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SESSION OVERVIEW
Conspicuous consumption has been on the rise around the 

world (Deloitte, 2019). Some consumers buy visible and expensive 
products to communicate their social status (Han et al. 2010), while 
others are motivated to bridge the gap between their current and ideal 
selves through such purchases (Mandel et al., 2017). This special 
session comprises four papers that examine the causes and conse-
quences of status signaling via product purchases and compensatory 
aspect of conspicuous consumption. The session broadly contributes 
to our understanding of how consumers’ self-discrepancies affect 
conspicuous consumption activity, and whether consumers’ status 
signaling efforts actually work and at what cost. The session also 
helps expand the current scope of research on status-driven and com-
pensatory consumption by examining novel characteristics such as 
product noise and body-related products as well as by investigating 
some unintended social and personal implications of engaging in 
such consumption activity. 

The first paper by Lowe, Ward and Ozturk analyzes the status 
signaling effect of product noise. This examination is important be-
cause related research to date has focused primarily on the role of 
product visibility and brand in status signaling. The authors demon-
strate that a product’s sound also plays an important role how observ-
ers make inferences about consumers’ personal qualities and status. 
Specifically, the authors find that relatively louder products help con-
sumers signal their social dominance to others, whereas relatively 
quieter products communicate social prestige. 

The second paper by Kurt examines the compensatory con-
sumption motivation behind people’s jewelry purchases. Based on 
the compensatory consumer behavior model, this paper argues that 
jewelry shopping interest and spending will be higher in places with 
greater obesity rate because wearing jewelry can help people feel 
better about their looks and reduce their appearance-related self-dis-
crepancy. The data obtained from Google Trends, the U.S. Economic 
Census on jewelry retail sales, the U.S. Consumer Expenditure Sur-
vey, and Twitter support this theory.  

The third paper by Blair, Rucker and Lisjak highlights the risk 
that observers may actually perceive conspicuous consumption as a 
compensation for one’s insecurities rather than as a signal of their 
achievements. This risk, however, depends on observers’ feelings of 

insecurity. The authors show that when observers feel insecure about 
their power, they perceive the driver of a more conspicuous car as 
having lower status than that of a less conspicuous car. As such, tak-
ing the perspective of an observer helps consumers realize this un-
expected consequence of conspicuous consumption (i.e., being seen 
as engaging in compensatory consumption), preventing them from 
paying a premium for a conspicuous item when they feel insecure. 

Finally, the fourth paper by Wang and John demonstrates an-
other unwanted cost of conspicuous consumption: self-control im-
pairment after the use of luxury products. The authors argue that us-
ing luxury products makes women feel more entitled to fulfill their 
wants, resulting in lower self-control. Their experiments involving 
the use of real luxury products and consumption of unhealthy snack 
lend support for their thesis.   

Overall, this session brings together papers that use a variety of 
methods––experiments, field studies, and archival data analysis–– to 
shed more light on the benefits and costs of conspicuous consump-
tion and status signaling via product purchases. 

I am Product, Hear Me Roar: Social Dominance and 
Preference for Loud Products

EXTENDED ABSTRACT
A billboard advertising Porsche shows a picture of the iconic 

luxury car and the words “IT’S LOUD.” On the other hand, Bosch, 
a luxury appliance brand, positions its dishwasher as the ‘quietest 
model’ in the US. It is evident that the sounds products emit contrib-
ute to consumers’ perceptions of them. In this research, we examine 
how products’ auditory noises function as signals of status. 

Expressions of dominance and prestige represent social strate-
gies used to achieve status within a group. The dominance-prestige 
account of status-striving (Henrich and Gil-White 2001) suggests 
that social hierarchies arise from two systems of rank allocation: 
prestige and dominance. The theory states that individuals may in-
crease their social status by engaging in behaviors that express one 
or both of these qualities. Expressing dominance usually entails be-
haviors that induce fear through intimidation (Chase et al. 2002), 
while expressing prestige refers to individuals who influence others 
by being “considered worthy of emulation” for their skills, access to 
material resources, or knowledge (Cheng et al. 2013, pg. 105; Cheng 
and Tracy 2014). 

