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Despite the dominant propensity of ambiguity aversion, ambiguity seeking has also been observed. This research examines two

situational variables that contribute to the phenomenon of ambiguity seeking, and explains the psychological process in terms of

illusory control perception. Results of two studies show that, people may demonstrate greater ambiguity seeking when a gamble is

played in distant (vs. near) future (study 1), or when consumers have (vs. do not have) an option to select a product item from a chosen

product (study 2). Study 2 furthers our understanding about the psychological process by showing the mediating role of illusory

control in influencing product preferences.
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(WWF) on responsible consumption of seafood.  The participants were instructed to read the article as they would read it in the newspaper and 
rate its overall persuasiveness. The article contained information on the ecological impact of overfishing and guideline of seafood consump-
tion. The guideline categorized 18 fish into 3 consumption categories, which were “recommended”, “think twice” or “avoid”, according to the 
level of extinction. After reading the article, the participants were presented with a comprehension task, in which they identified the category 
to which the 18 fish belonged. Motivated individuals should exert more effort on goal-consistent information and remember the information 
to a better extent.  Thus, the number of correct answers was indicative of their motivation of goal pursuit. The results showed that the two-way 
interaction of goal prime and publicizing was significant (F (1, 70) = 7.73, p= .007). The number of correct answers was lower in symbolic, 
publicizing condition than in symbolic, not publicizing (F (1, 70) = 4.83, p= .03), indicating publicizing symbolic goal decreased motivation. 
The reverse was found when participants considered the utilitarian value of environmental goal. Participants answered more answers cor-
rectly in the publicizing condition than in the not publicizing condition (F (1, 70) = 2.99, p= .09).  

CONCLUSION
Past research has shown publicizing one’s goal motivates people for goal achievement. Building on past research, the studies show 

that that goal publicity does not always increases goal-consistent behaviors. Goal publicity may decreases goal-consistent behaviors when 
the symbolic value of goal achievements was considered. In two experiments, we demonstrated divergent behavioral consequences of goal 
publicity when symbolic versus non-symbolic values were salient. The results showed that publicizing academic goal reduced time spent on 
studying, and publicizing environmental goal lowered attention paid to environmental information when symbolic value was highlighted. We 
established the contingency of goal publicity and its enactment. 
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People generally tend to avoid taking risks with vaguely specified probabilities. This tendency, termed as ambiguity aversion, has been 
found robust in a variety of contexts, such as risky gambling, medical, or insurance decisions (Camerer and Weber 1992). Despite the robust-
ness of ambiguity aversion, ambiguity seeking was also observed. Many theories have been put forward to explain what affected people’s at-
titudes towards ambiguity, especially what might lead to ambiguity seeking (e.g., Heath and Tversky 1991; Kuhn 1997). The current research 
examined two new situational variables that contributed to ambiguity seeking, and pointed out a new psychological process.

Study 1 examined the effect of temporal distance on ambiguity seeking in gambling decisions. We propose that, when a gamble is played 
in distant future, as compared to near future, people may demonstrate greater ambiguity seeking. If illusory control is the underlying mecha-
nism, ambiguity seeking should be reflected in terms of the judged winning likelihood. To test these hypotheses, we modified the classic 
Ellsberg’s experimental paradigm (Ellsberg 1961) and asked participants to guess the color of a ball that would be drawn from some bottle(s) 
for a $2 prize. Ambiguity was defined as uncertainty about a probability (Frisch and Baron 1988) and operationalized in many past research 
as a range of interval (e.g., Curley and Yates 1985; Kuhn 1997). Following this definition, participants in one condition (i.e. the condition with 
ambiguous probability) saw two bottles: one was described as containing 30 - 50% more white marbles than blue marbles, and the other 40% 
more blue marbles than white marbles. A die would be tossed to decide from which bottle the ball would be drawn. In comparison, partici-
pants in the other condition (e.g. the condition with precise probability) were presented with one bottle that was described as containing 50% 
white and 50% blue marbles. Temporal distance was manipulated by telling half of the participants that the ball would be drawn in 5 minutes 
and the other half of the participants that it would be drawn on the next day. Then they guessed the color and estimated their own probability 
of winning. Consistent with our hypothesis, the estimated winning likelihood was greater in response to the 1-day delay than to the 5-minute 
delay when the gamble was described ambiguously (0.58 vs. 0.47, p < .001); however, this tendency diminished greatly when the gamble was 
described precisely (0.53 vs. 0.51, p = .413). 

