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In today’s marketplace consumers are becoming increasingly reliant on the judgments of others in order to form their evaluations. Our

study explores the interplay between informational social influence and evaluations of products.  The findings suggest that a relatively

unpleasant product can be given a more favorable evaluation when consumers are made aware that other consumers had previously

evaluated the product favorably.
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suggested by the disclosures (expert vs. novice).   We used a pre-test to select three novice (e.g., “I am a new runner”) and three expert (e.g., 
“I am a lifelong runner”) disclosures.  In the high disclosure condition, the review included either three novice or three expert disclosures, 
while in the low disclosure condition only one novice or expert disclosure was included, and we counterbalanced across the three disclosures 
in each group.

After reading the target review, we measured brand attitudes.  We then measured participant’s perceived similarity to the target reviewer, 
and perceptions of this reviewer’s expertise and trustworthiness.  The analyses below are based on the top and bottom 40% of respondents on 
the product category knowledge measure.

RESULTS AND DISCUSSION
Our predictions suggest a three-way interaction between number of disclosures, expertise of the disclosures and participants’ product 

category knowledge.  This interaction is significant (F1,128 = 6.20, p < .01).  For participants low in product category knowledge, when the 
reviewer makes only one disclosure, brand attitudes do not differ by the expertise of that disclosure (p > .29).  Consistent with our predictions, 
when the reviewer makes three disclosures, brand attitudes are higher when these disclosures indicate that the reviewer is a novice (M = 3.44) 
versus an expert (M = 2.95), F1,128 = 3.76, p < .055.  In contrast, for participants high in product category knowledge, one disclosure has 
more influence on brand attitudes than does three disclosures.  Specifically, brand attitudes are more favorable when the reviewer makes one 
novice disclosure (M = 3.31) versus one expert disclosure (M = 2.87), F1,128 = 2.75, p < .10.  When the review includes three disclosures, 
brand attitudes do not vary by the expertise of the disclosure (p > .39).  The participant’s perceived similarity to the reviewer mediates these 
results.

These findings suggest that for lower knowledge consumers, source similarity has a larger effect on the persuasive impact of a message 
than that of source expertise, and that more disclosures allow low knowledge consumers to identify similar reviewers.  High knowledge 
consumers seem to infer that a source is similar when disclosures are limited, and appear to discount reviews as the number of disclosures 
increases, regardless of the expertise suggested by those disclosures.  In other words, for both low knowledge and high knowledge consumers, 
increasing the number of expertise-related disclosures can reduce the persuasive impact of a review. 
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That tastes awful, unless I hear it tastes good – The impact of informational social 
influence on conflicting evaluations

Andrew Bryant, The George Washington University, USA
Kashef Majid, The George Washington University, USA
Vanessa Perry, The George Washington University, USA 

In today’s marketplace consumers are becoming increasingly reliant on the judgments of others in order to form their subject evalua-
tions.   For example, when determining if a movie is good or bad the consumer can view the ratings given by other users, or when sampling 
a new drink the consumer recalls that in a national taste test nine out of 10 consumers preferred the drink over the current market leader.  
Instances such as these are but a few examples where the prior judgments made by an anonymous group of consumers can exert a powerful 
effect on the judgment of the target.

  Deutsch and Gerard (1955, 629) conceptualize this effect as information social influence where the individual “accepts information ob-
tained from another as evidence about reality.”  The term should not be confused with a normative social influence that refers to “an influence 
to conform to the positive expectations of another” (Deutsch and Gerard 1955, 629).  Under informational influence the individual has no 
pressure to conform while under the normative influence the individual’s judgments are motivated by a desire to conform to the judgments of 
others.  The present paper focuses on the impact that informational influence can have on the judgments of consumers.  Specifically, whether 
the impact of informational social influence can increase how a poor product is evaluated or decrease how a good product is evaluated.

Prior work has done well to demonstrate that a positive informational social influence can positively impact the evaluations consumers 
have (Cohen and Golden 1972) and a negative influence can have the reverse effect (Pincus and Waters 1977).  However, what is less clear 
is the interplay between the type of informational social influence and the quality of the product.  Specifically, what impact does a positive 
(negative) informational influence effect have on a poor (good) quality product?  Furthermore, the presence of competing signals, a positive 
informational influence and one’s own subjective taste can create a state of dissonance (Festinger 1957).  In order to move away from this 
state of dissonance, consumers often attempt to resolve this conflict through further evaluation (Sengupta and Johar 2001).  Therefore, it is 
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likely that when consumers are faced with competing information they will be more likely to want to try the product again to move away 
from their state of dissonance.

