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Past research on social identity has focused on which identity affects consumers’ brand preferences, but little is known about how

consumers are influenced during the transformation of self-identity. In this research, we investigate the effect of a former identity, in

the context of student identity.
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touch. Regarding theory development, this proposed scale will also allow for future research in the interpersonal touch domain and will sup-
port cross-cultural understanding of nonverbal communication norms.
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Good Bye, Old Self! - The Transformation of Self-Identity
Woo Jin Choi, Texas A&M University, USA
Ji Yun Kang, Texas State University, USA

Individuals may, at times, experience the transformation of their identities. For example, when students graduate from college, they 
may adopt a new identity as an employee of a company while, simultaneously, leaving behind their former identity as a student.  Another 
example is that of a woman taking her husband’s surname after marriage, and thereby becoming “Mrs. Man” (Penfield 1987, p.118).  In this 
case, a woman is expected to adopt a new identity while submerging or burying her former identity (Penfield 1987). Given that one’s name 
is strongly and personally related to one’s self-identity (Penfield 1987), a surname change could cause a significant identity transformation. 
In this research, we investigate the courses of identity transformation after taking on a new surname and, how this affects the consumption 
behavior of female consumers.

Past research on social identity suggests that people have multiple identities but only those identities that are salient at a given moment 
influence one’s consumption behavior (Escalas and Bettman 2003, 2005; White and Dhal 2007). This stream of research has shown that 
consumers tend to have more positive attitudes toward products that are associated with their social identities (e.g., student identity, female 
identity, organization identity, political affiliations, etc.) when that certain identity is salient (Forehand, Deshpandé, and Reed 2002; Reed 
2004). For example, Reed (2004) showed that people are more willing to purchase an interpersonal telecommunication product that enables 
them to stay connected with their families when their family identity is salient. While extant research has focused on which identity exerts 
an effect on consumers’ brand preferences and choices, little is known about how one is influenced during the transformation of self-identity 
and, more importantly, how this change influences consumers’ brand preferences and choices.

While the traditional practice of marital surnaming still continues, the social status of women has dramatically improved as they have 
increasingly been taking on social roles traditionally assumed by men (Damhorst, Miller-Spillman, and Michelman 2005). Consequently, 
women are now more likely to ‘acquire’ or ‘choose’ their social identity as independent individuals, in contrast to the past in which women 
were expected to passively ‘accept’ their social identity given to them upon marriage to their husbands. In their research on marital name 
change, Kline, Stafford, and Miklosovic (1996) revealed that the self-perception that a maiden name can be equated with one’s self-identity 
strongly influences a woman’s decision to adopt her married name. Other studies also suggest that females who retain their maiden name after 
marriage place great emphasis on their self-identities, and they tend to be concerned that the name change might bring about the loss of their 
self-identities (Arliss 1991; Dralle and Mackiewicz 1981; Scanzoni and Scanzoni 1988). Therefore, it is plausible that women who adopt 
their married names might experience a sense of loss in regard to their self-identity, since these women may still have a feeling of attachment 
toward their maiden names−a symbol that represents their independence, as well as their long-time ties to their families. 

An interesting question that arises next is, how can this nostalgia for their former name/identity influence consumers’ brand evaluations 
and product choices? We expect that newly-wed female consumers will favor products that are associated with their former identity as ‘single 
women’ because of their affection for their maiden name. Defining one’s self in terms of consumption behavior is more relevant when an iden-
tity is inchoate, or in other words, when an individual begins playing a new, unfamiliar role (Solomon and Rabolt 2009). It is thus likely that 
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the sense of loss women experience in regard to their maiden names will decrease over time, because they will gradually become accustomed 
to their new names and their new social roles. Therefore, the effect of a former identity will be a decay function.  

We conducted a pretest to investigate whether the feeling of nostalgia toward a maiden name/single identity decreases as the length of 
a marriage increases. Thirty-nine females who spoke English and were U.S. residents participated in this study through MTurk for payment. 
The results showed that those who had been married less than five years experienced a feeling of nostalgia for their maiden names to a greater 
extent than those who had been married for more than five years. Therefore, the data supports our premise of the decaying effect of a former 
identity with time. We are now in the process of conducting a series of studies to test our predictions (a) in in-depth interviews with five mar-
ried females and (b) in a survey.

The contributions of this research are as follows. First, to the best of our knowledge, the current work takes the first step in focusing on 
how individuals respond to the extinction phase of their former identities and the adoption of new social identities. Insights into the manner 
in which people respond to both former and new identities would expand our understanding of the influence of social identity on cognition 
and behavior. Therefore, the current research unlocks the door extending this line of research on the transformation of self-identify and to 
a further understanding of its effect on consumer behavior. In addition to theoretical contributions, this study has practical implications in 
that it could provide marketing practitioners with strategic ideas for targeting consumers in the identity transformation period, such as new 
persuasion points and appropriate timing of the persuasion points. 
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Affect, Cognition, and Consumer Charity: The Moderating Role of Social Distance
Joseph Paniculangara, University of Central Florida, USA

Xin He, University of Central Florida, USA

Charitable donation is important in transformative consumer research. This paper investigates the use of affect versus cognition in 
consumer donation and its interaction with social distance. We demonstrate that affect-driven consumers tend to donate more than cognition-
driven consumers. In addition, the difference between affect-driven and cognition-driven consumers is more evident with greater social 
distance between the donating consumer and the recipient of her charity.  This interactive effect is due to the differences in goals pursued by 
different types of consumers.

A consummatory goal is particularly relevant for affect-driven consumers (Millar and Tesser, 1986). Motivated by the consummatory 
goal, people engage in behavior that is intrinsically rewarding (Holbrook and Hirschman, 1982; Pham 1998).  Past research shows that when 
a consummatory goal is made salient, people tend to make decisions based on affect (Pham 1998).  In charitable donations, the consummatory 
goal may be manifested as maximizing “warm-glow” utility (Andreoni, 1989). In such cases, donors are primarily interested in the intrinsic 
satisfaction stemming from their behavior of donation of resources.

In contrast, an instrumental goal is important for cognition-driven consumers (Millar and Tesser, 1986). Such a goal is secondary - while 
the behavior may not be rewarding in itself, the undertaking may help to achieve another goal (Millar and Tesser, 1986). Pham (1998) shows 
that an instrumental goal decreases the use of affect in arriving at decisions.  In the context of donation, an instrumental goal may be mani-
fested as a desire to contribute to causes similar to “public-goods” and consequent utility (Andreoni, 1989).  That is, donors may sometimes 
contribute so as to derive utility that comes from consumption of the cause donated to. For example, a donation made to National Public Radio 
(NPR) may be made to ensure adequate funding for NPR to continue broadcasting. 

We argue that the consummatory goal of enhancing “warm-glow” utility and the instrumental goal of increasing the provision of 
“public-goods” may be differentially influenced by the social distance between donor and recipient.  Social distance refers to the degree of 
social similarity and social connection between oneself and another (Trope, Liberman and Wakslak, 2007).  While social distance is known 


