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SESSIOn OVERVIEW
Aristotle described happiness as “the best, noblest, and most 

pleasant thing in the world…the highest good (Aristotle. Nichoma-
chean Ethics, 1925).” Additionally, we know that individuals place 
great weight on the acquisition of products and experiences in their 
pursuit of happiness (Pelletier, 2009). Despite the relevance of hap-
piness and the widespread pursuit of happiness through consump-
tion, the factors that influence consumer happiness are still vastly 
unknown. 

The present papers, which are either completed works or are 
at an advanced stage of completion, demonstrate that social factors 
associated with purchases not only deserve more attention but also 
figure as potential explanations for certain purchases’ ability to ad-
vance happiness. Such factors are especially important given that 
they are often the backdrop against which much of our behaviors 
as consumers occur. We know, for example, that our purchases are 
often exposed to or shared with (i.e., told to) others, that we often 
use our purchases to reflect our social self, and that many of our pur-
chases involve social interaction. Accordingly, this session presents 
four papers illustrating that consumer happiness is enhanced when 
a purchase is exposed to others (Chugani and Irwin), shared with 
others (Bastos and Brucks), reflective of one’s social self (Gilovich 
and Carter), or conducive to social interaction (Caprariello and Reis). 

Together, these investigations make several valuable contribu-
tions. First, they enlarge our understanding of the relationship be-
tween purchases and happiness. Second, they help to demystify the 
distinction between experiential and material purchases by examin-
ing different purchases’ ability to reflect (Carter and Gilovich) and 
enhance (Bastos and Brucks) the self, and to facilitate social inter-
action (Caprariello and Reis). Finally, they add to the literature on 
the effects of social forces by investigating the different roles those 
forces play in consumption—e.g., a silent spectator of a consumption 
experience (Chugani and Irwin), an active audience for a recounted 
consumption (Bastos and Brucks), a component of the constructed 
social self (Gilovich and Carter), or a partner in a consumption expe-
rience (Caprariello and Reis). 

The first paper highlights the powerful role of social factors by 
examining the effect of social presence on consumption happiness. 
Chugani and Irwin examine this relationship through the lens of he-
donic adaptation: the process by which the magnitude of the happi-

ness derived from product purchases diminishes over time so that 
positive (negative) purchases tend to become less positive (negative) 
over time. The researchers gather real-time adaptation data and find 
that when consumers are cognizant of social contexts, the presence 
of others slows down the process of hedonic adaptation: consum-
ing a product in the presence of others keeps consumers happy with 
positive purchases and unhappy with negative purchases for longer 
periods of time than consuming a product in isolation. This imped-
ing of adaptation results from consumers viewing their possessions 
through the eyes of others, keeping the initial affective intensity of 
the possession fresh in their minds.

In accordance with Chugani and Irwin’s findings on the impor-
tance of the social environment in facilitating happiness with pur-
chases, Bastos and Brucks show that post-purchase sharing (i.e., tell-
ing others) mediates the effect of purchase type on happiness. Pre-
cisely, they find that the superiority of experiential purchases over 
material purchases in advancing happiness (Van Boven and Gilov-
ich, 2003) can be explained by people’s greater inclination to share 
the former with others. Additionally, they show that people expect 
to be more highly regarded by others as a result of sharing their life 
experiences versus their material objects. This expectation, in turn, 
explains people’s stronger inclination to share experiences (vs. ob-
jects). The authors limit the long abstract to one study in order to of-
fer a deeper explanation of procedures and findings (which replicate 
across all studies). For conference presentation purposes four studies 
will be presented.

Next, Carter and Gilovich strengthen the premise that the link 
between a purchase and the social self is critical for consumer happi-
ness. They argue that, due to their intangibility, experiences exist in 
our collection of memories instead of in the physical world, as do ob-
jects. Accordingly, they present empirical support for the proposition 
that experiences form a larger part of the self (i.e., people see them as 
being closer and more representative of the self), and that this aspect 
explains why experiential purchases are more satisfying than mate-
rial purchases. Thus, this research suggests that life experiences (vs. 
material goods) contribute more to the social self and, consequently, 
afford greater rewards.

Lastly, Caprariello and Reis provide further evidence for the im-
portance of considering the relationship context of consumption in 
understanding consumer happiness with purchases. Specifically, the 
authors find that the ability of a purchase to promote social interac-
tion predicts the amount of happiness generated, and that this factor 
helps explain the experiential vs. material distinction found in prior 
literature (Van Boven and Gilovich, 2003). These findings suggest 
that spending money to do or have things with others may be one 
method for promoting happiness. 

