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The aim of this paper is to provide a conceptual framework that classifies existing research on environmental stimulus processing in

management and marketing into four major dimensions and highlights ample opportunities for further research in the multi-sensory

realm.
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104.  We’re Gonna Need a Bigger Spoon: Spoon Size Effects on Product Perception
Aner Tal, Cornell University, USA

Brian Wansink, Cornell University, USA

Spoon size has been shown to lead to increased consumption. The current study examines whether this may be due to a distortion of 
product quantity where people see less food when holding a bigger spoon. We discuss potential explanations for this phenomenon.

105.  The Effects of Physical Constraints on Creativity
Ke (Christy) Tu, University of Alberta, Canada
Jennifer A. Argo, University of Alberta, Canada

We investigate the effects of physical constraints on creativity in this paper. The results from one study show that when wearing a tight 
hat (vs. a loose hat), males are more creative, while females are less creative. We will test the theoretical framework in a serious of follow-up 
studies.

106.  Multi-sensory Perception in Servicescapes: A Typology and Avenues for Future 
Research

Bernd Frederik Reitsamer, University of Innsbruck, Austria
Nicola Stokburger-Sauer, University of Innsbruck, Austria

The aim of this paper is to provide a conceptual framework that classifies existing research on environmental stimulus processing in 
management and marketing into four major dimensions. We highlight ample opportunities for further research in the multi-sensory realm.

107.  The Sweet Taste of Charity: Cause Branding Affects Product Experience
Alyssa Niman, Cornell University, USA

Aner Tal, Cornell University, USA

Cause-branding is a wide and spreading marketing strategy. We demonstrate that part of the efficacy of cause-branding may lie in its 
alteration of product experience: products that do good taste good. We also explore possible underlying mechanisms such as conceptual con-
sumption, the “halo” effect, and evolutionary psychology.

108.  The Perils of an Expansive Posture: The Effect of Everyday, Incidental Posture on 
Stealing, Cheating and Parking Violations

Andy Yap, Columbia University, USA
Abbie Wazlawek, Columbia University, USA
Brian Lucas, Northwestern University, USA
Amy Cuddy, Harvard Business School, USA

Dana Carney, University of California Berkeley, USA

Three studies test the hypothesis that expansive postures lead to unethicality. A field experiment demonstrates that expansive postures 
induce stealing. Experiment 2 finds that incidentally expanded postures (e.g. forced upon by one’s workspace) increase cheating. A third 
observational study finds that vehicles with larger cockpit-sizes are more likely to violate parking laws.

109.  Hormones and Prosocial Behavior: The Influence of the Menstrual Cycle on Gift-
Giving Propensity

Eric Stenstrom, Concordia University, Canada
Gad Saad, Concordia University, Canada

Can the menstrual cycle influence not only what women buy, but also for whom? Utilizing a 35-day panel study, we find that women 
allocate significantly more money towards gift-giving during the luteal phase than during the fertile phase. Our findings suggest that women’s 
affiliative goals fluctuate across the menstrual cycle.


