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SESSION OVERVIEW
Memory draws on content that one has experienced in the past, 

but memory for experiences—the taste of a cookie, an advertise-
ment that we saw, or pleasant honeymoon memories—appear to be 
largely constructed at the time of recollection. Not only is memory 
influenced by various contextual factors such as the place or mood 
in which a past experience is recalled, people’s memory of events 
is often inconsistent with their actual experiences (Fredrickson & 
Kahneman, 1993; Mitchell, Thompson, Peterson, & Cronk, 1997; 
Morewedge, Gilbert & Wilson 2005; Sutton, 1992; Wurtz, Kruger, 
Scollon, & Diener 2003). Thus, the malleability of memory provides 
a fruitful ground for consumer research. 

This symposium takes a close look at the relationship between 
malleable memory and consumption decisions. In an attempt to gain 
better understanding of the interplay between memory construction 
and consumption, the papers examine how subtle contextual cues 
influence the actual content and the retrieval process of consumer 
memory, and how the constructed recollection of past product and 
service experiences subsequently influences current and future con-
sumption decisions. 

Galak, Kyung, Redden and Yang study the influence of sub-
jective perception of time since the last remembered consumption 
of a good on satiation toward that good. They show that consum-
ers consume less and derive less pleasure from consumption when 
they merely have the subjective sense of having consumed more re-
cently (manipulated by using a scale anchored by “Now” and “One 
Day ago” vs. “Now” and “One Month Ago”). Zhu and Morewedge 
demonstrate that  consumers tend to recall extremely positive rather 
than neutral and negative consumption experiences and this atypi-
cal recollection increases future consumption. Consumers appear to 
overweight the desirability of consumer goods and services on such 
atypically positive memories. Furthermore, they show that this ef-
fect is driven by motivated reasoning and it disappears when people 
know they will not have to repeat the consumption experience in 
the future. Oyserman and Mourey examine the impact of cultural 
cues on the ease of retrieval and the resultant feeling of fluency on 
consumption. They show that people make meaning through culture 
such that culturally-congruent (vs. culturally–incongruent) cues “feel 
right”, and the resulting feelings of fluency encourages consumers to 

“keep going” (vs. “stop and reconsider”) in consumption and pur-
chase contexts. Finally, Lauga examines how marketing cues can in-
fluence memory formation and subsequently influence consumption. 
Employing a modeling approach, she demonstrates that consumers 
base their purchasing decisions upon their recollections of product 
quality (which can be swayed by advertising). The results suggest 
that engaging in persuasive advertising might be optimal even with 
sophisticated consumers. 

Taken together, the four papers (all in advanced stages) in this 
session elucidate the relationship between memory construction and 
consumption decisions, noting when, why and how the content and 
retrieval of past consumption experiences impact enjoyment and 
quantity of current consumption as well as the intention of future 
consumption. 

In keeping with the conference theme “Building Connections,” 
the papers in this session bring together a variety of theoretical ap-
proaches, including both experimental and modeling methods.  As 
the session integrates diverse research, it is expected to appeal to a 
broad audience, including those interested in memory, satiation, flu-
ency, motivated reasoning, experienced utility, consumption behav-
iors, and judgments and decision making. Talks will be kept brief to 
allow ample time for audience interaction.

Feels Far or Near? How Subjective Perception of 
When One Last Consumed Influences Satiation

ExTENDED ABSTRACT
Repeated consumption usually leads to a decrease in enjoyment 

and in motivation to consume, a phenomenon known as “satiation” 
(Coombs and Avrunin 1977). This process is ubiquitous and mani-
fests in almost every consumption domain from food (Rolls, Rolls, 
and Rowe 1983) to massage(Nelson and Meyvis 2008). Recent work 
has increasingly shown that, satiation results from psychological 
process (McSweeney and Swindell 1999) as well as from physiologi-
cal signals (O’Donohue and Geer 1985). In particular, satiation can 
be constructed based on whether people recall their past consump-
tion (Higgs 2002, 2008; Rozin et al. 1998), the ease of retrieval of 
past consumption, and the subjective sense of how much they have 
consumed (Redden and Galak). 

