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This study provides evidence that natural environments improve self-regulation abilities, translating into healthier food choices and

fewer items ordered. Given statistics related to the overconsumption of food, this research holds public policy implications affecting

millions of Americans and provides them with a self-regulation resource that is free, safe, and plentiful – nature.
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120.  Mitigating Climate Change: The Role of Reasoning Errors, Ecological Knowledge, 
and Moral Positions

Christian Weibel, University of Bern, Switzerland
Ralph Hertwig, University of Basel, Switzerland

Sidonia Widmer, University of Basel, Switzerland

To explain inter-individual differences in pro-environmental behavior, we pitted the following predictors against each other: reasoning 
errors, environmental knowledge, and moral positions. We find little evidence that reasoning errors or environmental knowledge is strongly 
related to environmentally unfriendly behavior. Moral positions were far more predictive of pro-environmental behavior.

121.  In the Name of Environmental Friendliness: Effects on Attitudes toward the Service
Ronnie (Chuang Rang) Gao, Drexel University, USA

Rajneesh Suri, Drexel University, USA

Environmental friendliness does not always offer consumers immediate benefits. For instance, many hotels no longer replace guest-bed 
linens daily. We empirically demonstrate that consumers high in environmental concern react more favorably towards reduced services, and 
more favorably when provided with a choice. We also found no effects when such consumers were merely exposed to environmental mes-
sages.

122.  The Restorative Nature of Nature: Improving Consumer Decision Making
Merrie Brucks, University of Arizona, USA
Kevin Newman, University of Arizona, USA

Caitlin Nitta, University of Arizona, USA

This study provides evidence that natural environments improve self-regulation abilities, translating into healthier food choices and 
fewer items ordered. Given statistics related to the overconsumption of food, this research holds public policy implications affecting millions 
of Americans and provides them with a self-regulation resource that is free, safe, and plentiful - nature.

123.  Risky Decisions: Citing Sources in Print Advertisement Claims
Catherine Armstrong Soule, University of Oregon, USA

Leslie Koppenhafer, University of Oregon, USA

The research investigates whether source citation of print advertisement claims can be beneficial to consumers by providing information 
that aids in accurate deception detection. Studies in different risk domains find the type and level of risk leads to differential processing of the 
presence or absence of advertising claim source information.

124.  “Is it Risky or Beneficial?” Analysis of Supplement-Type and Dosage Preferences in 
Terms of Risk-Benefit Tradeoffs and Epistemological Beliefs

Zoe Rogers, Baruch College/CUNY USA
Stephen J. Gould, Baruch College/CUNY, USA

This research considers the effect of risk and benefit assessments on evaluations of health supplements. Familiar supplements lead to 
more thoughts about benefits and more positive evaluations, while unfamiliar supplements lead to more thoughts about risks and less positive 
evaluations. Epistemic beliefs are shown to underpin these assessments.