Using an experimental methodology we tested whether a positive or negative informational social influence would either enhance or 
decrease the perceptions of sweet (or bitter) tasting drink.  A total of 105 undergraduate students from a large Mid-Atlantic private university 
participated in the study in exchange for bonus course credit.  Participants were divided into one of six cells for our 2 (sweet tasting vs. bitter 
tasting) x 3 (positive vs. negative information social influence vs. no informational influence) between subjects design.

An unsweetened guava juice concentrate was mixed according to the directions and the flavor was either enhanced using a sweetener 
(sweet) or made to taste worse using lemon juice (bitter).  A pre-test found that the sweeter drink was rated as more pleasant than the bitter 
drink (MSweet = 4.22 vs. MBitter = 2.94, F(1, 40) = 11.22, p < .01).  Participants in the study were randomly divided into one of the six cells 
and told that they would be sampling a new type of drink.  The drink was given to participants in a clear plastic cup with no markings.  Be-
fore sampling the juice, the participants’ attention was directed to a whiteboard that contained previous students’ flavor ratings of the drink 
displayed in a stem and leaf style tick mark chart similar to the manipulation used by Cohen and Golden (1972).  The tick marks were skewed 
to the top of the whiteboard under the positive informational influence condition and then inverted under the negative informational social 
influence condition.  

Each participant was given approximately four ounces of the juice mixture and asked to fill out a questionnaire.  Two seven point mea-
sures; Pleasant (anchored by Unpleasant to Pleasant) and Willingness to Try Again (anchored by Never to Very Likely) were used as the main 
dependent variables of interest.  Once the study was over, participants were debriefed as to the true nature of the experiment and asked not 
to discuss the study with anyone.

Results were analyzed using an Analysis of Variance (ANOVA).  Participants who received the sweet tasting juice were not impacted by 
the informational social influence effects; however, those that received the bitter tasting juice were significantly impacted by the social influ-
ence manipulation.  Those who tasted the bitter juice and viewed the ratings given by others felt the pleasantness of the drink was significantly 
higher than those who were making their judgments without any social influence effects (MInformation_Positive = 4.10 vs. MNo_Information = 
2.94, F(1, 37) = 12.25, p < .01).  This finding indicates that the positive informational influence effect can increase the evaluation of a poor 
product.  Furthermore, the in-congruency between the positive informational influence and the bitter tasting drink caused consumers to want 
to try the drink again (MInformation_Positive = 4.10 vs. MNo_Information = 2.61, F(1, 37, p < .001) which indicates that not only can informa-
tional social influence impact subjective consumer evaluations but it may also impact repeat behaviors.

Our study explores the interplay between informational social influence and evaluations of products.  Our results suggest that an unpleas-
ant product can be given a more favorable evaluation if consumers are made aware that other consumers had previously evaluated the product 
favorably.  We also provide an avenue for further investigation by identifying the impact that conflicting signals can have on future intentions.  
In summary, we question the familiar adage, if everybody did it would you? 
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The Price of Love: the Gifting Behaviors of Insecure Lovers
Weixing Ma, University of Houston, USA

Love is in the giver, not the gift. (William Sloan Coffin)

In the romantic dyad relationship, to love and to be loved may not always strike the perfect balance.  If a person is more in love with or 
more devoted to his or her lover, he or she may feel insecure in the relationship. Purchasing and giving gifts to one’s romantic partner is one 
of the most important and common ways to show one’s love and nurture the intimate relationship. The average American spent about $100 on 
Valentine’s Day in recent years, which was equivalent to almost one third of their entire Christmas shopping spending (Paul 2009). While the 
early research generally regard gift giving as an economic exchange process based on reciprocity motivation (e.g., Mauss 1925; Sherry 1983), 
Belk and Coon (1993) turned to the romantic love model within the agapic love paradigm to explain lovers’ gifting behaviors, and found it 
to be a necessary addition to the economic exchange model.  Nevertheless, they still viewed gift giving as an instrumental act designed to ac-
complish a goal such as gaining the recipient’s love (Belk and Coon 1993). Particularly in an unbalanced romantic dyad, the motivation of an 
insecure lover trying to gain more “love” and secure feelings, may be manifested by the way he or she gives gifts for his or her beloved one.       

In Sherry (1983)’s influential study of consumer gift giving in anthropological perspective, gift-giving is viewed as a continuous cycle 
of reciprocities. One important factor that is associated with satisfaction in a relationship is the reward level of the resources exchanged in 
the relationship (cf. Sprecher 1998).Notably, gift giving is a way of reinforcing relationships that are highly valued but insecure such as the 
kinship ties weakened by distance (Caplow 1982). In the romantic relationship, gifts are used to enhance self-attractiveness and self-esteem 


