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EXTENDED ABSTRACT
“Alexa, begin vacuuming the living room.” This simple verbal 

command accomplishes a previously routine task by delegating it 
to an automated product. Increasingly, such tasks are being accom-
plished by a verbal command to a smart home device or by a tap on 
a smartphone application without ever coming in contact with the 
end product. 

Consumers achieve greater efficiency by not having to invest 
their own time and effort into routine tasks such as cleaning the 
floors or mowing the lawn. However, as this separation from prod-
ucts becomes more commonly integrated into consumers’ lives, it 
also disturbs the normal consumer-product relationship development 
process. Just as digitally mediated communication changes how hu-
man relationships develop (Walther 1992), it will also impact how 
consumers perceive and relate to products. I propose that automation 
of products will lower consumers’ psychological ownership of the 
target product and disrupt both the natural attitudinal and behavioral 
consequences that develop as a result.

Psychological ownership a cognitive and affective state of ‘felt’ 
ownership that develops towards a target, separate from any claims 
of legal ownership (Pierce et al. 2003). These feelings of ownership 
lead to positive attitudinal, motivational, and behavioral consequenc-
es related to the target (Pierce et al. 2003). 

In marketing, psychological ownership has been used to explain 
how the ability to touch an object (or expected touch of an object) 
increases perceptions of ownership, and subsequent valuation (e.g. 
Atasoy and Morewedge; Peck and Shu 2009). However, other routes 
to psychological ownership, along with other potential consequences 
have largely been unexplored. Additionally, research has shown both 
contextual and individual differences play a role in how psychologi-
cal ownership develops (Folse, Moulard, and Raggio 2012). Such 
differences are highlighted in previous research on psychological 
ownership of places (Asatryan and Oh 2008) and are proposed in 
the context of robotic service encounters (Van Doorn et al. 2017).  I 
seek to demonstrate how mediated product interactions disrupt the 
process of psychological ownership development and produce pre-
dictable downstream consequences of relevance to marketers. 

Smart technology has been extended to a variety of product 
categories including lighting, appliances, and many others. In many 
cases, such as thermostats and security systems, connected products 
offer greater capabilities and interactions than were possible before 
which actually increases the frequency of interaction. Under these 
conditions, psychological ownership may actually increase vs. tra-
ditional products because smart products are offering more infor-
mation and enabling consumers to come to know the product more 
intimately. However, automated products are those that reduce or re-
place human interaction. Automated versions of traditional consumer 
products are already available for vacuum cleaners and lawn mow-
ers, with self-driving cars on the immediate horizon. My research 
investigates how the automation of products impacts human interac-
tions and relationship development with the product. 

Developing predictions regarding how automation can disrupt 
psychological ownership requires an understanding of how owner-
ship perceptions develop. As Pierce et al. (2003) explain, psychologi-
cal ownership can develop in three ways: (1) through perceptions of 
control, (2) through acquisition of intimate knowledge of the target, 

or (3) as a consequence of investment of the self into the target. Some 
combination of the three mechanisms is also possible. Automated 
products operate independently, meaning without direct interaction. 
Although this may imply greater flexibility and convenience for the 
consumer, automated operation may undermine these routes to psy-
chological ownership. 

For example, a robotic vacuum cleaner can be conveniently op-
erated while the legal owner is away from home. A traditional vacu-
um can be guided to directly address a problem area or go back over 
areas to pick up debris missed on the first pass. Robotic vacuums, by 
contrast, spend a predetermined amount of time covering all areas 
of the room equally rather than addressing a specific mess or high 
traffic area that may need extra attention. Debris left behind on the 
first pass will likely not be addressed in a second attempt. This may 
lead to feelings of a loss of control over how the product operates, 
especially if it means extra effort to repeat the cycle or picking up left 
behind pieces manually. Further, the same task done with a tradition-
al vacuum provides direct feedback during operation. The operator 
can feel the weight of the vacuum in their hand, the noise provides 
confirmation of particles being picked up, the pull of resistance in-
dicates the level of suction power. All of these help the operator to 
know the product more intimately and are absent when the product 
is automated. As the consumer interacts directly and repeatedly with 
the product, investment of the self into the product becomes more 
likely. All three routes to psychological ownership can be disrupted 
when products are automated, thereby leading to overall weaker psy-
chological ownership perceptions. Formally stated: 

Hypothesis 1: Automated (traditional) products will undermine 
(enhance) feelings of psychological ownership 
toward a target. 

As a product becomes psychologically owned it develops a 
closer association with the self. This self-extension leads to more 
positive evaluations of the product (Belk 1988) because evaluating 
it closer to evaluating oneself, resulting in higher satisfaction. Over 
time, these higher evaluations of the product may also develop into 
attachment or an emotional bond between the consumer and the 
product (Kleine and Baker 2004). 

Hypothesis 2: Automated (traditional) products will have a 
negative (positive) impact on a) product satis-
faction and b) emotional attachment, mediated 
by psychological ownership.