In summary, this research suggests that social factors play an 
important role in consumer happiness from the perspectives of con-
sumption setting, post-purchase interpersonal sharing, construction 
of a social self, and interpersonal relatedness. Separately these works 
shed light on nuanced processes, and together they provide a broad 
and coherent understanding of the happiness phenomenon. As such, 
they should be well-received by a wide audience and especially valu-
able to researchers interested in consumer happiness and the related 
concepts of the social environment, social sharing, social self, and 
social relationships.

This session embraces diversity by 1) suggesting a diverse set 
of novel constructs that affect happiness, 2) illuminating different 
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perspectives through which to define sociality, 3) presenting a rich 
variety of experimental approaches, and 4) including a geographi-
cally and culturally diverse team of researchers.  

What Are Others thinking?:  
Hedonic Adaptation in Public Consumption Contexts

ExtEndEd AbStRACt
Happiness (and unhappiness) with purchases generally dimin-

ishes over time: positive purchases become less positive and negative 
purchases become less negative (Frederick & Loewenstein, 1999); 
this process is often termed “hedonic adaptation”. We examine the 
effect of an everyday social force on adaptation by asking how the 
presence of others while experiencing a product affects adaptation to 
that product. Four studies show that public contexts impede adapta-
tion by inducing consumers to consider what others think of their 
product. Consumers who like their product assume others view their 
product favorably, and this enjoyable experience impedes adaptation 
over time.

Study 1
Study 1 tracked real-time adaptation to a product in lab. Par-

ticipants were either (1) out of view from each other with dividers 
between lab stations (private condition) or (2) allowed to be seen by 
others, with no dividers (public condition). We manipulated cogni-
zance of public context by asking participants either to report on an 
experience where they were the center of attention (priming cogni-
zance of public context) or to describe a picture of a mundane fish 
or lamp (neutral prime). We then gave participants one of 9 products 
and tracked adaptation by measuring initial happiness and happiness 
at two other subsequent points.

There was an interaction between consumption context, 
public context cognizance, time period, and initial happiness 
(F(1,188)=7.95, p<.01). For those who were primed with public con-
text cognizance (but not for those who received the neutral prime), a 
public context kept those who were initially happy with their product 
happy for a longer period of time (F(1,188)=6.75, p=.01) and those 
who were initially unhappy with their product unhappy for a longer 
period of time (F(1,188)=3.21, p=.07) than a private context. In sum, 
in a public context, with a public prime, adaptation was impeded. 

Study 2:
Study 2 replicated the methodology of Study 1. However, 

rather than priming cognizance of public contexts, we measured 
participants’ Self Monitoring scores. High self monitors are more 
chronically cognizant of being observed in public than are low self-
monitors (Lavine & Snyder, 1996; Snyder & DeBono, 2008). Thus, 
we would expect SM scores to operate similar to the prime used in 
Study 2, providing triangulating evidence for our public cognizance 
moderator. We collected happiness at two time points.

There was a significant interaction between SM score, con-
sumption context, and initial happiness with the product on happi-
ness at Time 2 (F(1,299)=4.23, p<.05). Consumption context had 
a significant effect among high self monitors (fitting model at high 
SM score: consumption context X Time 1 happiness interaction, 
(F(1,299)=4.25, p<.05) but not among low self monitors (fitting 
model at low SM score: consumption context X Time 1 interaction, 
(F(1,299)=.91, NS). For instance, a public consumption context kept 
high (but not low) self monitors who were initially happy with their 
products happier for a longer period of time (F(1,299)=7.27, p<.01) 
than did a private context. Thus, Study 2 again showed, using a com-
bination of our manipulated public/private variable and a measured 

variable, that the more consumers are cognizant of public contexts 
the more slowly they adapt to products.

Study 3
Study 3 tests our mechanism directly by manipulating whether 

participants are cued to see their products through others’ eyes (oth-
ers’ eyes manipulation). We placed all participants in a public con-
text and asked them to report initial happiness with one of 8 products 
we gave them. Then, half reported how happy they thought others in 
the room thought they were with their product (others’ eyes prime), 
and the other half answered filler questions (neutral prime). Partici-
pants then reported their happiness with the product two more times 
throughout the session so that we could track adaptation.

