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We examine the psychological processes underlying consumer judgments in effortful situations. Across two studies, we show that

primed self-construals have differential effects on company/self attributions and judgments about the effortful tasks. In difficult tasks,

those primed with an independent self-construal blame the company more than those primed with an interdependent self-construal.

Further, these judgments occur in a self-serving manner. Self-affirmation moderates these effects more for independents than

interdependents, suggesting that self-affirmation produces greater self-threat reduction for the former compared to the latter.
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22.  When Dieting in Your Mind Brings Cake in Your Mouth
Jiah Yoo, Yonsei University, South Korea

Youngwoo Sohn, Yonsei University, South Korea

This study examines whether activating a dieting goal in the mind can induce a potential problem in regulating eating behaviors. The 
results reveal that for consumers who see themselves as unsuccessful dieters, activating dieting goals in their minds actually increases the 
desire to consume tempting foods, compared to consumers in the neutral condition.

23.  Self-Construal and Self-Affirmation Effects in Effortful Customer Experiences
Prakash Das, University of Calgary, Canada

James Agarwal, University of Calgary, Canada

Across two studies, we show that primed self-construals have differential effects on company and self attributions, and judgments about 
the effortful tasks. In difficult tasks, those primed with an independent self-construal blame the company more than those primed with an 
interdependent self-construal. Further, self-affirmation moderates these effects more for independents than interdependents, suggesting self-
affirmation produces greater self-threat reduction for the former compared to the latter.

24.  The Persuasiveness of Abstract vs. Concrete Language in Commercial and Non-
Commercial Settings

Peeter Verlegh, University of Amsterdam, The Netherlands

The present studies examine how the impact of language on persuasiveness is moderated by the context in which the language is used. 
We focus on one particular aspect of language (language abstraction), and show how its impact differs between non-commercial contexts like 
word of mouth, and commercial contexts like advertising.

25.  Better in the (Near) Future: Biased Temporal Conceptions of Team Identification
Jesse S. King, Oregon State University, Cascades, USA

Colleen C. Bee, Oregon State University, Cascades, USA

The current research investigates temporal self and other biases among fans’ evaluations of sports teams. Our findings suggest that fans 
appreciate a home team more for their future potential than for what they have been in the past. Additionally, our results demonstrate an 
increased optimism for one’s own team.

26.  The Moderating Role of Construal Level on Effectiveness of Purchase-Contingent 
Donations

Nara Youn, Hongik University, South Korea
Yun Lee, Virginia State University, USA

We document that the effectiveness of purchase-contingent donations moderated by customers’ construal level differs by product type. 
Specifically, abstract thinkers evaluate the product more favorably when the donation is linked with a hedonic product, and the guilt of con-
suming the hedonic product is alleviated significantly more for abstract thinkers than concrete thinkers.

27.  Activating Multiple Facets of the Self: Identity-Signaling and Brand Personality
Marilyn Giroux, Concordia University, Canada

Bianca Grohmann, Concordia University, Canada
Frank Pons, Université Laval, Canada

Using a multi-method approach consisting of qualitative and quantitative studies, the authors examine the impact of identity salience on 
preferences for the different dimensions of brand personality. Results from those studies demonstrate that consumers’ motivations to express 
parts of their identities influence their preferences for brands.