Concurrently, behavioral outcomes of psychological ownership 
may also be disrupted by automation. Perceiving a product as part 
of the extended self also motivates consumers to preserve the object 
as a way of preserving the self (Belk 1988). This desire to preserve 
the product relationship may lead consumers to extend the life of 
that product through proactive maintenance behaviors. Additionally, 
preservation motives lead consumers to extend the relationship at 
time of replacement, leading to higher brand loyalty upon repur-
chase. These behavioral outcomes allow consumers to prolong and 
sustain the product relationship.
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Hypothesis 3: Automated (traditional) products will have a 
negative (positive) impact on a) proactive main-
tenance behaviors and b) brand loyalty, medi-
ated by psychological ownership.

Evidence presented thus far has shown how automation may 
interfere with the way consumers interact with products and how 
that ultimately impacts the consumer-product relationship. However, 
understanding the process and routes to ownership allows marketers 
and designers to open new routes to psychological ownership. We 
believe anthropomorphizing automated products will mitigate the 
negative effect of automation.

Anthropomorphism occurs when people perceive humanlike 
characteristics in nonhuman creatures or objects (Epley, Waytz, 
Akalis, and Cacioppo 2008). When products are anthropomorphized, 
norms and expectations of the social world are more readily applied 
to the relationship with the product (Aggarwal and McGill 2012) 
leading to greater feelings of intimacy and subsequent psychological 
ownership. Additionally, anthropomorphized products allow owners 
to feel that the product is being operated by someone else, and not 
just moving randomly which may also restore feelings of control. 
Automated products have the capability to respond and adapt which 
will make them more readily anthropomorphized than traditional 
products. Therefore, we believe the effects of anthropomorphism on 
psychological ownership will be to ameliorate the negative impact of 
automation on psychological ownership. 

Hypothesis 4: Anthropomorphism of products will attenuate 
the negative effect of automation on psychologi-
cal ownership.

Unlike previous studies of psychological ownership in market-
ing which focus on willingness to pay for an object prior to acquisi-
tion, I focus on the relationship dynamics that develop after usage. 
The differences in the way consumers experience traditional and au-
tomated products during ownership will change how psychological 
ownership develops and its downstream consequences. 

Study 1 
As an initial test of the hypotheses, I collected Amazon reviews 

of traditional and automated products to test for differences in the 
affective dimension of psychological ownership. Vacuum cleaners 
were chosen because they are currently the most widely adopted ro-
botic product. Traditional and robotic vacuum cleaners vary in terms 
performance (suction power, dust bin capacity etc.). Therefore, the 
sample was restricted to 5-star reviews to control for those functional 
differences. The text of the combined reviews was analyzed using 
Linguistic Inquiry and Word Count software (LIWC; Pennebaker, 
Booth, and Francis 2015). 

As expected, the emotional tone of the reviews for traditional 
vacuums was significantly more positive (98.95%) than those for 
robotic vacuums (85.59%, p<.01). This result suggests a weaker 
emotional connection to the automated product, even when initial 
satisfaction is high, and provides initial support for H1. The more 
positive attitudinal response to the traditional product is indicative of 
the emotional characteristics of psychological ownership.

Study 2
Study 2 simulated the experience of product usage to under-

stand the process of psychological ownership (H1) development and 
its implications on attitudinal consequences of satisfaction (H2a). In 
this study, a virtual driving experience was used to simulate product 

usage of either a traditional or self-driving car resulting in a 2 factor 
(product type: traditional vs. automated) experiment. 

Participants were instructed to take a virtual test-drive of the car 
by driving two laps around the virtual track. Those in the self-driving 
condition were also told that it was a self-driving car and operated 
the car through voice commands. In the traditional car condition, 
participants controlled the car with the steering wheel and pedal con-
trollers. Participants rated their psychological ownership of the car 
by indicating their agreement on a nine-point scale with five-items 
from Fuchs, Prandelli, and Schreier (2010) including: “Although I 
do not legally own this car yet, I feel like this is my car,” “This car 
incorporates part of myself,” “I feel that this car belongs to me,” “I 
feel connected to this car,” and “I feel a strong sense of closeness 
with this car,” (a = 91).

As expected, psychological ownership was significantly higher 
for those in the traditional car condition (M = 4.37) than in the self-
driving car condition (M = 3.69, p = .03), providing support for H1. 
Similarly, satisfaction was higher for those who drove the traditional 
car (Mtraditional = 6.57 vs. Mself-driving = 5.76, p = .03). Further, the effect 
on satisfaction was fully mediated by psychological ownership ( = 
-.4808, 95% CI: -.9616 to - .0484). Providing support for H2a. 

Study 3
Study 3 collected field data from actual owners of traditional 

(n=301) and robotic (n=299) vacuum cleaners. As a full test of the 
model, I measured the psychological ownership, degree of anthro-
pomorphism, and all of the downstream consequences of interest. 

