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Although humor increases attention and liking, humorous appeals may lower people’s propensity to remedy a problem because humor

is associated with non-serious situations. Young adults viewed humorous and non-humorous PSA’s, which highlighted people’s

ignorance about birth control; the humorous PSA resulted in less search behavior for sexual health information.
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82.  Corporate Communications in Uncertain Times: Messages of Hope or Pride?
Anne Roggeveen, Babson College, USA

Anirban Mukhopadhyay, HKUST, Hong Kong
Dhruv Grewal, Babson College, USA

Hope and pride are two widely used positive emotions in corporate communications. Building on appraisal theory, four studies dem-
onstrate that messages of pride result in more positive evaluations in situations of certainty, and messages of hope results in more positive 
evaluations in situations of uncertainty.

83.  Affect and Consumer Behavior: A Meta-Analytic Review
Nancy M. Puccinelli, Oxford University, UK

Dhruv Grewal, Babson College, USA
Scott Motyka, Brandeis University, USA

Susan A. Andrzejewski, Franklin and Marshall College, USA

We report the results from a meta-analysis examining the influence of affect on evaluation and behavior, seeking to resolve discrepancies 
in findings by identifying mechanisms underlying affect-congruent vs. affect-incongruent outcomes (i.e., analytical bias and affect regula-
tion). Conducted moderator analyses include involvement, transparency of affect manipulation, and social normative effects.

84.  Hoarding and Consumer Anxiety: Understanding When Consumption Becomes 
Dysfunctional

Gail Leizerovici, University of Western Ontario, Canada
Dante M. Pirouz, University of Western Ontario, Canada

Samantha Cross, Iowa State University, USA

Hoarding is defined as the acquisition of and failure to discard large numbers of possessions and affects an estimated 6-15 million 
Americans. Our work shows that hoarding is related to OCD, anxiety and need for cognition. Future research will study what types of anxiety 
provoking events trigger hoarding.

85.  All Kidding Aside: Humors Lowers Propensity to Remedy a Problem
A. Peter McGraw, University of Colorado, USA
Philip Fernbach, University of Colorado, USA

Julie Schiro, University of Colorado, USA

Although humor increases attention and liking, humorous appeals may lower people’s propensity to remedy a problem because humor 
is associated with non-serious situations. Young adults viewed humorous and non-humorous PSAs that highlighted people’s ignorance about 
birth control. We find the humorous PSA resulted in less search behavior for sexual health information.

86.  Asymmetries in the Impact of Action and Inaction Regret:  
When and Why Do They Occur?

Atul Kulkarni, University of Missouri-Kansas City, USA
Rashmi Adaval, HKUST, Hong Kong

Through a set of three studies, we explore the conditions under which action vs. inaction regret may have an asymmetric effect on risk 
taking, and examines the underlying role of affective vs. cognitive drivers of the effect of regret on risk taking.

87.  The Effect of Aging on Consumer Regret
Li Jiang, University of California Los Angeles, USA

This research investigates the moderating role of decision justifiability on age-related differences in the experience of regret. Older (vs. 
young) adults express more regret in response to a scenario in which a justifiable option is clearly defined, but not in the absence of a readily 
justifiable option.


