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stimulus exposure. Results showed that DTA in control condition (MCON = 1.55) was similar to MSMID (MMID = 1.52, p = 1) but lower than at 
MSBEG (MBEG = 2.2, p = .026) and MSEND (MEND = 2.15, p = .044).

 Study 2: Six-level between-subjects design was used with MS-content and ads at five pod positions: MSBEG, after one ad (MS1), after 
two ads (MS2), MSMID, and MSEND, and a control condition. Participants completed a thought-listing exercise (Greenberg et al. 1994), the 
Emotional Lability Inventory (ELI; Greenberg et al. 2000), and PANAS after stimulus exposure. Results showed that number of death-related 
thoughts in the control condition (MCON = .07) was comparable to MSMID (MMID = .52, p = .095) and MSEND (MEND = .47, p = .161) but lower 
than other pod positions (ps < .001). ELI scores at MSEND (MEND= 5.83) were similar to control condition (MCON = 6.01, p = .941), but lower 
than other pod positions (ps < .05). Positive and negative affect did not vary across conditions.

Study 3: 5 (MS: MSBEG, MS1, MS2, MSMID, MSEND) x 2 (AdType: Foreign vs. Domestic) + 2 (Control: Foreign vs. Domestic) between-
subjects design was used. Participants viewed the video and then saw one of two ads varying only in the country-of-origin information 
in the headline, and completed DTA, attitude toward the ad and attitude toward the brand measures. There was only a treatment main 
effect for DTA (F (5,288) = 4.61, p < .001). Contrasts showed that DTA followed the first study’s pattern. There was only an interac-
tion effect for attitude toward the ad (F (5,288) = 2.86, p = .015). The foreign ad was rated lower than domestic ad only at end of pod (F 
(1, 288) = 7.5, p = .007); ps > .14 in other positions. Moderated mediation (Preacher, Rucker and Hayes 2007) showed that DTA medi-
ated relationship between program context and attitude toward the ad for foreign ad, but not domestic ad. ANOVA results for attitude 
toward the brand were similar to attitude toward the ad. A multiple step, multiple mediator model (Hayes, Preacher and Myers 2010) 
showed that the relationship between program context and attitude toward the brand was mediated by attitude toward the ad via DTA. 
To summarize, we demonstrate that quotidian violent television programming makes mortality salient, triggering death-related thoughts over 
the ensuing pod. We find that death-related thoughts are of a conscious nature at the front of the pod and become nonconscious but acces-
sible at the end of the pod. Further, distal defenses against death-related thoughts are activated only at the end of the pod—advertisements 
for foreign brands are negatively evaluated over advertisements for domestic brands—driven by nonconscious but accessible death-related 
thoughts. 
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Fourteen Research Ideas in Behavioral Pricing
Robert Schindler, Rutgers University - Camden, USA

Price is unique among marketing variables in at least two ways.  First, it is the marketing variable that “harvests” the benefits created by 
all the others (Nagle and Holden 1995).  This gives price a crucial managerial relevance that makes one wonder why courses in pricing are 
not more prominent in the business school curriculum.  Second, its numerical nature makes price explicit and specific to a degree unmatched 
by any of the other marketing-mix variables (Schindler 2007).  This gives the study of how consumers deal with price an extraordinary theo-
retical potential – the price side of things being so clear and concrete, the habits and limitations of the consumer can emerge in bold relief.

As I have been reviewing behavioral pricing research during my writing of a new pricing textbook, some particular examples of needed 
work in pricing-related consumer behavior have become apparent.  Thinking of the many young researchers at the ACR conference, I feel it is 
an appropriate setting for encouraging needed research.  Below are fourteen ideas that I have selected as promising opportunities for making 
a difference in the practice of pricing as well as in approaching more fundamental behavioral questions.  It is my hope that these ideas will at 
least stimulate thinking in these important research areas.