Results showed that traditional vacuum owners (Mtraditional = 
4.57) had significantly higher psychological ownership than robotic 
vacuum owners (Mautomated = 4.37; F(1,595) = 4.68, p = .03) support-
ing H1. This lowered psychological ownership fully mediated the ef-
fect on satisfaction ( = -.0970, 95% CI: -.1888 to -.0095), emotional 
attachment ( = -.1452, 95% CI: -.2771 to -.0178), providing sup-
port for H2. Brand loyalty was also fully mediated by psychologi-
cal ownership ( = -.0562, 95% CI: -.1099 to -.0074) supporting H3b. 
Psychological ownership partially mediated the effect on proactive 
maintenance behaviors ( = -.0239, 95% CI: -.0498 to -.0025). How-
ever, indirect effect was still positive and significant indicating that 
other product attributes may contribute to greater need of ongoing 
maintenance. 

Finally, adding anthropomorphism to the model as a moderator 
of the effect showed a positive interaction (p<.001) such that robotic 
owners who highly anthropomorphized the product, felt less loss of 
control which repaired some of the negative effect of automation 
on psychological ownership (index of moderated mediation: .0467, 
95% CI: .0220 to 0769). 

Currently about 32% of US households have begun to adopt 
some form of smart technology and that is forecasted to reach 53.1% 
of households by 2022 (Statista 2018). For consumers, automation 
allows for managing routine tasks more efficiently. However, this 
may lead consumers to feel more connected more to the interface 
device (smartphone or smart home device) rather than the end prod-
uct itself. Previous research has explored types of consumer-product 
relationships and the downstream consequences of those relation-
ships (e.g. Lastovicka and Sirianni 2011). Recent research in market-
ing has examined the effects of psychological ownership on product 
valuation pre-purchase (e.g. Atasoy and Morewedge 2017). I extend 
this line of research to show how differences in psychological own-
ership develop as a result of the product interface and demonstrate 
subsequent negative effects on post-purchase consumer-product re-
lationships. Importantly, my work will also examine ways for mar-
keters to overcome these limitations of automation.
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Marketers need to understand how consumers interact and 
relate to products in order to avoid the consumer disconnect that 
may develop as a result of lowered psychological ownership. Un-
managed, this disconnect may lead to lower proactive maintenance 
behaviors, meaning lower aftermarket sales, and lower repurchase 
intent, meaning lower future sales. My research offers clear implica-
tions for managing customer lifetime value in the face of a highly au-
tomated future. If marketers incorporate affordance principles such 
as customization, they can not only potentially mitigate the negative 
effects of automation but also provide greater perceived differentia-
tion and value to consumers.
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EXTENDED ABSTRACT
Consumers often feel resource scarcity when they feel they do 

not have enough necessary resources to meet their needs (Mani et 
al. 2013). Feelings of resource scarcity systematically affect how 
consumers think, perceive, feel, and behave (Hamilton et al. 2018; 
Haushofer and Fehr 2014; Mani et al. 2013; Shah et al. 2012; Shar-
ma and Alter 2012; Tully et al. 2015; Roux et al. 2015). Adding to 
this line of research, we suggest a new scarcity effect on consum-
ers’ advice-taking tendency. We argue that when people are feeling 
resource scarcity such as time scarcity or money scarcity, people are 
less likely to take advice from others because they view that others 
are different from themselves. 

Resource scarcity signals that the environment is harsh (Laran 
and Salerno 2013; S. E. Hill et al., 2012; Griskevicius et al. 2013), 
such that people need to compete with others for the scarce resource 
(Kristofferson et al. 2017; Roux et al. 2015). Insufficient resources 
make people protect what they have and become aggressive to others 
for the sake of their own benefit (Kristofferson et al. 2017; Roux et al. 
2015). Thus, when feeling scarcity, people are more focused on the 
self than thinking from other’s perspective. Furthermore, other em-
pirical research on resource scarcity suggests that resource scarcity 
leads to more polarized view. For example, when people are primed 
with a scarce environment, they are more likely to narrow the defini-
tion of their in-groups and thus categorize others who have ambigu-
ous group identity as outgroups (Rodeheffer, Hill, and Lord 2012). 
Moreover, a general sense of scarcity makes people show a greater 
preference towards an option that was already their favorite, and 
express greater dislike for an option that was already disliked (Zhu 
and Ratner 2015). Thus, we argue that consumers who are feeling 
resource scarcity may have a polarized view of the self and others, 
such that others are different from the self.

We suggest that such polarized view that the others are differ-
ent from the self, will manifest in people’s advice-taking tendency, 
especially when they have preexisting opinions. Ample research on 
advice-taking has documented that whether people view advisors to 
be similar to the self or not affects consumers’ advice-taking tenden-
cy (Brock 1965; Churchill 1975; Faraji-rad, Samuelson, and Warlop 
2015; Gino, Shang, and Croson 2009; Jiang et al. 2010). Consumers 
are more likely to take the advice from the advisor who are similar 
to the self. Thus, we expect that when people are feeling resource 
scarcity, they will see others as dissimilar and therefore will be less 
willing to accept their advice.