There was a significant “others’ eyes” manipulation X time peri-
od X initial happiness interaction on happiness at a given time period 
(F(1,136)=5.22, p<.05). Participants in the neutral prime condition 
experienced adaptation to their products over time (significant time 
period X initial happiness interaction, (F(1,136)=15.44, p<.001) but 
participants who were cued to look at their product through others’ 
eyes did not exhibit adaptation at all (non-significant time period X 
initial happiness interaction, (F(1,136)=.95, NS). 

Summary
Three studies provide evidence that public (vs. private) con-

sumption contexts impede adaptation among individuals who are 
aware of being in a public context by causing consumers to view 
their products not only through their own eyes but also through the 
eyes of others. 
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Verbal Sharing: Purchase, tell Others, and be Happy

ExtEndEd AbStRACt
Recently, the relation between purchases and happiness has 

received increased attention from academics and the popular press 
(Flatow, 2009; Pelletier, 2009). A common finding is that experien-
tial purchases are better than material purchases at advancing happi-
ness (Van Boven & Gilovich, 2003). A question that deserves further 
attention, however, is: What mechanism(s) underlies such effect?

Aiming to address that question, we drew on the disclosure 
and social sharing literatures to argue that consumers of experienc-
es (e.g., taking a kayaking trip) are more likely than consumers of 
objects (e.g., buying a kayak) to share (i.e., tell others about) their 
purchases and to, in turn, enjoy the benefits of such activity (hypoth-
esis 1 below). To provide support for this proposition, two questions 
should be addressed: 1) Why would people be more inclined to share 
experiential than material purchases?, and 2) How beneficial is shar-
ing?
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With regards to the first question, previous research (Van Boven, 
Campbell & Gilovich, 2010) shows that individuals form less favor-
able impressions of people associated with material (vs. experien-
tial) purchases, and enjoy having conversations about experiential 
purchases more than about material purchases. Van Boven et al. thus 
conclude that “being associated with materialistic rather than experi-
ential pursuits can pose a barrier to successful social relationships (p. 
560).” Accordingly, we expect that people are more inclined to share 
their experiential (vs. material) purchases; and that such behavioral 
difference is driven by their expectations that sharing experiential 
(vs. material) purchases will lead others to form more favorable im-
pressions about them (hypothesis 2 below).

Answering the second question, research suggests that sharing 
leads to far-reaching benefits. For example, sharing provides the tell-
er with greater positive affect and well-being (Gable, Reis, Impett, 
& Asher, 2004). Additionally, it brings interpersonal rewards in the 
form of teller’s greater liking for the listener as a result of having dis-
closed to him/her (Collins & Miller, 1994). Lastly, sharing benefits 
the disclosed event itself. It helps one achieve a better understanding 
of the shared event (Finkenauer & Rime, 1998), “creates an opportu-
nity for reliving and reexperiencing the event” (Gable et al. 2004, p. 
229), and “make[s] the event both more memorable to oneself and to 
others (Langston, 1994, p. 1113).” Harrigan (2001) summed the rel-
evance of sharing by stating, “Happiness held is the seed; happiness 
shared is the flower”. So, compelling evidence indicates various ben-
efits of sharing. What remains unknown, however, is whether post-
purchase sharing affects a purchase’s ability to advance happiness. 

Based on the above-mentioned findings, we argue that consum-
ers of experiential (vs. material) purchases are more inclined to share 
the details of their purchase with others and, in turn, more likely to 
draw rewards (i.e., happiness) from doing so (H1), and that those 
consumers’ expectations for how they will be regarded by others 
explain the difference in inclination to share (H2). This mediated-
mediation can be formally hypothesized as:

Hypothesis 1:  Sharing will mediate the effect of purchase type 
on happiness.

Hypothesis 2:  Regard will mediate the effect of purchase type 
on sharing.  

Experimental design
To test our two hypotheses, we conducted an experiment with 

95 participants who were randomly assigned to one of two condi-
tions: material vs. experiential purchase. Participants were given in-
structions of what constitutes a material (or experiential) purchase 
and were asked to recall and write about a fifty-dollar personal pur-
chase that reflected the condition they were in. Next, participants 
answered, on 7-point Likert scales, questions related to happiness 
(e.g., When you think about this purchase, how happy does it make 
you?), sharing behavior (e.g., I would feel excited about sharing the 
details of my object/experience; I would want to share with others 
the details of my object/experience), and regard (I think the person 
listening to me would regard me more highly after learning about my 
object/experience).

