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The focus of this roundtable is to develop a research agenda that explicates the process of addiction, including behaviors not usually

associated with addiction. We examine the progression from seemingly normal to maladaptive, addicted consumption. We will also

discuss how marketing cues can move consumers towards and away from addiction.
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What is the broad topic?
Although most work on addiction has focused on substance abuse such as drugs, alcohol, and tobacco, there is a growing recognition 

that addiction is manifested in domains beyond substance abuse, suggestive of common underlying causes leading to varying maladaptive 
responses (Martin et al. 2012). For example, the fifth edition of the Diagnostic and Statistical Manual on Mental Disorders (DSM-5) recog-
nizes disorders such as pathological gambling as a new category of “behavioral addiction” alongside substance abuse (American Psychiatric 
Association 2013). However, for many consumption behaviors, such as shopping, technology use, hoarding, overeating, plastic surgery, use 
of pornography, kleptomania, dietary supplement usage, religious convictions, and exercise, there is an ongoing debate as to whether they fit 
the clinical definition of addiction. The diversity of potentially addictive consumption behaviors raises an important question that we need 
to address: how do individuals move on a continuum from engaging in seemingly normal consumption behaviors to engaging in potentially 
addictive behaviors characterized by uncontrolled use and frequency of the behavior?

What is the motivation for organizing roundtable around this topic?
The notion that addiction is a temporal process and that one should take a holistic view (across all consumption phases) underlies this 

roundtable discussion. The power of marketing cues is believed to have the potential to heavily influence the path that individuals take both 
towards becoming addicted as well as moving away from maladaptive consumption and addiction. Marketing cues can make salient the 
rewards of an increase in frequency of the behavior as well as highlight the potentially dysfunctional nature of that same increase in consump-
tive behavior. However, to understand the role of marketing cues in the process of becoming addicted, we first need to explore the meaning 
of addiction as well as the meaning of “not being addicted” to a behavior or a substance. 

Our key focus is to explore the marketing cues that act as catalysts to influence this movement toward and away from potentially harmful 
behaviors that result in addictions, and to present some research directions (see Figure). Consumer research has a long tradition of examining 
how consumers react differentially to both subtle and not so subtle cues in their environments that may influence behavior. Indeed, marketing 
cues could easily facilitate the development and entrenchment of addictive consumption behaviors or, alternatively, inhibit them. 

Our premise begins with the non-use and normal consumption phases. Most consumers remain in these two stages without progress-
ing to the pre-addiction or addiction phases. The pre-addiction phase begins with an increase in frequency and time spent in a consumption 
behavior evolving into a dependence on the consumption behavior as a vital part of the individual’s life leading to negative consequences. 
There is an adaptive part, where the behavior is manageable, and a maladaptive part, where the behavior begins to be problematic but still 
controllable, to the pre-addiction stage through which consumers can cycle through without ever moving into the addiction stage. However 
when consumers begin to lose the ability to control consumption, the shift from maladaptive to addictive consumption begins. This final phase 
is characterized by movement into physical and psychological addiction. Even while in the addiction stage, there is the possibility through 
warnings, willpower, therapeutic interventions and treatment, for consumers to exhibit restraint or possibly rehabilitation which may move 
them back down the continuum towards adaptive or normal consumption, or even non-use. 

Numerous individual differences are likely to influence how consumers react to marketing cues that may facilitate movement towards 
addiction in the pre-addiction phase. Because many forms of consumption that may lead to harmful behavioral patterns are unavoidable (for 
example, eating, shopping, exercising), relevant marketing cues are also difficult to escape. And yet not all consumers are equally susceptible 
to marketing cues, particularly those cues that may influence behaviors associated with the pre-addiction phase. 

At what point do marketing cues begin to negatively influence consumption behaviors that result in harmful outcomes. Moreover, what 
marketing approaches and theories are best in triggering contrast effects (where intake is perceived negatively) leading to less consumption, 
as opposed to assimilation effects where more consumption is perceived as optimal. While marketing cues can be indicted as the culprit in 
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possibly facilitating if not causing addictive behaviors, they can also serve as the first line of defense in the prevention of such harmful be-
haviors.  

Understanding how and when exposure to marketing cues progresses or even impedes individual consumer’s movement along the 
adaptive-maladaptive consumption continuum is a critical research area where a gap in the knowledge remains. Uncovering the determinants 
of this process has significant implications for both public policy and marketing management. It is imperative that consumer behavior re-
searchers continue to investigate the phases of and the mechanisms that drive consumption behavior toward addiction in order to develop a 
more holistic and efficacious view of consumption overall.

Who is likely to benefit from attending the roundtable?
This roundtable will be of interest to both experienced researchers who have been working in the area of extreme, maladaptive or ad-

dictive consumption and new researchers who are looking to incorporate a conceptual framework as they consider future research. We also 
believe that researchers studying goal related behaviors in some pervasive areas as food consumption and financial decision making may be 
interested in the relevant addictive underpinnings of these often impulsive or compulsive behaviors. We believe the dialogue developed in 
preparation for and during this roundtable discussion is an imperative for consumer behavior researchers as we strive to develop research that 
not only helps firms but also helps transform consumers and their experience to a more adaptive and proactive level. 