We test our hypothesis with money scarcity in three studies. We 
show that money scarcity lead to lower advice-taking tendencies, us-
ing measured scarcity (study 1) and manipulated scarcity (study 2). 
In study 3, we test the underlying process of perceived similarity by 
manipulating the similarity of advisor.

Study 1
A total of 150 Amazon Mechanical Turk participants completed 

the study for a small compensation. Participants were told to choose 
the more important option for a healthy life, from exercising and diet. 
Next, we presented a short paragraph about an opinion that support-
ed the different option from the opinion of the participant. In other 
words, participants who indicated that exercising is more important 
than diet read an article about why diet is more important than ex-
ercising, and those who indicated that diet is more important than 

exercising read an article about why exercising is more important 
than diet. Then we measured participants’ advice-taking tendency by 
asking 1) how much they agreed with the opinion of the article, 2) 
how likely they were to accept the advice from the article writer, and 
3) how likely they were to change their opinion about diet and ex-
ercising (9-point scale; α = .89). By averaging these three items, we 
created an index of advice-taking tendency (α = .89). Next, we mea-
sured participants’ perceived similarity of the advisor using the three 
items; 1) the reviewer is like me, 2) the reviewer behaves like me, 
and 3) the reviewer is similar to me (Faraji-rad et al. 2015; 7-point 
scale, α = .96). Finally, we measured money scarcity using the four 
items from Tully et al. 2015 (α = .82).

We conducted a mediation analysis (Model 4; Hayes 2013) 
to test the effect of money scarcity on advice-taking tendency and 
whether this effect is mediated by the perceived similarity. The 
analysis revealed a significant mediation (β = -.27, SE = .09, 95% 
CI from -.46 to -.09). The money scarcity had a significant negative 
effect on the perceived similarity (β = -.28, SE = .09, t = -3.02, p = 
.003) and the perceived similarity had a significant effect on advice-
taking tendency (β = .96, SE = .08, t = 11.79, p < .001). 

Study 2
A total of 202 people participated in the study via Amazon 

MTurk. We randomly assigned participants to either the control con-
dition or the money scarcity condition. All participants were first 
asked to recall specific life experiences. Participants in the control 
condition were asked to recall “five things you did today” (adapted 
from Tully et al. 2015) and participants in the money scarcity condi-
tion were asked to recall a recent experience of feeling money scar-
city (adapted from Roux et al. 2015). 

After the recall task, participants were asked to evaluate a moni-
tor as a part of consumer research. Participants saw a picture of a 
computer monitor with a description of features. Next, we showed 
participants a review of the monitor to help them evaluate the moni-
tor. The review was very favorable and the reviewer highly recom-
mended the monitor. After reading the review, participants rated the 
monitor using three items (“Very [bad/good] choice”; “I [dislike/
like] the monitor very much”; and “I have a very [unfavorable/fa-
vorable] attitude”; from Faraji-rad et al. 2015) on a 9-point scale (α 
= .89). These items were averaged to create the persuasion score. 
Also, participants indicated their advice-taking tendency by answer-
ing 1) how likely they are going to accept the recommendation from 
the reviewer and 2) how likely they are going to change their opin-
ion about the monitor based on the reviewer (9-point scale; r = .47). 
Participants also indicated perceived similarity of the reviewer using 
the same three items from the previous study (Faraji-rad et al. 2015; 
7-point scale, α = .97).

As a manipulation check, we measured participants’ feelings of 
money scarcity by asking them to indicate to what extent they were 
feeling money-constrained while answering the survey on a 7-point 
scale. Finally, participants answered demographic questions and 
were thanked for their participation.

Perceived Similarity. An ANOVA on the index of perceived 
similarity of the reviewer revealed a significant effect of condition 
(F(2, 201) = 12.25, p = .001). Compared to those in the control con-
dition (Mcontrol = 6.33), participants in the money scarcity condition 
(Mmoney= 5.58) reported lower perceived similarity. 
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Persuasion, Advice-Taking, and Mediation. Next, we examined 
the effect of scarcity on our dependent variables, which were persua-
sion and advice-taking tendency. Both dependent variables yielded 
similar patterns. An ANOVA on persuasion revealed a significant 
scarcity effect (F(2, 201) = 22.04, p < .001). Compared to the control 
condition (Mcontrol =7.59), participants in the money scarcity condi-
tion (Mmoney= 6.62) were less likely to be persuaded by the review. An 
ANOVA on advice-taking tendency revealed a similar effect (F(2, 
201) = 14.63, p < .001). Compared to the control condition (Mcontrol 
= 6.51), participants in the money scarcity condition (Mmoney= 5.58) 
were less likely to accept the advice. 

Furthermore, perceived similarity of the reviewer significantly 
mediated the effect of scarcity on both persuasion and advice-taking 
tendency. We ran mediation analyses using Process (Hayes 2013). 
Our independent variable was treated as dummy variable (control: 0, 
money scarcity: 1). We found that on the persuasion index, the indi-
rect effect of scarcity through perceived similarity was negative and 
significant (β = -.38, SE = .14, 95% CI from -.68 to -.14). Similarly, 
the indirect effect of scarcity through perceived similarity on advice-
taking tendency was negative and significant (β = -.47, SE = .16, 
95% CI from -.82 to -.19). These results suggest that when people 
are feeling scarcity, they perceive others as dissimilar to themselves, 
which further leads to lower levels of persuasion and advice-taking 
tendencies.