1. Prospect theory suggests that framing a loss as a gain foregone reduces its negative impact.  Nagle and Holden (1995) have sug-
gested that this is illustrated by retail advertisements, often seen around April, that suggest consumers use their income tax refund 
to purchase a product.  Is this type of advertising appeal effective?
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2. Hoch and Loewenstein (1991) have found that sensory proximity can lead a quantity to be considered part of one’s status quo.  
Could this be applied to the “dangling” of discounts commonly seen in price advertising?  If dangling causes an offered discount to 
become part of one’s “endowment,” then passing up the discount could feel like a painful loss.

3. Terms such as “price points” and “price lining” are commonly used, but have received relatively little academic attention.  Is the 
use of a small number of price points effective as means of price simplification?  A recall measure could be used to test this.  Are 
such price simplification methods more likely to be used by retailers whose prices are low?

4. Bobinski, Cox, and Cox (1996) have shown that a retailer’s advertised reasons for a price decrease affect consumers.  Given the 
commonness of price decreases and increases, it seems that further study of possible “price rationales” and their effects would be 
of considerable interest.

5. Sundaram, Mitra, and Webster (1998) have found that a large proportion of consumer word-of-mouth communication concerns 
price.  Because consumer word-of-mouth communication is so important, it would be interesting to know what price information 
is being shared.  A study of this could be carried out using consumer reviews posted on the Internet.

6. Determining the items most influential in affecting a retailer’s price image is an important practical problem.  There is need to build 
on the past research (e.g., Desai and Talukdar 2003) to develop methods to determine such “price exemplars.”

7. For many years, discounts greater than five percent were illegal in Germany (Trumbull 2000).  This suggests it might be interesting 
to carry out a comparison of pricing laws between cultures.  Findings could bear on cultural universals in price fairness perceptions.

8. It is recognized that “natural monopolies,” such as the delivery of electricity to homes, justify exceptions to free-market economics.  
Healthcare is not such a natural monopoly, but it does seem to have some difficulties with a free-market system.  Could one factor 
be the consumer’s extreme sensitivity to healthcare quality differences?  For example, would people find it acceptable for price to 
determine who gets treatment from the best doctors?

9. Research on price promotions has tended to focus on decision processes.  There seems to be a lack of research regarding decision 
consequences, such as whether price promotions lead people to buy things that they don’t really use.  For example, does the extent 
of a consumer’s deal proneness correlate with the amount of clutter and unused items in his/her home?

10. Although there has been much written on ethics and social responsibility in pricing, there has been little academic work on the 
social-responsibility aspects of price promotions.  More research seems needed on the role of price promotions in (1) compulsive 
buying, (2) over-spending, (3) borrowing, and (4) product or purchase dissatisfaction.

11. Most prices are either round numbers (e.g., $5.00) or just below round numbers (e.g., $4.99).  What about all the rest of the num-
bers?  Recently, Thomas, Simon, and Kadiyali (2010) have studied such “sharp-number” prices in real estate transactions, but what 
about other product categories?  What questions may be evoked in consumers’ minds from sharp-number prices?

12. In addition to early work on the importance of perceived risk in the consumer’s use of price to indicate quality, a recent study has 
found evidence of more “price reliance” in countries with greater levels of risk aversion (Volckner and Hofmann 2007).  It may be 
time to look more carefully at the role of perceived risk in supporting high prices.  For example, might willingness to pay a higher 
price be more sensitive than measures of persuasion in assessing the effectiveness of a fear appeal?

13. Recent evidence for effects of superstitious causation (e.g., Risen and Gilovich 2008) raises the question of whether such a phe-
nomenon may have some role in consumers’ price-quality associations.  Paying a premium could give consumers a sense of good 
luck toward receiving high quality.  For example, would respondents feel more likely to win a high-quality version of a product if 
they paid more for the chance?

14. There has recently been some work on the practice of “pay what you want” pricing (e.g., Kim, Natter, and Spann 2009).  It would 
be interesting to study the oldest and most common use of this practice – i.e., in the financial support of religious organizations.
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