Results
Our results supported hypothesis 1. Specifically, we conducted 

four regressions (a-d) and a Sobel (1982) test of mediation and found 
that (a) experiential purchases advanced significantly more happi-
ness than did material purchases (F(1, 94) = 3.97, p = .04). Further, 

significant effects were found when (b) the mediator (i.e., sharing) 
was regressed on the IV (i.e., purchase type) (F(1, 94) = 8.73, p = 
.004), and (c) the DV (i.e., happiness) was regressed on the mediator 
(F(1, 94) = 18.49, p < .001). Importantly, (d) when happiness was re-
gressed on both purchase type and sharing the previously significant 
main effect of purchase type on happiness became nonsignificant (p 
= .36). In line with this, our Sobel test showed a significant result (z 
= 2.34, p = .01). As hypothesized, these results suggest that sharing 
mediates the effect of purchase type on happiness. 

To test hypothesis 2, we conducted a similar set of analyses and 
found significant effects for (a) purchase type on sharing (F(1, 94) 
= 8.73, p = .004), (b) regard (i.e., the mediator) on sharing (F(1, 94) 
= 10.75, p = .001), and (c) purchase type on regard (F(1, 94) = 3.92, 
p = .05). Revealingly, when both purchase type and regard were in-
cluded in the model, the relation between purchase type and sharing 
was attenuated (F(1, 94) = 2.40, p = .01). Finally, the Sobel test indi-
cated a marginally significant effect (z = 1.66, p = .09). These results 
support the premise that regard plays at least a partial mediating role 
in the effect of purchase type on sharing.  

According to these analyses, the following picture emerges 
from our research: Experiential purchases are better than material 
purchases at advancing happiness (replicating Van Boven & Gilov-
ich, 2003), and sharing mediates that effect. The difference in shar-
ing is explained, in turn, by how people expect to be regarded as a 
result of their sharing. To our knowledge, this is the first research in 
marketing that examines the role of sharing in advancing consumer 
happiness. Moreover, these findings illustrate how important post-
consumption events are for happiness. This is especially relevant 
given previous evidence suggesting that pre-consumption states 
(e.g., a sense of anticipation), but not post-consumption ones, are 
effective in generating happiness (Nawijn, Marchand, Veenhoven, & 
Vingerhoets, 2010).
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On the Importance of Experiential Purchases to  
Defining and Preserving the Self-Concept

ExtEndEd AbStRACt
Can money buy happiness? Generally, the answer is thought 

to be no. However, it may simply be that people are not spending 
their money wisely. Previous research suggests that greater happi-
ness can be found in experiential purchases (e.g. meals at restaurants, 
vacations, and concerts) than with material purchases (e.g. clothes, 
jewelry, and gadgets; Carter & Gilovich, 2010; Van Boven & Gilov-
ich, 2003). One of the cited reasons for this difference in satisfaction 
is that experiences make a greater contribution to the “social self” 
than do material possessions. So far this has not been empirically 
demonstrated. The present research aims to do just that, as well as to 
examine whether this is qualified by trait materialism. 

Why might experiential purchases form a greater part of the 
social self than material possessions? We believe there are several 
reasons, but one of the most important is that experiences, being 
largely intangible, exist primarily in memory, whereas possessions 
are largely tangible objects that persist in the physical world. It is 
partly because they persist in memory that experiences become more 
truly part of who we are, as it is our collection of memories and ex-
periences that define us. 

If experiences do form a larger part of the social self, why would 
they be more satisfying than possessions? First, being physical ob-
jects, material possessions are subject to the ravages of time. Clothes 
get dingy and torn, mp3 players become obsolete, cars break down. 
Experiences, on the other hand, may actually see their greatest ben-
efit over time (Carter & Gilovich, 2010). Indeed, people tend to take 
the “rosy view” of experiences over time, even though the actual 
experience might be fraught with disappointing moments (Mitchell 
et al., 1997; cf. Nicolao, Irwin & Goodwin, 2009). 

Second, and related to the first, as part of the social self, memo-
ries of purchased experiences can be embellished using the same 
sorts of motivated biases that allow people to maintain positive self-
views (e.g. Dunning, 2005). Being intangible, experiences may be 
more open to construals or (re)interpretation than possessions, an 
essential part of the process of motivated reasoning (Kunda, 1990). It 
may be that evaluating the quality of one’s experiences is, in essence, 
evaluating aspects of oneself, and as a result, people are motivated 
to see those experiences in a positive light, particularly over time. 