Study 3
Our goal was to test the underlying process of perceived sim-

ilarity. We expect that when the advice is from a similar advisor, 
the low advice-taking tendency of money scarce people will be in-
creased. In this study, we used 2(scarcity: money scarcity vs. control) 
x 2(advisor: similar vs. control) between subjects design. 

A total of 406 people participated via Amazon mechanical turk. 
Participants first conducted a recall task. Before starting the survey, 
we asked the demographic questions to participants including their 
age range, gender, highest level of education, region that they are 
living in, and their political orientation. This information was used 
later to manipulate the similarity of advisor. Next, participants in 
the money scarcity condition were asked to recall a time they felt 
money constraints. Participants in the control condition were asked 
to recall what they did on that day. 21 people were excluded from 
the analyses after reviewing the content they wrote. After manipulat-
ing scarcity, we asked participants to move on to the second part of 
the study. The procedure of the second part was similar to that of 
study 1. We told participants that the purpose of the second study 
is to understand people’s thoughts on various issues. We first asked 
participants to choose the more important option for a healthy life, 
from exercising and diet. Then, we presented a short article about 
an opinion that supported the different option from the opinion of 
the participant. Before showing the article, we provided additional 
information about the article writer to the similar advisor group. We 
manipulated the similarity of advisor by matching the profile of the 
participant and the advisor (adapted from Gino, Shang, and Croson 
2009). Participants in the similar advisor group were told that the 
article writer is similar to them in terms of gender, age, education, 
region and political orientation. Participants in the control advisor 
group did not received any information about the article writer. After 
reading the short article about health, we measured participants’ per-
ceived similarity of the advisor (article writer) using the three items 
from previous studies (Faraji-rad et al. 2015; 7-point scale, α = .94). 
To measure more behavior related advice-taking tendency, we asked 
1) how likely are you to hire this article writer as your health advi-

sor and 2) how likely are you to attend a health seminar held by this 
article writer (r = .77). 

Perceived Similarity. An ANOVA on the index of perceived 
similarity of the reviewer revealed a significant effect of scarcity 
(F(1, 381) = 9.19, p = .003) and advisor type (F(1, 381) = 48.67, p 
< .001). We did not find a significant interaction, which is expected. 
Replicating our previous results, when there was no additional in-
formation about the advisor, the money scarcity condition showed 
lower perceived similarity than the control condition (Mcontrol = 4.00 
vs. Mmoney = 3.56; F(1, 381) = 5.14, p = .024). The control condition 
also showed increased perceived similarity when the advisor was 
similar (Msimilaradvisor = 4.87 vs. Mcontroladvisor = 4.00; F(1, 381) = 22.97, p 
< .001), suggesting that our similarity manipulation was successful. 
More importantly, the money scarce participants who were in the 
similar advisor condition showed increased perceived similarity than 
those who were in the control advisor condition (Msimilaradvisor = 4.52 
vs. Mcontroladvisor = 3.56; F(1, 381) = 25.73, p < .001). 

Advice-taking and Mediation. An ANOVA on advice-taking 
revealed a significant interaction (F(1, 381) = 4.32, p = .038). Repli-
cating our previous findings, when there was no additional informa-
tion about the advisor, the money scarcity condition showed lower 
advice-taking tendency than the control condition (Mcontrol = 5.00 vs. 
Mmoney = 4.21; F(1, 381) = 5.49, p = .02). More importantly, the money 
scarce participants who were in the similar advisor condition showed 
increased perceived similarity than those who were in the control 
advisor condition (Msimilaradvisor = 4.90 vs. Mcontroladvisor = 4.21; F(1, 381) 
= 4.52, p < .034). However, within the control condition, we did not 
find any significant difference between the similar advisor condition 
and the control advisor condition (Msimilaradvisor = 4.76 vs. Mcontroladvisor = 
5.00; F(1, 381) <1). This suggest that there is a possibility of ceiling 
effect on advice-taking tendency of the control condition. We also 
conducted a mediation analysis using scarcity condition as indepen-
dent variable (Control: 0, Money scarcity: 1), perceived similarity as 
a mediator and advice-taking tendency as a dependent variable. We 
found that the indirect effect of scarcity through perceived similarity 
was negative and significant (β = -.34, 95% CI from -.60 to -.10). 

