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Decision-makers often fail to maximize expected value. Although this is typically attributed to psychological reactions to outcomes

(e.g., loss aversion) and uncertainty (e.g., probability weighting), we trace this to people’s misunderstanding of the notion of expected

value. In three studies we find people conflate expected value with efficiency (gain/loss ratio).
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Purchasing Happiness: The Effect of Authentic Consumer Behaviour
Justin McManus, Schulich School of Business

Theodore Noseworthy, Schulich School of Business

Across three experiments, we test whether authentic purchases impact the experience recommendation – the idea that purchasing life 
experiences results in a greater degree of happiness than material possession. Our findings demonstrate that material purchases can bring 
equivalent amounts of happiness when they are undertaken in an authentic manner.

That Which We Call a Rose by Any Other Name . . .Would it Smell as Sweet?  
How Slight Spelling Variations of Brand Names Alter Consumers’ Sensory Perceptions

Ann E. McNeel, Baruch College, City University of New York (CUNY), USA
Stephen J. Gould, Baruch College, City University of New York (CUNY), USA

Introducing the importance of brand name spelling to sensory marketing, this research has found that a unique spelling of a brand name 
leads consumers to report differences in familiarity with the brand name, affects the sensory evaluation of the product, and has a downstream 
effect on willingness to pay.

Understanding the Decision Making Processes of Indecisive Consumers
Hillary Mellema, Kent State University, USA

Jennifer Wiggins Johnson, Kent State University, USA

Indecisiveness is a chronic, domain-general difficulty making decisions. The goal of this research is to understand the consumption 
choice processes of indecisive individuals. Preliminary results reveal that indecisive individuals spend more time evaluating alternatives, are 
more distressed by time limitations, and are overly concerned with how others perceive their choices.

Follow Their Nose:  
Scented Product Development Using Consumer Preferences and Web Data

Hua Meng, Kent State University, USA
César Zamudio, Kent State University, USA
Robert Jewell, Kent State University, USA

This study examines scented product development by proposing a scented product typology, and by empirically assessing whether firms’ 
scented product assortments match consumers’ expectations and preferences. We find that extant scented product assortments are heteroge-
neous and that consumers’ scented product assortment expectations match firms’ assortments, but consumer preferences do not.

Free Does Not Equal Free: The Differential Effects of “Freebie” Methods
Linda Milano, Stony Brook University, USA
Denise Buhrau, Stony Brook University, USA

Ethan Pew, Stony Brook University, USA

We test the effects of different “freebie” methods (e.g., “free,” 100% off) on valuation and intentions. Offers framed as “free” lead to 
devaluation due to negative inferences about motives. Offers framed as “100% off” are not devalued because of increased judgmental dif-
ficulty, which reduces the impact of inferences about motives.
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