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We find that incidental motor behaviors can sensitize consumers to specific, psychomotor-matched disabilities. Participants walking

up and down stairs (versus using an elevator) showed greater willingness-to-pay to add wheelchair access for a service, but no similar

increase for vision, hearing, mental, or illness-related disability product-accessibility accommodations. Planned extensions are

outlined.
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Increased Sensitivity to Specific Disabilities via Matched Psychomotor Experience
Ab Litt, Stanford University, USA

Taly Reich, Stanford University, USA

More than 30% of US adults suffer from at least one basic-actions difficulty or complex-activity limitation, including 61% of those 
65 and older (Centers for Disease Control and Prevention, 2010). As populations age worldwide, the proportion of individuals living with 
physical, sensory, mental-capacity, and illness-related disabilities is rising even further. It is thus of both current and growing importance 
for products, services, and environments to incorporate accessibility features which ensure they can be used by as many people as possible.

Accessibility accommodations can increase costs to deliver products and services that all consumers must bear, whether or not they 
themselves would currently benefit from them (e.g., adding wheelchair-lifts to buses, manufacturing foods in special facilities free of com-
mon allergens). It is therefore valuable that able-bodied people be able to understand, empathize with, and better appreciate and maintain 
sensitivity to challenges those afflicted with disabilities face in navigating their daily lives. How can we increase consumers’ motivation to 
help improve the lives and lessen obstacles faced by the disabled, such as via increased willingness to pay to incorporate accessibility ac-
commodations into products and services?

We demonstrate that consumers’ incidental psychomotor actions and experiences can increase their sensitivity to specifically aligned 
disabilities, manifesting itself in increased willingness-to-pay to add product-accessibility accommodations. By “aligned” we mean in the 
sense that the psychomotor experience of having to walk up and down a flight of stairs matches with sensitivity to mobility disabilities, versus 
having to squint and struggle to read a blurred text matches with vision disabilities. This result builds on growing research showing that mo-
tor actions or simulations, such as pulling products toward oneself, can alter judgments and feelings (e.g., Hung & Labroo, 2011; Labroo & 
Nielsen, 2010). We show such effects of a completely novel nature—induced sensitivity to others’ disabilities specifically matched to one’s 
own incidental psychomotor experience. Whereas Bargh et al. (1996) showed that priming elderly stereotypes caused individuals to walk 
slower, we propose that essentially reversed effects might also hold: that the motor behavior of walking slowly might influence thoughts and 
feelings regarding the elderly.

STUDY METHOD
Part 1 of the experiment was described as investigating the effects of change of location on task completion. Participants moved up and 

down three times from the basement to the third-floor of a building, completing a word-puzzle at each location. Participants either took the 
elevator up and down each time (n=21), or walked up and down three flights of stairs each time (n=20).

In part 2, participants were asked to report their willingness-to-pay “to allow for features and enhancements to various goods and ser-
vices that would make them more useful and appealing to different groups of people”. For each, they indicated the maximum percentage 
above regular price they would be willing to pay extra to make possible the proposed change to the product. Each of the cases (presented in 
random order) involved adding an accommodation for a specific disability or usability-need:

- providing a Braille version of a textbook (vision, % above book price)
- adding wheelchair-ramp access to the main entrance of your favorite restaurant (mobility, % above average meal price)
- a museum hiring guides who can communicate in sign language (hearing, % above admission price)
- producing a DVD of a popular movie with closed captioning in multiple languages (linguistic, % above DVD price)
- producing a candy bar with nut-free processes and facilities for the benefit of those with allergies (health condition, % above 

candy price)
- adding a sensor system to a furnace that could remind those with dementia to turn off the gas, and/or alert a caregiver of unlit 

gas (cognitive, % above furnace price)
 

These primary DVs of interest were encountered among some unrelated filler questions.  Afterwards, participants also reported on one-to-nine 
scales of how physically tired they felt, and how difficult or physically demanding they found moving around between the different locations 
in the change of scenery portion of the study.

RESULTS
In debriefing, no participants reported awareness or guessing of our manipulation, experimental intentions, or hypotheses. For the 

mobility-related accessibility accommodation (wheelchair access), participants in the Stairs condition reported a significantly higher willing-
ness-to-pay than those in the Elevator condition (MS=16.16 vs. ME=10.86; t(39)=2.14, p=.04). However, no such differences were observed 
for any of the other accessibility accommodation measures (t’s< .58, p’s>.56). Thus, walking up and down the stairs (relative to taking the 
elevator) induced a higher premium that able-bodied consumers were willing to pay to specifically help those with mobility disabilities, but 
not those with other needs.

Participants in the two conditions did not report any difference in how tired they felt (MS=3.65 vs. ME=3.05; t(39)=.89, p=.38), but those 
in the Stairs condition did report the experiment to be more physically difficult/demanding (MS=3.10 vs. ME=1.67; t(39)=2.89, p=.01). There 
was a marginal correlation between this measure and the wheelchair-ramp WTP measure (r=.289, p=.07), though with this small sample the 
Sobel test of mediation of stairs/elevator condition by felt difficulty was not significant (z=1.04,p=.29).