Taken together, we found that money scarcity leads to lower 
levels of advice-taking tendency because feelings of scarcity make 
people perceive that others are different from themselves. Our study 
1 results showed that the more people feel money scarcity, the less 
likely they were to be persuaded by others’ opinions. Study 2 showed 
that feeling time scarcity or money scarcity led to lower levels of 
perceived similarity between the self and the other, which further led 
to lower advice-taking tendencies. Finally, study 3 showed that when 
the advice is from a similar advisor, money scarce people shows in-
creased perceived similarity and increased advice-taking tendency. 
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The Trouble With Trust: When Certification is Not Enough  
to Turn Trust Into Willingness to Share Data
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EXTENDED ABSTRACT
Smart products generate massive amounts of data—data which 

are often transferred to numerous parties (Schudy and Utikal 2017). 
This means that consumers do not have full control over their data 
privacy anymore (Pinchot, Chawdhry, and Paullet 2018). 

The approach proposed in this work to solve this problem is to 
install a data certification authority between the consumer’s smart 
product and the manufacturer, which gives consumers control over 
their data. This entity certifies, stores and anonymizes the smart 
product data before they are forwarded to the manufacturer based 
on customized settings. As the empirical evidence in this regard is 
scarce, this work examines the influence of such a certification au-
thority on consumer behavior. 

The literature on the effect of certification on consumer behav-
ior is vast, for example, with regard to its influence on trust (Lee and 
See 2004) or on the willingness to provide data (Aiken and Boush 
2006). However, with increasing technological changes, current cer-
tification approaches need to be adapted (Windhorst and Sunyaev 
2013). Researchers, for example, propose an “approach for certify-
ing security properties (…) that combines monitoring and testing 
data” (Katopodis, Spanoudakis, and Mahbub 2014, 394). However, 
which party should take over the role of the certification authority 
is unclear. Yet, in general, certification is superior to no certification 
(Rifon, LaRose, and Choi 2005). 

Trust—which can be influenced by certification—is often sub-
divided in research, for example, into soft and hard trust (Head, Yuan, 
and Archer 2001). While hard trust focusses on technologically safe 
interactions, soft trust is concerned with trust in data privacy (Head 
and Hassanein 2002). Based on this, trust in the smart product (hard 
trust) and trust in data privacy (soft trust) are differentiated in this 
work. While trust in data privacy and certification are supposed to 
positively influence the willingness to share information, this is only 
true for trust in the smart product in certain cases.

The following hypotheses are proposed:

Hypothesis 1a: The certification of smart product data by any 
certification authority (irrespectively of whether 
an independent third-party, a government, or a 
commercial entity assumes this role) is superior 
to no certification in terms of higher trust in data 
privacy and greater willingness to share data.

Hypothesis 1b: An independent third-party is a superior data 
certification authority compared to a govern-
ment and a commercial entity in terms of higher 
trust in data privacy and greater willingness to 
share data.

Hypothesis  2:  The effect of certification of smart product data 
by an independent third-party on the willingness 
to share data is mediated by trust in data pri-
vacy.

Hypothesis  3: While third-party certification increases the 
willingness to share data for low levels of smart 
product trust, it decreases the willingness to 
share data for high levels of smart product trust. 

Study 1 (N = 651) employed a four-condition between-subjects 
design: no certification authority (control condition) or an indepen-
dent third-party, a government, or a commercial entity as certifica-
tion authority. Participants read different scenario descriptions. In the 
control condition, the information was transferred directly from the 
smart speaker to the manufacturer. In the experimental conditions, 
there was a data certification authority in-between the data transfer 
from the smart speaker to the manufacturer. Participants differed 
marginally in their trust in data privacy in the four study conditions 
(F(3, 647) = 2.23, p = .08). Certification led to a significantly higher 
trust in data privacy compared to no certification (t(647) = 2.29, p = 
.02). There were no further significant differences across the study 
conditions. Regarding the willingness to share data, there was no sig-
nificant difference across the experimental groups (F(3, 647) = .70, 
p = .55). A regression analysis (PROCESS Model 4, Hayes 2018) 
showed that trust in data privacy mediated the effect of certification 
on the willingness to share data in the independent third-party cer-
tification condition (bindirectthirdparty = .33; 95% CI = [.09, .59]), but not 
in the other experimental conditions. Both H1a and H1b have to be 
rejected. H2 is accepted. Consequently, the independent third-party 
was used as the certification authority in the following two experi-
ments.

Study 2 (N = 558) employed a two-condition between-subjects 
design: no certification versus independent third-party certification. 
Participants in the third-party certification condition had higher trust 
in data privacy compared to those in the control condition (t(556) = 
2.74, p = .01). However, there was no significant difference in the 
willingness to share data (t(556) = .22, p = .83). The results of the re-
gression analysis confirm the mediating effect of trust in data privacy 
found in Study 1 (bindirect = .21, 95% CI = [.06, .36]). H2 is accepted. 

Study 3 used a computer-based laboratory experiment (N = 75). 
As in Study 2, there was a significant difference in trust in data priva-
cy between the two experimental conditions (t(73) = 4.10, p < .001), 
but not with regard to the willingness to share data (t(73) = 1.35, 
p = .18). PROCESS Model 5 was used for the regression analysis. 
Trust in data privacy did not mediate the effect of certification on the 
willingness to share data (bindirect = .15, 95% CI [-.11, .46]). However, 
trust in the smart product moderated the effect of certification on the 
willingness to share data (binteraction = -.44, 95% CI = [-.88, .00]). The 
Johnson-Neyman technique (Hayes and Matthes 2009) revealed that 
the presence of a certification authority significantly decreases par-
ticipants’ willingness to share data if the value for trust in the smart 
product is higher than or equal to 4.84 (p < .05). H2 was rejected. H3 
was accepted. Overall, the results of Study 3 indicate that consum-
ers strongly trusting their smart product do not need an additional 
control entity. 