We first wanted to test whether people do, in an almost literal 
sense, think of their experiential purchases as being closer to their 
social self than their material purchases. Participants were first asked 
to briefly describe 8 important purchases they had made, four ma-
terial, and four experiential. Borrowing a page from work on the 

different conceptions of self in independent and interdependent cul-
tures (Markus & Kitayama, 1991), we showed participants a sample 
diagram where circles representing different family members were 
plotted around a Self-circle such that the proximity of the family 
member represented the degree of overlap with the self. Participants 
were asked to follow a similar logic in plotting each of the eight pur-
chases around a central Self-circle. We measured the distance from 
the center of each purchase’s circle to the center of the Self-circle. 
As predicted, participants plotted their experiences closer to the Self 
than they did their possessions, paired t(47) = 2.09, p < .05. This 
result was not qualified by participants’ trait materialism.

Next, we wanted to know if people would choose to use their 
experiential purchases more than their material purchases when de-
scribing themselves. Again, participants were asked to recall and 
briefly describe 10 purchases, five material, and five experiential. 
They were then asked to tell their life story, and were encouraged 
to incorporate into the narrative the purchases they had previously 
listed where appropriate. As predicted, participants included more 
of their experiential purchases (40%) than their material purchases 
(22%) into their life narrative, paired t(89) = 5.94, p < .001. Again, 
participants’ level of materialism did not qualify these findings.

Most importantly, we wanted to know whether these findings 
could help explain why experiences tend to be more satisfying than 
possessions. We asked one sample of participants whether a stranger 
would have greater insight into their “true self” as a result of know-
ing about their experiential or material purchase history. As predict-
ed, participants believed that knowledge of a their experiences was 
the clearer window to their self, t(120) = 4.08, p < .001. This belief 
was also significantly correlated with participants’ greater satisfac-
tion with a specific experience over a specific possession (r = .19, 
p < .05).

One consequence of experiences being a greater part of the self 
is that people would be less willing to give up those memories, as 
it would mean deleting a part of the self (Gilovich, 1991). In a final 
study, participants were asked to recall and briefly describe either a 
material or experiential purchase, and then to imagine that they could 
go back in time and swap out their memories of that purchase for 
memories of a different purchase. Participants were more satisfied 
with their purchases in the experiential than in the material condi-
tion. Participants in the material condition were both less satisfied 
with their purchases, t(58) = 2.22, p < .04, and more willing to ex-
change their memories than participants in the experiential condi-
tion, t(58) = 2.88, p < .01. This difference in how closely participants 
clung to the memories of their purchase mediated the difference in 
satisfaction between conditions, Sobel z = 1.99, p < .05.

These results, taken together, suggest that people do indeed 
hold their experiences more closely to their social self than their pos-
sessions, and that this tendency helps to explain why, ultimately, ex-
periences tend to be more satisfying than possessions. What’s more, 
it was not only those low in materialism who show this tendency, 
suggesting that there may be a disconnect between what materialists 
believe will be meaningful to them, and what actually is. Indeed, 
from many angles, it seems that purchasing experiences will ulti-
mately prove a better investment for one’s well-being.
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It’s the Company that Counts:  
Shared Experiences and Possessions Make People 
Happier than Experiences and Possessions Alone

ExtEndEd AbStRACt
One reliable way to elevate happiness appears to be spending 

money on life experiences over material possessions (Van Boven & 
Gilovich, 2003). Van Boven and Gilovich defined experiential pur-
chases as “events or series of events that a person lives through” 
(2003, p. 1194). In a series of studies, they found that people reported 
greater happiness by spending their discretionary money – money 
spent with the intention of increasing happiness – on experiences 
rather than on material possessions. Importantly, this effect repli-
cated in a nationally representative sample and has been documented 
in retrospective, concurrent, and longitudinal reports of well-being 
(Howell & Hill, 2009; Nicolao, Irwin, & Goodman, 2009).

The present research proposes that distinguishing spending 
along a materialism-experientialism dimension overlooks another 
important difference between life experiences and material posses-
sions: Typically, experiences are more likely than material things 
to involve other persons. Extensive research shows that social rela-
tions, especially those that foster feelings of connectedness, are in-
fluential sources of happiness (e.g., Argyle, 1999; Berscheid & Reis, 
1998; Baumeister & Leary, 1995; Reis, Clark, & Holmes, 2004). We 
suggest that the sharing involved in experiences is central to their 
benefits relative to material possessions. If correct, happiness would 
be obtained indirectly from experiential activities, and directly from 
sharing the activities interpersonally.