ONGOING WORK AND ExTENSIONS
In follow-up studies we are exploring new psychomotor manipulations to test for specific sensitivity-induction to other forms of dis-

ability: for example, reading blurry text and specific sensitivity to visual disability, listening to muffled sound and sensitivity to hearing dis-
abilities, and performing difficult memory tasks and sensitivity to cognitive and memory impairments. We are also planning more investiga-
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tion of the underlying process for this effect—is it due to induced empathy or sympathy for those with aligned disabilities, higher attention 
to semantic content associated with preceding psychomotor experience, or some other mechanism? To test possible explanations as well as 
explore other practical consequences, we are also developing an expanded array of dependant measures. For instance, participants’ percep-
tions of how difficult it is to live with various disabilities, how easy/difficult they find imagining living with various disabilities, implicit 
measures of their sensitivity to disabilities, and measures with real consequences (e.g., soliciting donations to charities helping those with 
specific disabilities).
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Investigating the Effects of Multiple Country of Origins Label
Yupin Patara, Chulalongkorn University, Thailand

Kent B Monroe, University of Richmond and University of Illinois at Urbana Champaign, USA

Research on the influence of a product’s country of origin has been based on the premise that country of origin as an external cue, similar 
to brand name and price, has an influence on consumers’ product evaluations and willingness to buy (Verleigh and Steenkamp, 1999). How-
ever, the role of the country of ingredients origin as an extrinsic cue has not been studied previously.   

The main research questions in the preliminary stage are: -- (1) How do consumers utilize the ingredient country of origin information 
along with brand and price when evaluating products’ quality? (2) How do consumers evaluate “Made in …” label if various ingredients of 
the product were made in multiple countries?

CONCEPTUALIZATION AND THEORETICAL FRAMEWORK
When consumers are uncertain about the quality of products, they may use extrinsic cues to judge the quality claims made by the sellers 

(Monroe 2003). A product’s brand name is a cue for customers representing images that they have formed about the brand and may be used 
as an indicator of quality (Rao and Monroe 1989). Brucks, Zeithaml and Naylor (2000) find that when price is paired with a consistent brand 
cue, the quality evaluation is enhanced. Chao (1989) finds the same enhancement when pairing price with positive country of origin brand.

According to cue consistency theory (Slovic 1966; Maheswaran and Chaiken 1991; Miyazaki, Grewal, and Goodstein 2000) when a 
set of cues is consistent each cue will reinforce a subsequent judgment. If a brand name is capable of signaling quality, then the presence of 
country of origin as an additional signal to endorse and signal the primary brand’s product quality may enhance quality perceptions.  It is 
because they provide enhancing impact and are likely to be used jointly in overall evaluations. 

Similarly, country of origin cues can also influence consumers’ quality perceptions and their confidence in the quality of the product. 
People form an initial concept of a product on the basis of its country of origin and this concept once formed can influence how information 
about the product’s specific attributes is interpreted (Hong and Wyer 1990). 

On the other hand, inconsistent cues may signal contradictory information. Moreover, evaluations with inconsistent cues may depend 
upon some consistent subset of the inconsistent cues. Consumers may focus on the negative cue and anchor their perceptions of quality based 
more on the negative cues (Ahluwalia 2002; Campbell and Goodstein 2001). 

RESEARCH DESIGN
Utilizing cues consistency theory as the conceptual basis for the research, three experimental between subjects studies using three differ-

ent products are planned to examine how multiple extrinsic cues to influence consumers’ perceptions of product quality and value and their 
behavioral intentions. 

Study 1 is a 2 (Price: high and low) x 2 (Certification: yes and no) x 2 (Ingredient Origin: USA and China) between subjects, factorial 
design. 

Study 2 is a 2 (Price: high and low) x 2 (Brand Familiarity: high and low) x 2 (Ingredient Origin: USA and China) between subjects, 
factorial design. 

Study 3 is a 2 (Price: high and low) x 3 (Ingredient Origin: 100% USA, 50% USA 50% China, 100% China) between subjects, factorial 
design.

PRELIMINARY RESULTS 
Study 1 Results  -- Manipulation check results indicate that price (Low = 3.67, High = 6.28; F (168) = 3.54, p<.05) and ingredient origin 

(China = 3.59, USA = 6.62; F (168) = 3.26, p<.05) were manipulated as intended. The hypothesized effect from H1 reveals a significant price 
x ingredient origin information interaction on perceived quality (F (170) = 6.95, p<.001, see figure 4). We found no mean differences for the 
inconsistent conditions relative to price and ingredient origin pairing (F <1, NSP). The effect of either cue will be stronger when paired with 