In the current research, we explore another critical antecedent 
to satiation – the subjective perception of when one last consumed. 
Across three experiments, holding constant the objective time of 
when a particular stimulus was consumed, we find that people feel 
more satiated and consume less when they merely have the subjec-
tive sense of having consumed more recently.

In Experiment 1, participants were randomly assigned to three 
conditions and answered questions regarding their eating behavior. 
Participants in the Long Ago and Not Long Ago conditions were 
asked to indicate when they last had anything to eat by drawing an 
arrow on a scale. In order to manipulate the subjective feeling of 
when participants last ate, the scale anchors differed by condition. 
For the Long Ago condition, the right end of the scale was anchored 
with “Now” and the left side was anchored with “One Day Ago”. For 
the Not Long Ago condition, the right end of the scale was anchored 
with “Now” and the left side was anchored with “One Month Ago”. 
In both of these conditions, participants were asked to draw the arrow 
starting from the right side of the scale and ending in the position 
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that reflects when they last ate. Participants in the Control condition 
were not presented with the scale. We found a significant effect of 
this manipulation on desire to eat and on hunger. Specifically, par-
ticipants in the Not Long Ago condition wanted to eat significantly 
less and felt less hungry than those in the Long Ago condition and 
Control condition.

In Experiment 2, we replicate the findings from Experiment 1, 
demonstrate the effect for a non-food stimulus (music), and, most 
importantly, measure actual enjoyment following the manipulation. 
The experiment consisted of two parts, both administered in a single 
one-hour lab session. During the first part of the experiment, par-
ticipants listened to a 30-second clip of a favorite song 12 times in a 
row. Then, 35 minutes after the completion of their listening experi-
ence, participants in the Long Ago (Not Long Ago) condition indicat-
ed when they last heard their favorite song on a 101- unmarked slider 
scale anchored with “1 Hour Ago” (“1 Week Ago”) and “Now”. As 
predicted, and consistent with Experiment 1, we found participants 
felt more satiated and enjoyed their favorite song substantially less 
when they felt like the first part of the experiment occurred more 
recently (Not Long Ago condition) as compared to either the Control 
or the Long Ago conditions.

Finally, to examine whether changing people’s subjective per-
ception of when they last ate influences their actual food purchase 
behavior, we conducted a field experiment with a local branch of the 
restaurant, Panera Bread (Experiment 3). Customers were intercept-
ed prior to entering the restaurant and were asked to indicate when 
they last had anything to eat on a scale similar to the one used in Ex-
periment 1. Next, participants were asked to indicate their subjective 
sense of when they last ate on a 9-point scale anchored with “Feels 
like it happened a while ago” and “Feels like it happened recently”. 
Participants were then allowed to enter the restaurant and make their 
purchase decision. Most critically, we obtained itemized register 
receipts for each participant and were thus able to determine the 
amount of food purchased (in calories) and, presumably, consumed 
for each participant.  As predicted, the participants in the Not Long 
Ago condition purchased food with lower caloric value than those 
in the Long Ago and Control conditions. Importantly, the subjective 
sense of when participants last ate mediated the relationship between 
the independent variable and the number of calories consumed. 

In sum, the results of three experiments suggest that the sub-
jective perception of when one last consumed has a significant im-
pact on satiation. People consume less and derive less pleasure from 
consumption when they merely have the subjective sense of having 
consumed more recently. 