This work contributes to the literature on certification, trust in 
the digital age and data privacy. The research shows how and under 
which conditions data certification can influence consumer behavior 
and the willingness to share information. Managers should make the 
topic of data privacy one of their priorities and evaluate installing a 
third-party certification authority for smart product data certification 
thoroughly to avoid possible detrimental effects.
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EXTENDED ABSTRACT
Technology devices, such as smartphones and PCs, have un-

equivocally become an indispensable part of consumers’ life. Con-
sumers are now surrounded by multiple devices most of the time on a 
typical day. In a recent survey, we found that US respondents, on av-
erage, own 2.6 of the 4 major technology devices (i.e., smartphone, 
desktop computer, laptop, and tablet) and that 65% of them keep two 
or more devices at their fingertips over 8 hours during the day. 

The proliferation of technology devices has revolutionized 
how people interact with each other. While technology devices al-
low people across the world to stay connected, they ironically take 
a toll on real, in-person relationships. The use of technology devices 
often interferes with in-person interactions and negatively influences 
the social relationships between users and people around them, a 
phenomenon termed “technoference.” (McDaniel and Coyne 2016; 
Kushlev et al. 2019). 

In the past few years, a burgeoning stream of literature on tech-
noference has greatly advanced our understanding on this phenom-
enon (Chotpitayasunondh and Douglas 2018; David and Roberts 
2017; Dwyer, Kushlev, and Dunn 2018; Kushlev et al. 2017; Kushlev 
and Dunn 2019; Misra et al. 2016; Przybylski and Weinstein 2012; 
Sprecher et al., 2016; Vanden Abeele et al. 2016; Vanden Abeele 
and Postma-Nilsenova 2018; Vanden Abeele et al. 2019). All of this 
work, however, has focused on the influence of device use versus 
no device use, and has yet to explore whether the use of different 
devices (e.g., smartphones vs. PCs) may have differential impacts on 
social relationships. 

The current research suggests, instead, that not all technofer-
ence is equal. We hypothesize that during an in-person interaction, 
smartphone use has a more detrimental effect on social relationships 
than PC use (H1). Specifically, we predict that when an interruption 
is attributable to smartphone use (vs. PC use), the user is perceived 
to be ruder and less attentive, and their interaction partner experi-
ences more negative emotions and more social exclusion. We further 
theorize that this effect is driven by differential inferences about the 
device use. Interaction partners perceive activities done on the PC to 
be work-related, important, and urgent, hence a priority deserving 
of users’ attention. By contrast, the same activities done on a smart-
phone are perceived to be fun-related, less important, and less urgent, 
and anything but a priority (H2). As a result, interaction partners are 
less tolerant of smartphone use (vs. PC use).

The current research also aims to gain insights into the users’ 
perspectives and decision processes. To the extent that consumers are 
surrounded by multiple technology devices most of the time every 
day (as shown in our survey), and most online activities can be done 
on different devices (Campaign Monitor 2019; The Manifest 2018), 
consumers are often faced with choices between different devices. 
During in-person interactions, which device will consumers use? We 
propose that users are more likely to use their smartphones during an 
in-person interaction, in part, because they erroneously believe that 
smartphone use has a less detrimental effect on social relationships 
than PC use (H3). 

We have conducted seven studies that tested our hypotheses 
across a wide range of social interaction contexts, from getting ac-
quainted with a fellow student in a lab, hanging out with a friend in 
a coffee shop, to catching up with a co-work in office. These studies 
examined the effect of different devices (i.e., smartphone, desktop, 

laptop, work phone, and tablet) on the observer’s reactions, as well as 
the user’s device choice and predictions of the observer’s reactions 
(see Table 1). Below, we will report four studies (Studies 1, 2A, 2B, 
and 3) due to the limited space.

STUDY 1
Study 1 aimed to test whether interruptions due to smartphone 

use (vs. PC use) have a more detrimental effect on social relation-
ships (H1). In doing so, we recruited unacquainted dyads to inter-
act in-person in a lab, introduced a brief interruption during which 
a member of the dyad was instructed to use their smartphone (vs. 
laptop), and then measured how their partner reacted to this interfer-
ence.  

