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Research has shown that advertising deception not only has a negative effect on subsequently encountered similar products and

sources, but has effects on people’s attitudes towards advertising and marketing as an abstract concept. This research shows that social

exclusion attenuates this carryover effect.
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59.  Dressed to Impress: When Images of Financial Success in Advertising Have an 
Inspirational vs. Detrimental Effect on Men

Abigail Schneider, University of Colorado, USA
Ethan Pew, Purdue University, USA

Susan Jung Grant, University of Colorado, USA

Although prior literature suggests that images of financial success in advertising are detrimental to men’s self-esteem, the current paper 
posits a moderator of this condition: mating-motives. Specifically, we find that mate-seeking men desire to associate themselves with men 
who possess resources that aid in attracting members of the opposite sex. 

60.  Who Cares If It Is Deceptive, I Like It: The Effect of Social Exclusion on Advertising 
Deception

Hamed Aghakhani, University of Manitoba, Canada
Kelley J. Main, University of Manitoba, Canada

Research shows that advertising deception not only has a negative effect on subsequently encountered similar products and sources, but 
also has effects on people’s attitudes towards advertising and marketing as an abstract concept. We show that social exclusion attenuates this 
carryover effect.

61.  Speed and Social Connection
Melanie Thomas, University of Pennsylvania, USA
Cassie Mogilner, University of Pennsylvania, USA

This research examines the effect of speed on social connection. We examine how thinking about the benefits of time being slow, rather 
than the benefits of time being fast, increases desire for social connection and feelings of connectedness. We incorporate two different ma-
nipulations of speed and three measures of social connection.

62.  Opening the Black Box: An Exploration of Consumer Production Influence on 
Marketplace Dynamics

Henri Weijo, Aalto University, Finland
Daiane Scaraboto, Pontificia Universidad Católica de Chile, Chile

Saara Könkkölä, Aalto University, Finland

Our study advances consumer researchers’ understanding of consumer production. Through a meta-analysis of existing studies on 
consumers’ value-creating activities, we identify three ways consumer production influences marketplace dynamics: through marketplace 
creation, actualization and reproduction of the marketplace, and marketplace destruction.

63.  True Comeliness or Fake Beauty: Cosmetic Surgery as Mating Strategy
Sunyee Yoon, University of Wisconsin-Madison, USA
Nancy Wong, University of Wisconsin-Madison, USA

We explore the role of cosmetic surgery as a strategy to increase mating success from an evolutionary perspective. Cosmetic surgery is 
favored by females who are less sexually restricted and who possess stronger mating desires. However, men do not prefer women who have 
had cosmetic surgery because it does not improve reproductive values.