In this research, we relate loud and quiet sounds to these two 
status-striving strategies. Prior research on non-human primates has 
established that having a particularly loud call or roar may establish 
an animal as being more dominant and consequently, having higher 
status within the pack (Neumann et al., 2010; Kitchen et al., 2003). 
Likewise, amongst humans, speaking louder or in a deeper voice 
may afford one a more dominant position in a group (Carney 2020), 
however, status may also be conferred to those who speak quietly 
insofar as it signals the refined demeanor of the speaker.  To be sure, 
quiet sounds are more easily ignored or overlooked than loud sounds, 
however, they are equally effective at signaling product attributes, 
including high quality (Lageat, Czellar, and Laurent 2003). 

Because consumers use products strategically to send desired 
social signals about themselves, we predict that consumers wish-
ing to express dominance will show a marked preference for louder 
product sounds, while those wishing to express prestige will prefer 
quieter products. 
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The purpose of Study 1 is to demonstrate that using loud prod-
ucts serves as a signal of social dominance, but not necessarily of 
social prestige. In a 2 (product: loud vs. quiet) by 2 (user intent: 
purposeful vs. unintended) factorial design, participants imagined 
observing another individual using a product in public (a truck or 
a radio). In one condition, participants read that this product was 
extremely loud, while in the other condition the product is described 
as quiet. Participants also read that the reason for the unusual vol-
ume of the product was either intentional on the part of the driver 
(a purposeful modification or setting), or unintentional (the result of 
manufacturer’s setting). After reading the scenario, participants were 
asked about their impressions of the other consumer (i.e. likeable, 
dominant, submissive, humble, aggressive, high-status, and impor-
tant they perceived this consumer to be). 

An ANOVA interacting intent and product loudness on per-
ceived social dominance was significant (F(1,443) = 5.66, p = .018). 
Specifically, when the volume of the product was seen as uninten-
tional, there was no difference between the loud and quiet conditions 
(MLoud = 3.61, MQuiet = 3.58; F(1,443) = .018, p = .89). When product 
volume was seen as intentional, however, there was a significant dif-
ference in perceptions of social dominance between two conditions 
such that the individual was seen as more dominant when the indi-
vidual used the louder product (MLoud = 4.61, MQuiet = 3.95; F(1,443) 
= 12.08, p = .001).  

In Study 2, we tested whether consumers use auditory sounds 
to express social status. First, student participants were instructed to 
imagine that that they were preparing a presentation that they would 
give at a later date to win a Business Leaders of America compe-
tition. They were instructed to design the look (e.g. colors, fonts) 
and feel of the presentation. Additionally, they were asked them how 
quiet or loud they would set their ‘walk in’ music to be (scale of 1 – 
100). They listened to some EDM music and adjusted the volume to 
their preferred audio level for the presentation and recorded the nu-
meric value. Lastly, they indicated whether they thought the winner 
of this contest was likely to be more prestigious or more dominant 
(1-7 scale). The results confirm that that those indicating the winner 
should be more prestigious (vs. dominant) set their walk in music 
volume lower than those who thought that the winner would be a 
dominant individual (F(1,144) = 4.73, p = .031).

In Study 3, we conducted an empirical model to show support 
for these predictions using real marketplace data. Using a data set 
a 2014 aggregation of Facebook data capturing consumers’ college 
football team allegiances at a zip code level, we identified 482 zip 
codes where fan allegiances were the relatively homogenous among 
the area’s population. For each zip code, data was provided indicat-
ing the 3 most popular teams in that area. Then team performance 
data (win percentage) was gathered for all teams across 4 years 
(2011 to 2014). This data was matched with a complete dataset of 
car sales at the zip code level. Another dataset was used to find the 
actual operating volume (dB) of each model of automobile present 
in the dataset. Finally, control variables including population, educa-
tion and income were collected.  

We predicted that the better a zip codes’ preferred college foot-
ball team performs, the more this population should feel relatively 
dominant, sharing in their team’s success. As such, more dominant 
zip codes should show a preference for louder vehicles, all else held 
equal. The results show that overall, that the better a college football 
team performed (resulting in increased feelings of dominance in the 
fans), the more zip codes that associated themselves with that team, 
sought out louder cars. In addition, there was a main effect such that 
more educated zip codes (individuals who strive for status using 
prestige signals) showed a preference for quieter vehicles overall.

