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Across two experiments and following a new formulation of narcissism (i.e., the agency-communion model), this research investigates

whether agentic and communal narcissists differ in their likelihood to engage in various forms of pro-environmental behavior.

Supporting this proposition, this study also shows that perceived self-sacrifice and perceived social-benefits could influence these two

groups of consumers' decision to purchase eco-friendly products.

 
 
[to cite]:

Iman Naderi (2017) ,"18-D: Me First, Then the Environment: Pro-Environmental Behavior in Communal Vs. Agentic

Narcissists", in NA - Advances in Consumer Research Volume 45, eds. Ayelet Gneezy, Vladas Griskevicius, and Patti Williams,

Duluth, MN : Association for Consumer Research, Pages: 1050-1050.

 
[url]:

http://www.acrwebsite.org/volumes/1025062/volumes/v45/NA-45

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1025062/volumes/v45/NA-45
http://www.copyright.com/


1050 / Working Papers

16-B: Consumer Benevolence and Risk Taking: Is Altruism Perilous?
Sudipta Mukherjee, Virginia Tech, USA

Sam Bond, Georgia Tech, USA
Mario Pandelaere, Virginia Tech, USA

Our research examines the relationship between consumer benevolence and risk taking. We find across three 3 studies that at both trait 
and situational levels benevolence is related to increased risk taking. Specifically we find that behaving benevolently results in decreased risk 
perception and subsequently increased risk taking.

10-I: Do Deals Really Help Save Money:  
Deal Salience Results in Increased Consumer Spending

Sudipta Mukherjee, Virginia Tech, USA
Mario Pandelaere, Virginia Tech, USA

Consumers have the lay belief that looking for deals helps in saving money. In this paper over a series of 4 experiments we test this lay 
belief and find results that indicate to the contrary. We find that deal salience decreases self-control and increases consumer spending.

11-F: Looking a Free Gift in The Mouth: The Effect of Free Gifts on Charitable Behavior
Ashesh Mukherjee, McGill University, Canada

Raj Raghunathan, University of Texas at Austin, USA
Sumitra Auschaitrakul, University of the Thai Chamber of Commerce, Thailand

Charities often include free gifts such as cards stickers pens calendars and memory sticks in their donation appeals. Using the theoretical 
perspective of fit this research identifies gift origin as a new moderator of the effect of free gifts on charitable behavior.

5-H: I’m Scared, Want to Listen? Incidental Fear’s Influence on Self-Disclosure to Brands
Anupama Mukund Bharadwaj, University of Washington, USA

Lea Dunn, University of Washington, USA

Self-disclosure is an increasingly popular topic within marketing yet scant literature has considered emotional impact on whether one 
divulges information to others. We examine the impact of fear on self-disclosure showing that people who experience a frightening event 
alone are more likely to self-disclose even when the act is risky.

5-E: Fight or Flight? Consumers’ Implicit and  
Explicit Emotional Reactions to Looming Threat

Lana Mulier, Ghent University, Belgium
Hendrik Slabbinck, Ghent University, Belgium

Iris Vermeir, Ghent University, Belgium

We used face reading technology to examine the emotional effects of the looming bias. We find evidence that looming stimuli elicit more 
negative emotions in consumers compared to receding stimuli and that animal threat leads to more negative emotions than human facial threat 
but only when it’s looming.

18-D: Me First, Then the Environment:  
Pro-Environmental Behavior in Communal vs . Agentic Narcissists

Iman Naderi, Fairfield University, USA

Across two experiments and following a new formulation of narcissism (i.e. the agency-communion model) this research investigates 
whether agentic and communal narcissists differ in their likelihood to engage in various forms of pro-environmental behavior. Supporting this 
proposition this study also shows that perceived self-sacrifice and perceived social-benefits could influence these two groups of consumers’ 
decision to purchase eco-friendly products.