Atypical Pasts Spur Future Consumption

ExTENDED ABSTRACT
We examine whether consumers are influenced by atypical 

consumption experiences and whether this biased recollection from 
memory influences their future consumption. Based on a substan-
tial body of research suggesting that people tend to recall atypical 
events that are both memorable and unrepresentative of their class 
(Frederick & Kahneman 1993; Morewedge, Gilbert & Wilson 2005; 
Tversky& Kahneman 1973), we expect that consumers are more 
likely to recall extreme rather than neutral consumption instances. 
In particular, we predict that consumers tend to naturally recall ex-
tremely positive rather than negative product and service experi-
ences (even in unpleasant consumption domains). We argue this is 
the case because (1) consumers have presumably chosen to purchase 
goods from certain vendor rather than another, (2) consumers often 
engage in motivated reasoning which leads them to confirm what 

they already believe while ignoring contrary evidence supporting its 
alternatives or negative (Kunda 1990). Further, based on evidence 
showing that remembered experience (but neither on-line nor an-
ticipated experience) directly predicts the desire to repeat the experi-
ence (Wurtz, Kruger, Scollon, & Diener 2003), we predict that the 
biased recollection of extremely positive consumption experiences 
increases consumers’ willingness to pay for goods and their purchase 
intention. In three experiments, we demonstrate the proposed phe-
nomenon and the mediating role of pleasantness of recalled experi-
ence. We also find evidence that motivated reasoning underlies this 
selective accessibility effect.

Experiment 1A investigates whether consumers naturally recall 
extremely positive rather than neutral or negative consumption ex-
periences. 90 students first described an airline flight, the best airline 
flight or three airline flights that they took that they clearly remem-
ber, and then reported the pleasantness of the experience. We found 
that students who recalled any air travel experience recalled an expe-
rience as good as participants who were explicitly asked to recall the 
best experience, whereas both recalled a significantly better experi-
ence than participants asked to recall three airline flights. Further, we 
found that while the first two instances described by participants who 
recalled three experiences were equally pleasant, the last instance 
was relatively less pleasant. 

Experiment 1B tests whether this biased recollection influences 
participants’ future consumption. 106 CMU undergraduates were 
asked to recall either one, the best or the worst airline flight they 
had that they clearly remember (in a fourth condition, they didn’t 
answer any recall question); and then indicate if they had to travel to 
Chicago in two weeks (1) whether they would prefer to fly or to drive 
and (2) what the most they would be willing to pay for a flight from 
Pittsburgh is. We found that participants having recalled no memory, 
a flight, or the best flight they could remember were willing to pay 
more for a flight from Pittsburgh to Chicago, and exhibited a stron-
ger preference for flying from Pittsburgh to Chicago, as compared 
to participants who recalled the worst flight they could remember. 
There were no differences, however, in WTP and preference be-
tween the three former conditions. A separate pretest indicates that 
air travel is a consumption domain that CMU undergraduate students 
consider as pleasant. Taken together, these findings of Experiment 1 
suggest that consumers tend to recall extremely positive experiments 
in consumption domains they find pleasant, and that this biased rec-
ollection of atypical memories spurs future consumption.

The objectives of Experiment 2 are to (1) test whether con-
sumers naturally recall extremely pleasant experiences in negative 
domains and (2) test whether the effect of memory recalled on fu-
ture consumption is mediated by pleasantness of recalled experi-
ence. A separate pre-test indicated that cellular customer service is 
a consumption domain that consumers consider as unpleasant. 158 
respondents were randomly assigned to either the recall any, recall 
worst or recall best condition, in which they described one experi-
ence, the worst experience, or the best experience they had in the 
last five years with the cellphone customer service department re-
spectively. Next all participants reported the pleasantness of the ex-
perience recalled and finally indicated the likelihood that they will 
switch to another provider or renew with their current provider when 
their contract expires. We found that participants in the recall any 
condition recalled an experience as good as participants in the re-
call best condition whereas both recalled a significantly better ex-
perience than participants in the recall worst condition. Participants 
who recalled any experience were as likely to stick with their current 
provider as participants who were explicitly asked to recall the best 
experience, whereas both were significantly more likely to stick with 