Obesity and Compensatory Consumption: Evidence from 
Jewelry Shopping

EXTENDED ABSTRACT
Obesity rates have been rising across the U.S. over the years, 

with four out of every ten adults having obesity (Hales et al., 2017). 
Yet, there is limited research on the link between obesity and con-
sumption behavior in non-health domains. In particular, higher 
obesity may fuel appearance-related compensatory consumption 
because prior studies highlight that individuals with obesity exhibit 
greater disparagement of body image and report lower self-esteem 
than normal weight individuals (e.g., Wadden and Stunkard 1985; 
Miller and Downey 1999; Wang et al. 2009). Motivated by this ob-
servation, the present research examines whether shopping interest 
and spending on jewelry, which is regarded as the architecture of 
the body (Beckett 2015), are higher in places with high versus low 
obesity rates. 

Obesity stigma is a well-documented effect (e.g., Crandall 
1994; Miller et al. 1995; Hebl and Heatherton 1998; Carr and Fried-
man 2005; Puhl and Heuer 2009). Prior research has shown that 
people view obese individuals and those around them less favorably 
than others with normal weight (Hebl and Mannix 2003) and that 
obese individuals face discrimination due to weight (Sutin, Stephan, 
and Terracciano 2015; Daly, Sutin, and Robinson 2019). People also 
tend to associate obesity with disease and approach overweight in-
dividuals with disgust (Hoyt, Burnette, and Auster-Gussman 2014). 
In turn, overweight individuals try to mitigate disease threats by 
choosing to wear clean clothes (Neel, Neufeld, and Neuberg 2013). 
Despite the growing interest on obesity-focused consumer research, 
there has not been much progress on understanding whether and how 
obesity plays a role in shaping people’s shopping interest and deci-
sions pertaining to visible products that may help boost their body 
images. Jewelry, for instance, has historically been viewed as a tool 
for transforming human body (Gomelsky 2018). With over $68 bil-
lion annual sales in the U.S. (Branstrator 2019), jewelry consump-
tion is therefore a suitable study setting in testing the compensatory 
consumer behavior model (CCBM; Mandel et al., 2017) with a focus 
on appearance and body image threats (Park and Maner 2009; Hoegg 
et al. 2014). 

According to the CCBM, self-esteem represents an important 
psychological asset that consumers desire to maintain at a certain 
level. When consumers’ self-esteem is threatened by social stigmas 
and other external factors, they try to enhance the self via different 
compensatory consumption strategies. Because wearing jewelry can 
help people feel better about their physical appearance and boost 
their self-esteem, one would expect that jewelry shopping interest 
and spending in a locality increases with obesity rate. The present 
research tests this hypothesis across four archival studies using on-
line and field data. All the studies in the paper utilize U.S. data and 
measure obesity rate either at the state- or county-level depending on 
data availability.

Study 1 uses data obtained from Google Trends for the period 
2010-2017 to test whether people’s search interest in jewelry stores 
increases with obesity rate. The dependent variable is annual state-
level interest score for the search term “jewelry stores”. By construc-
tion, the online search interest score is standardized by the total vol-
ume of online searches in a given state and year. The independent 
variable of interest is state-level obesity rate. The control variables 
are median resident income, median resident age, the proportion of 
female residents, the proportion of white residents, the proportion of 
college-graduate residents, and year dummies. The OLS regression 
results show that for a one-standard-deviation increase in obesity 
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rate, online search interest for jewelry stores goes up by 12.9% (p < 
.01). The results also show that people’s interest in the search term 
“lose weight”––a proxy for weight- and appearance-related self-dis-
crepancy–– mediates the positive relation between obesity rate and 
search interest in jewelry stores. Falsification tests conducted with 
alternative search terms such as “appliance stores” and “hardware 
stores” did not yield any significant results. 

Study 2 analyzes the 2012 U.S. Economic Census data on re-
tail sales (2017 data is not available yet) and tests the relationship 
between jewelry store sales and obesity rate across counties. The 
dependent variable is the total sales volume for jewelry stores in a 
county (log-transformed). The independent variable of interest is 
county-level obesity rate. The control variables include the number 
of jewelry stores in a county and the same controls from Study 1 
(measured at the county-level). The OLS regression results reveal 
that a one-standard-deviation increase in obesity rate is associated 
with a 13.0% increase in jewelry store sales (p < .01). Falsification 
tests based on sales volume for different types of stores such as elec-
tronics and appliance stores and hardware stores did not generate any 
significant results.