Study 2 examined how having an option to select a product item from a chosen product influence ambiguity seeking. To illustrate, in the 
marketplace, consumers usually either get to select an item amongst similar SKU (e.g., picking up a box of vacuum cleaner amongst similar 
ones at the store floor) or have to rely on a store assistant to get an item for them (e.g., there is only 1 display item for each SKU on the store 
floor and the store assistant have to retrieve available stock from the store storage).We propose that consumers who are allowed to freely 
pick up a product from many others, as compared to those who are not allowed to do so, may demonstrate greater ambiguity-seeking towards 
product information that may be amenable to illusory control. We tested these hypotheses in a lab which simulated a marketplace setting. 
Participant entered a lab one at a time and was asked to make a choice between two brands of MP4 based on constructed product information. 
Ambiguity was manipulated by varying the “failure rate” product information. To explain, in one condition, failure rate of brand-B was given 
as range from 10-26%; in the other condition, failure rate of brand-B was given precisely as 18% (which was the center of 10-26%). Failure 
rate of brand-A was 22% in both conditions. Ratings for two other non-failure-rate attributes (e.g., sound quality) were also calibrated to make 
the two brands relatively comparable. To manipulate how participants pick up a product, in one condition, ten real items of each brand were 
displayed together on the table, and participants were allowed to pick up any item as their choice. In the other condition, only one item of each 
brand was displayed on the table, and participants were told that once they made a choice, the shop assistant (i.e. the experimenter) would 
get them another box of the same item from the storage (participants were told there are 10 “available stock” available). All participants then 
indicated their choice, relative preference (measured from 1-“definitely prefer brand-A” to 10-“definitely prefer brand-B”) and estimated the 
failure rate of the product they would get. As predicted, allowing participants to pick up an item, compared to not allowing them to do so, led 
to a greater preference towards (and also greater choice over) brand-B when its failure rate was described ambiguously (6.58 vs. 5.09, p < 
.05), but not when it was described precisely (5.40 vs. 5.92, p = .49). More importantly, the estimated failure rate fully mediated the interactive 
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effect between probability format and way of choosing on consumers’ preference judgments, supporting our argument about illusory control 
as the underlying mechanism.

Overall, this research adds to our understanding by revealing the underlying psychological causes of both ambiguity seeking behavior 
and illusory control perception.
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Research on eye contact has revealed that the most important cue in determining whether one is perceived as lying is a lack of eye 
contact (Sporer and Schwandt 2007). In contrast, direct eye contact results in greater perceived intimacy, attraction and trust (Burgoon et al. 
1985) and greater perceptions of friendliness (Beebe 1974). While an averted eye gaze is believed to be a strong cue of deception, a prolonged 
gaze can be seen as threatening (Bayliss and Tipper 2006). However to date, the literature has focused only on comparisons of direct versus 
indirect eye contact with no consideration of eye contact with one’ s pupil obscured. The goal of the current research is to understand how 
the physical obscuration of a person’s eyes (by wearing shaded or darkened glasses) affects others’ perceptions of that person. In particular, 
we are interested in observing the effects of wearing shaded eyeglasses on other people’s trust judgements of the wearer. Utilizing the theory 
of spontaneous trait transference (Winter and Uleman 1984) wherein people rely on automatically elicited inferences when making social 
judgments to interpret the behaviors of others, we expect that wearing shaded eyeglasses may result in the “shady” trait to transfer to the 
wearer, thereby reducing the previously demonstrated positive effects of direct eye contact. It is hypothesized that even when recipients are 
able to see the pupils of the person wearing shaded eyeglasses, some degree of distrust is expected based on the partial obscuration. We also 
propose that status of the person wearing the glasses moderates this effect. In particular, it is expected that wearing shady glasses does not af-
fect those high in status and instead lower status individuals with shaded glasses are perceived as more distrusted. Two experiments examine 
these hypotheses.

ExPERIMENTS
Study 1 examined the main effect of pupil obscuration on perceived trust. This study was a 2 (participant gender: male vs. female) x 

4(level of shade: clear, low, medium, full) x 2(model gender: male vs. female) plus 1(clear indirect eye gaze) between subjects design (N= 
343). Participants were given a picture of a person with eyeglasses. The lenses of the glasses were tinted with computer software to vary from 
completely clear to fully shaded. Then participants asked to indicate their level of trust towards the target on seven items measuring trust 
that were mixed in with various other traits. The results revealed a main effect of model gender (Mmale=2.99, Mfemale=3.22, F(1,326)=4.066 , 
p=.045) and a main effect of the level of shade (Mclear=3.40, Mlow = 3.11, Mmed= 2.62, Mful=2.61 and Mindirect gaze=3.50, F(4, 326)=15.084, p=.000). 
These results reveal that people have less trust in a person wearing shaded eyeglasses even when there is a direct eye contact and the recipients 
are able to see the pupils of the communicator. The gender of the person wearing the glasses reveals that recipients have less trust in men as 
compared to women. Participants’ gender had no effect. Post-hoc tests of the effects of different degrees of shading revealed that people have 
the highest trust in a person wearing clear eyeglasses and this trust decreases as the darkness of the lenses increases. The findings also show 
that even a picture with an indirect eye gaze with clear glasses had higher trust as compared with shaded glasses.

In experiment 2, we sought to extend the finding of the previous study by examining the status of the model as a potential moderator 
of recipient’s perceived trust. In addition, we examined whether the model gender effect was a result of the attractiveness of the model. A 
2(model gender: male vs. female) x 3(level of shade: low, medium, high) x 2(status: high vs. low) between subjects design (N= 236) was 
conducted. Status was manipulated through a paragraph that accompanied the photo indicating that the person featured in the photo did/did 
not win a prestigious award. 

The results replicate the main effect of shade (p=.049) and model gender (Mmale=3.908, Mfemale=4.259, p=.001) on perceived trust using 
the same items as Study 1. Results also indicate a significant two way interaction of shade and status (F(2.224)=2.43, p=.09) and a significant 
three way interaction of shade, model gender and status (F(2,224)= 4.69, p=.01). It is found that people have the least perceived trust in a 
lower status person who has shaded glasses (M=3.671) in comparison to those with low (M=4.20) or medium (M=4.12) shaded glasses. In 
contrast wearing shaded glasses does not affect perceived trust in a high status person. The results for model attractiveness showed no differ-
ence between the two models (p>.5).