On the other hand, material possessions tend to be associated 
with self-oriented motives, such as a desire to signal uniqueness 
(Berger & Heath, 2007), status (Griskevicius, Tybur, Sundie, Cialdi-
ni, Miller, & Kenrick, 2007), and identity (Belk, 1988), or to bolster 
self-esteem (Escalas & Bettman, 2003). Thus material possessions 
in and of themselves tend to lack the central quality of experiences 

that make them amenable to improving happiness – the involvement 
of others.

In Study 1, we tested how the happiness benefits of experiential 
buying varied as a function of social involvement. Here, 327 partici-
pants were randomly assigned to pick between 1 of 2 kinds of pur-
chases – between material objects and social experiences, material 
objects and solitary experiences, and solitary and social experiences. 
When comparing material purchases to social experiences, partici-
pants were significantly more likely to indicate that social experience 
would make them happier, M = .70, χ2(1) = 151.36, p < .001. When 
comparing material purchases to solitary experiences, participants 
were significantly less likely to indicate that solitary experiences 
would make them happier, M = .38, χ2(1) = 54.22, p < .001. Finally, 
when comparing solitary to social experiences, participants were sig-
nificantly more likely to indicate that social experiences would make 
them happier, M = .85, χ2(1) = 465.08, p < .001. These results make 
clear that sharing experiences with others is necessary for deriving 
happiness from the experience. In fact, when presented with the op-
tion of a material possession or an experience without others, partici-
pants favored the material good over the experience.

Nevertheless, these results raise the question: Can the value of 
material possessions be enhanced by involving others? Some materi-
al possessions can certainly facilitate social interactions (e.g., board 
games, sports equipment, and stereo systems for family rooms). 
Furthermore, people strategically act on this knowledge by spend-
ing money for this purpose (e.g., to re-affiliate following rejection; 
Mead, Baumeister, Stillman, Rawn, & Vohs, 2011). If social interac-
tions are as critical to happiness as research suggests, then material 
possessions obtained in the service of enhancing social interaction 
may make people happier than material objects obtained primarily 
for personal use. From this reasoning, we propose that proper under-
standing of the happiness benefits of life experiences versus material 
possessions requires consideration of whether one’s purchases are 
meant to be shared or solitary. Crossing these two dimensions results 
in four possibilities: Shared experiences, shared possessions, soli-
tary experiences, and solitary possessions. We hypothesize that the 
social-solitary dimension better predicts anticipated happiness from 
spending than the materialism-experientialism dimension.

In Study 2, 308 participants were given definitions of discre-
tionary spending and were asked to think about the last time they 
spent their discretionary money to further their happiness. No other 
leading instructions were given. After describing the purchase and 
rating their happiness with it, participants self-coded the purchases 
into experiential-material and social-solitary categories. Based on 
this four-category conceptualization, we found evidence for the ef-
fects of social involvement on happiness but not for experientialism. 
In other words, we found that, collapsing across self-coded material 
and experiential purchases, the effect of sharing purchases on hap-
piness was significant, F(1, 295) = 10.76, p < .001, such that social 
purchases were recalled as making people happier (M = 3.89) than 
purchases for solitary consumption (M = 3.45). Neither the main ef-
fect of experiential-material consumption nor the interaction were 
significant F < 1.0, F(1, 295) = 2.11, ns, respectively. 

To ensure that our results were not biased by participants rating 
themselves, three coders, blind to conditions, rated every purchase 
along the same two dimensions as before. We found the same re-
sults with coder ratings as we had found with participant ratings, 
Fsocial-solitary(1, 297) = 6.29, p = .01, all other Fs < 1.0, with social 
experiences (M = 3.77) trumping solitary experiences (M = 3.45). In 
this study, therefore, we extended prior research by showing that the 
happiness benefits of social involvement, whether for experiential 
or materialistic purchasing, trump the happiness benefits of experi-



260 / Consumer Sociality and Happiness

ential buying per se. Furthermore, these results can not be explained 
by socially desirable responding, because participants were not led 
to think about the potential value or drawbacks of presenting them-
selves either experientially or materialistically (Van Boven, Camp-
bell, & Gilovich, 2010).

Overall, these results are consistent with recent findings that 
spending money on others makes people happier than spending mon-
ey on oneself (Dunn et al., 2008). Although evidence suggests that 
merely reminding people of money distances the self from others 
(Vohs, Mead, & Goode, 2006), overcoming a self-reliant mindset to 
spend money to do or have things with others, rather than to do or 
have things strictly for oneself, may be an important outlet for pro-
moting sustainable happiness (Lyubomirsky, Sheldon, & Schkade, 
2005).
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