Study 3 employs the U.S. Consumer Expenditure Survey data 
for the period 2010-2017 to investigate whether consumers living in 
states with greater obesity rates are more likely to buy jewelry. The 
data were collected through quarterly interviews with households. 
Gift purchases were excluded from the analysis. After controlling 
for total spending and various state and household characteristics, 
the logistic regression results show that for a one-standard-deviation 
increase in obesity rate, the likelihood of jewelry purchase goes up 
by 6.4% (p < .01). The OLS regression of dollar amount of jewelry 
spending yields similar results. 

Study 4 performs a textual analysis of a large sample of jew-
elry-related tweets downloaded between January, 2019 and April, 
2019 to understand whether people from states with greater obesity 
rates use more self and body words in their tweets. Tobit regression 
results show that the use of self and body words increases by 5.6% 
and 3.1%, respectively, when obesity rate is higher by one standard 
deviation (p’s < .05). This evidence suggests that as obesity becomes 
more prevalent, self- and body-related themes stand out as more im-
portant themes in consumers’ expressions about jewelry.  

The present research demonstrates an additional cost of obesity. 
Unlike weight loss, engaging in compensatory consumption through 
jewelry purchases does not provide a direct resolution to appearance-
related self-discrepancy stemming from obesity. Thus, resorting to 
jewelry shopping as a compensatory consumption activity is likely to 
be detrimental to consumers’ financial, physical, and psychological 
well-being in the long-run.

Conspicuously Insecure: When Conspicuous 
Consumption Backfires

EXTENDED ABSTRACT

Shrek: “So, that must be Lord Farquaad’s castle.” 
Donkey: “Uh-huh, that’s the place.” 

Shrek: “Do you think maybe he’s compensating for something?”

In this scene from the movie Shrek, the eponymous hero and his 
companion Donkey are approaching the evil Lord Farquaad’s castle. 
Having been powerless to prevent the relocation of grating fairytale 
creatures to his once-tranquil swamp, Shrek has come to the for-
midable fortress to confront the man responsible. Laughter ensues, 
however, when Shrek suggests that the large and conspicuous castle 
is an indication of the despot’s personal shortcomings. Although the 

audience is never explicitly told what he means, it is readily under-
stood that Shrek is suggesting that the massive monument is com-
pensating for Farquaad’s petite physique. 

Both common sense and prior literature suggest that conspic-
uous consumption is often viewed as a symbol of an individual’s 
achievements. For example, merely wearing luxury brands can lead 
people to view individuals as having greater status (Cannon and 
Rucker 2019; Nelissen and Meijers 2011). Yet, Shrek’s observation, 
and the audience’s response to it, suggests that conspicuous con-
sumption can sometimes be viewed as a symbol of an individual’s 
shortcomings instead. The present research explores this latter possi-
bility. Specifically, this work tests when observers interpret conspic-
uous consumption as an attempt to compensate for a deficit as op-
posed to a signal of achievement (Cutright 2012; Gao, Wheeler, and 
Shiv 2009). To illustrate, consider a middle-aged man purchasing a 
sports car. Do observers believe the purchase represents his success 
and status as an elite businessman, or do they infer that the purchase 
is driven by the psychological insecurities of a man in midlife crisis? 

We suggest that observers’ inferences are often influenced by 
their own psychological insecurities. Specifically, we propose that 
observers are more likely to attribute an actor’s conspicuous con-
sumption to compensatory motives when they feel insecure (vs. 
not). This prediction builds on prior research showing that insecure 
individuals desire conspicuous products primarily because they be-
lieve the products will make them feel more confident in a desired 
self-view (Rucker and Galinsky 2008). Because people often impute 
their own thoughts and feelings to others when making attributions 
(Gordon 1986; Nickerson 1999), we argue that insecure (vs. secure) 
observers are more likely to believe that an actor’s conspicuous con-
sumption is similarly motivated by feelings of insecurity. Ironically, 
this suggests that although feelings of insecurity make actors more 
likely to use conspicuous products to gain social acknowledgment, it 
simultaneously makes observers less likely to provide it.

Study 1 tested our hypotheses by having participants complete 
a recall task manipulating power (insecure vs. secure vs. baseline). 
Subsequently, respondents were shown two Mercedes-Benz cars 
that differed in terms of how conspicuously they were branded. Re-
spondents were asked which driver they thought had more status. 
Consistent with our theorizing, participants thought that the driver 
of the more conspicuous car had less status when they felt insecure 
about their power but more status when they felt secure about their 
power (p < .05). This study provides initial support for our theoriz-
ing that observers are more likely to attribute an actor’s conspicuous 
consumption to compensatory motives when feeling insecure (vs. 
secure).

