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In the current study we explore the existing literature on ethical consumption and develop a framework classifying the main factors

influencing ethical consumer choice. To our knowledge, this framework is the first one structuring the research in the field of ethical

consumption and therefore represents an important theoretical contribution.
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64.  Classification of the Factors Influencing Ethical Consumer Choice: The Framework
Natalia Maehle, Institute for Research in Economics and Business Administration, Norway
Nina Iversen, Institute for Research in Economics and Business Administration, Norway

Leif Hem, Norwegian School of Economics, Norway

In the current study we explore the existing literature on ethical consumption and develop a framework classifying the main factors influ-
encing ethical consumer choice. To our knowledge, this framework is the first one structuring the research in the field of ethical consumption 
and therefore represents an important theoretical contribution.

65.  Whom to Trust? The Impact of Peer vs. Expert Opinions on Consumption Experiences
Travis Hancock, Brigham Young University, USA

Ryan Elder, Brigham Young University, USA

We demonstrate the differential impact of peer vs. expert reviews on pre-purchase attitudes and post-purchase consumption experience. 
We show that consumers use experts’ opinions to a greater extent than peers’, such that attitude change following a consumption experience 
is greater when consumers read peer (vs. expert) reviews.

66.  The effect of Vertical Individualism on Status Consumption and Advertising Response
Michelle Nelson, University of Illinois at Urbana-Champaign, USA

Jing Zhang, San Jose State University, USA

Going beyond cultural differences in Individualism -Collectivism, we disentangle the Vertical (V) from Horizontal (H) aspects of Indi-
vidualism (I) to illuminate its distinct effects in consumption and persuasion in three studies. We found that VI values affect consumers' brand 
consciousness, brand buying behavior, and their responses to status advertising appeals.

67.  Emotional Intelligence, Giving, and Life Satisfaction: Some New Data and Conclusions
Rajani Ganesh Pillai, North Dakota State University, USA

Doug Rymph, North Dakota State University, USA
Sukumarakurup Krishnakumar, North Dakota State University, USA

In this paper we show that Emotional Intelligence (EI) may play a significant and unique role in the way people spend money on others 
(e.g., on gifts vs. donations). EI impacts the relationship between spending on others and life satisfaction differently, depending on whether 
individuals spend on gifts or donations.

68.  It’s All About Me: Effects on Product Samples for Self vs. Other
Chelsea Johnson, University of Illinois at Urbana-Champaign, USA

Brittany Duff, University of Illinois at Urbana-Champaign, USA

A promotional product sample high in incentive value may lead to general reward-seeking behavior. This study introduces the idea that 
reward seeking may be self-directed, with the effect driven by an increase in purchases for self. Implications for advertising and point-of-
purchase incentives are discussed.

69.  The Effect of Face Pressure on Chinese Consumer Decision-Making
Karthik Easwar, Ohio State University, USA

Robert Burnkrant, Ohio State University, USA

This research links two areas of research that suffer from minimal exploration, cross-cultural decision-making and face.  We demonstrate 
that face is a crucial determinant of Chinese consumer behavior that explains behavior over and above the standard components of the TRA 
model.


