 

Finally, if excessive consumption is the result of the interplay between self-control strength and impulse strength, the most effective 
intervention to reduce excessive consumption may be one that improves both factors (Friese et al. 2011). In study 3B (N = 80; 34 female, 46 
male) we show that reminding people of friendship is such an intervention. 

After the friendship and depletion manipulation, participants in study 3B first received an Implicit Association Test to measure their 
impulse strength towards hedonic products (Friese et al. 2011; Wiers et al. 2011). Subsequently, their willingness-to-pay (WTP) regarding 
these products was measured. 

In line with Vohs and Faber (2007), participants depleted of their self-regulatory resources showed higher WTP for hedonic products 
than non-depleted participants. However, depleted participants reminded of friendship did not show this increase in WTP. Moreover, the 
relationship between depletion and friendship on WTP was mediated by impulse strength as measured by the IAT. Again friendship had no 
influence on non-depleted consumers. 

The present research shows that the (psychological) presence of a friend reduces excessive consumption, and gives insight in the un-
derlying process. By influencing both sides of the self-control struggle, i.e. conserving self-control strength and reducing impulse strength, 
the (psychological) presence of a friend satisfies an important condition for effective intervention (Friese et al. 2011). Friendship did not 
influence the self-control of non-compulsive and non-depleted individuals, suggesting that it only promotes self-control of individuals with 
self-regulatory deficits, either at the trait or state level (i.e. compulsive buyers or depleted consumers respectively).  Non-compulsive and non-
depleted consumers do not need much help in situations requiring self-control; they were capable of resisting temptations themselves. For 
the other consumers however, the (psychological) presence of a friend seems a valuable buffer against the temptations from our buyogenic 
environment.  
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Does a sponsorship influence decisions about a sponsor brand for people unable to recall that they were exposed to it? And is this mere 
exposure effect observed for prominent, highly familiar, brands that can afford to sponsor widely broadcasted events (e.g., Olympus for the 
US Open tennis tournament)? Mere exposure studies provide abundant evidence that repeated exposure to a stimulus may increase its liking 
without its recall (e.g., Bornstein 1989; Monahan, Murphy and Zajonc 2001). However, most of these studies were conducted in the lab with 
students and/or involved low-familiarity, fictive or novel brands and ads stimuli. Among a very few field studies that examined mere exposure 
effects of sponsorship in naturalistic environments (e.g., Bennet 1999), none involved highly familiar brands. Hence, it is currently unclear 
whether a sponsorship may influence decisions about a highly familiar brand in the absence of recall of this sponsoring brand.

To our knowledge, this research is one of the first to investigate this possibility. In order to secure statistical power, it involved a large 
sample of 1084 visitors of an international Tennis Tournament. Measures were collected for brand recall and brand preference, along with 
two additional factors, which we reasoned might qualify the effects: consumer status (consumer or non-consumer of the brand) and choice 
condition (free or comparative choice). We anticipated that mere exposure effects could be observed for a highly familiar brand, at least 