Study 2 explored the proposed psychological mechanism by 
showing that the focal effect is attenuated when observers take the 
perspective of the actor rather than their own perspective, as per-
spective-taking reduces the tendency to impute one’s own mental 
states to others. After completing a recall task manipulating security 
of their intelligence (insecure vs. secure), respondents were shown 
two Yale University t-shirts that varied in terms of the conspicuous-
ness of the university’s logo. Respondents were told to imagine they 
saw two people wearing the shirts and were asked to rate which per-
son felt more secure about his intelligence. Before responding, half 
the respondents were first asked to take the perspective of the actor. 
As expected, observers were more likely to report the conspicuous 
t-shirt signaled insecurity when they themselves were insecure than 
when they were secure (p < .05). However, this effect was eliminated 
when observers engaged in perspective taking (interaction p < .05).

Study 3 tested an implication of observers’ attributions of com-
pensatory consumption. Specifically, if insecure observers are more 
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likely to see conspicuous consumption as driven by compensatory 
motives, then insecure actors should be less likely to engage in con-
spicuous consumption if they take the perspective of the observer. 
The idea is that calling an actor’s attention to the observer’s per-
spective might make salient the possibility that the purchase would 
be seen as compensatory. Thus, the actor might reduce their own 
compensatory behavior to avoid looking like a compensator. To 
test this idea, we first manipulated participants’ power (insecure vs. 
baseline). Next, respondents were shown a picture of an executive 
pen and were asked either how powerful and respected owning the 
pen would make them feel (actor condition) or how powerful and 
respected others would think owning the pen would make them feel 
(observer condition). Respondents then provided their reservation 
price for the pen. Replicating previous findings in the literature, re-
spondents in the actor condition tended to pay more for the pen if 
they were first led to experience insecurity about their power. How-
ever, as predicted, this effect was eliminated when respondents took 
the perspective of the observer (interaction p < .05).

In conclusion, we find that while engaging in conspicuous con-
sumption may help actors feel more secure, it can also send the exact 
opposite signal to observers. For consumers seeking to compensate 
for a self-threat, this finding suggests that conspicuous consumption 
may actually backfire if observers see it as reflecting psychological 
insecurity and thus treat them as compensators. Furthermore, this 
finding suggests that even when an actor’s behavior is not driven by 
compensatory motives, observers may nevertheless make such an in-
ference. In doing so, this research sheds light on potentially unwant-
ed costs of conspicuous consumption and highlights the importance 
of considering the social context when studying both conspicuous 
and compensatory consumption.

Luxury and Consumer Well-being: Using Luxury 
Products Impairs Women’s Self-Control

EXTENDED ABSTRACT
The growth of luxury consumption is one of the most important 

consumer trends in the last decade. Sales of luxury goods have sky-
rocketed to over $1.3 trillion globally, and luxury goods are in the 
hands of more consumers than ever. Despite the explosion of luxury 
consumption, there is a paucity of research aimed at understanding 
how the use of luxury goods affects our lives, especially how it might 
negatively affect aspects of our well-being.

We provide women with an opportunity to use real luxury 
products, and find this experience makes them feel more entitled, 
more deserving of whatever they want and entitled to more than 
other people. Entitlement is known to be associated with a number 
of negative psychological traits, such as narcissism and selfishness, 
but we focus on an under researched consequence of entitlement that 
has particular relevance for consumer behavior—loss of self-control. 
We theorize that feelings of entitlement run counter to exercising 
self-control, where one depresses their immediate wants and desires 
to meet higher-order goals. Four studies are presented to test our 
hypothesis. 

In Study 1, 121 female students were assigned to one of three 
conditions: Chosen Luxury vs. Given Luxury vs. Non-Luxury. In 
the Chosen Luxury condition, women were shown a luxury handbag 
(Louis Vuitton) and a non-luxury handbag and were asked to choose 
one of the handbags for the study. Participants in the Given Luxury 
condition were given the Louis Vuitton handbag and were asked to 
use it for the study. Participants in the Non-Luxury condition were 
given a non-luxury cross-body handbag and were asked to use it 
for the study. Participants were asked to imagine that they owned 

the handbag and were instructed to walk around the building with 
the handbag. Next, each participant was directed to an individual 
room which had a computer and a bowl of M&M’s candies on the 
desk. The participants were then left alone in the room to complete 
the survey. As predicted, we found that participants in the Chosen 
Luxury condition consumed significantly more M&M’s (M = 23.33 
grams, SD = 20.28) than participants in the Non-Luxury condition 
(M = 12.38 grams, SD = 11.93; t(118) = 2.31, p = .023, ηp2 = .043). 
Women in the Given Luxury condition consumed significantly more 
M&M’s (M = 21.81 grams, SD = 24.33) than women in the Non-
Luxury condition (M = 12.38 grams, SD = 11.93, t(118) = 2.08, p = 
.039, ηp2 = .35). Finally, the amount of M&M’s consumed did not 
differ for women in the Chosen Luxury versus Given Luxury condi-
tions (p = .73, ηp2 = .001). Study 1 also tested the role of mood and 
feelings of authenticity and did not find evidences for these effects. 

In Study 2, 174 (Mage = 20.28, SD = 1.57) female students from 
a large North American university participated and were randomly 
assigned to one of the conditions in a 2 (Product Type: Luxury vs. 
Non-Luxury) by 2 (Food Type: Healthy vs. Unhealthy) between-
subjects design. The procedure was similar to study 1 except two 
types of food were provided. The results revealed that participants 
in the Luxury condition ate significantly more unhealthy food (M = 
30.12, SD = 17.08) than participants in the Non-Luxury condition 
(M = 22.12, SD = 23.84, (F(1,170) = 4.34, p = .039, ηp2 = .025). 
However, for healthy food consumption, there was no significant dif-
ference between participants in the Luxury condition (M = 13.98, 
SD = 17.34) and Non-Luxury condition (M = 16.47, SD = 20.85, 
(F(1,170) = .347, p = .56, ηp2 = .002). 

In Study 3, 126 women (Mage = 39.81, SD = 16.72) attending 
the State Fair were recruited to participate in the study. After par-
ticipants walked around at the State Fair with a Louis Vuitton bag 
or a non-luxury bag, snacks were provided while they filled out the 
survey. Entitlement was also measured (adopted from Campbell, et 
al. 2004). A one-way ANOVA revealed that women in the Luxury 
condition ate significantly more M&M’s (M = 21.16, SD = 22.68) 
than women in the Non-Luxury condition (M = 13.49, SD = 17.99; 
F(1,124) = 4.45, p = .037,  ηp2 = .035). Women in the Luxury con-
dition felt more entitled (M = 3.04, SD = 1.21) than women in the 
Non-Luxury condition (M = 2.56, SD = 1.19; F(1,124) = 5.00, p 
= .027, ηp2  = .039). Finally, a 5000 resample bootstrap test of the 
indirect effect of luxury use on the amount of M&M’s consumed 
revealed that feelings of entitlement statistically mediated this effect 
(b = 2.07, SE = 1.74, 95% CI: [.0297, 6.8526]).

In our final study, we examine an intervention that luxury con-
sumers can undertake to counteract the negative effects of luxury 
use on self-control. The key is to identify an intervention that re-
duces feelings of entitlement. We propose and test that encouraging 
a grateful disposition among luxury users would serve this purpose, 
by reducing feelings of entitlement that lessen self-control. 143 fe-
male students (Mage = 19.73, SD = 1.54) from a large North Ameri-
can university were assigned to one of three conditions: Luxury vs. 
Luxury with Gratitude vs. Non-Luxury. Replicating prior studies, 
we found that participants in the Luxury condition consumed sig-
nificantly more M&M’s (M = 17.75, SD = 19.82) than participants 
in the Non-Luxury condition (M = 10.71, SD = 14.51; F(1,140) = 
4.26, p = .041, ηp2 =.030). Next, women in the Luxury with Grati-
tude condition consumed significantly less M&M’s (M = 9.79, SD = 
10.80) than women in the Luxury condition (M = 17.75, SD = 19.82; 
F(1,140) = 4.05, p = .008; ηp2 =.049). In fact, the gratitude interven-
tion was so successful that consumption of M&M’s for women in the 
Luxury with Gratitude condition was similar to that of women in the 
Non-Luxury condition (M = 9.79 vs. 10.71; F(1,140) = .10, p = .92).
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Taken together, our results show that the experience of using 
a luxury product can have unanticipated negative consequences—it 
can lower consumer’s ability to exert self-control in everyday life.
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