Method
448 undergraduate students (Mage=19.7, 282 females) from a 

large university in the US participated in this study in exchange for 
course credit. They were randomly paired with each other to form 
224 dyads. Each dyad engaged in a face-to-face get-acquainted in-
teraction in a lab. Specifically, each member of a dyad was given 12 
interview questions, and their job was to interview their partner and 
type their answers to each question. Critically, we asked half of the 
dyads to use their laptops for the interview and the other half to use 
their smartphones. Partner A interviewed Partner B first, and then 
they switched roles. Unbeknownst to Partner A, right before inter-
viewing Partner A, Partner B learned that she was assigned to play 
the role of a confederate. Specifically, before Partner A was about to 
answer the 4th question, Partner B received a notification asking them 
to say “Oh, hang on a second, I just got something on my phone (lap-
top) and need to check it” and pretend to check something on their 
device for about 30 seconds. 

Upon the completing of the interviews, participants rated the 
inappropriateness of partner’s behavior (“I felt my partner behaved 
inappropriate,” “I felt my partner behaved impolite,” “My partner 
seemed involved with the conversation (reversed),” “My partner 
seemed to listen carefully (reversed),” “My partner seemed inter-
ested in my emotions and needs (reversed)”, a=.83), and reported 
to what extent they felt socially excluded (“I felt ignored,” “I felt 
rejected,” and “I felt left out”, a=.93) on 7-point scales. We also mea-
sured self-disclosure behavior (“How much did you tell your partner 
about yourself?) as a proxy of social bonds between participants (c.f., 
Sbarra, Briskin, and Slatcher 2019). 

Results and Discussion
Consistent with H1, smartphone interference is more detrimen-

tal than laptop interference. Smartphone interference was perceived 
to be more inappropriate (Mphone=2.80vs.Mlaptop=2.19,p<.01), and par-
ticipants who were snubbed by smartphones (vs. laptops) felt more 
socially excluded (Mphone=1.97vs.Mlaptop=1.40,p<.01), and disclosed 
less information about themselves to the device user (Mphone=4.06vs.
Mlaptop=4.61,p=.01). 

STUDY 2A
Study 2A seeks to achieve the following goals. First, it aims to 

replicate H1 in a different context and gather evidence for the priority 
inference account (H2). Second, it examines important downstream 
consequences of deteriorated social relationships, such as people’s 
willingness to interact with or help the person who snubbed them. 
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Third, it tests the robustness of H1 by disclosing what the user is 
doing on her device (e.g., checking or sending an email, checking 
others’ posts on social media). We expect to replicate H1 regardless 
of the activity. That is, we predict that H1 will persist even when 
the activity is unambiguous and held the same across conditions. Fi-
nally, it tests an alternative explanation of H1. Namely, laptop use 
during an in-person conversation may strike participants as odd and 
unusual, and this unusualness may help justify the use.  

Method
338 Mturkers (Mage=37.6, 160 females, 2 non-binary) complet-

ed this study in exchange for a nominal payment. 
This study employed a 2x2 between-subjects design, manipu-

lating the type of device used (smartphone vs. laptop) and the ac-
tivity performed on the device (checking emails vs. social media). 
Specifically, participants imagined that they ran into a friend, Alex, 
at a local coffee shop and sat at a table to catch up. Participants read 
a dialogue between them and Alex and imagined that in the middle of 
their conversation, Alex received a notification on either her smart-
phone or laptop, said “Oh, hang on a second, I need to check some-
thing,” and then checked her emails or social media for a minute.

Next, participants rated the inappropriateness of Alex’s behav-
ior (a=.91), to what extent they felt socially excluded (a=.94), as in 
Study 1, and their mood (1 = very bad, 7 = very good). To explore 
the underlying process, we also measured the priority inference (“To 
what extent did you think it was work-related?” “To what extent 
did you think it was urgent?”, a = .93) and perceived unusualness 
(“To what extent did you think it was unusual that Alex was using 
her smartphone (laptop) while having the conversation?”). Finally, 
participants reported their willingness to interact with Alex (“If you 
were to host a party at your place, to what extent would you like to 
invite Alex?” “If you were to play an online game, would you want 
to play with Alex or alone?”) and their willingness to help Alex (“If 
Alex is hunting for a job and asks you to write a recommendation 
letter for her, would you write her a strong letter?”).

 Results and Discussion
Unusualness. A 2(device: smartphone vs. laptop) x 2(activity: 

email vs. social media) ANOVA on unusualness did not reveal any 
significant effects, therefore we did not control for unusualness in the 
subsequent analyses. Including unusualness as a covariate does not 
change any of the conclusions.

Inappropriateness. A 2(device: smartphone vs. laptop) x 2(ac-
tivity: email vs. social media) ANOVA on inappropriateness revealed 
a significant main effect of device, confirming that smartphone inter-
ference was perceived to be more inappropriate than laptop interfer-
ence (Mphone=4.86vs.Mlaptop=4.43,p<.01). The ANOVA also revealed a 
significant main effect of activity, such that checking posts on social 
media was more inappropriate than checking emails (Memail=4.29vs.
Msocialmedia=5.02,p<.01). The interaction effect was not significant 
(p=.51). 

Negative feelings. Participants who were snubbed by smart-
phones (vs. laptops) felt more socially excluded (Mphone=4.77vs.
Mlaptop=4.26,p<.01) and experienced more negative mood 
(Mphone=2.86vs.Mlaptop=3.14,p=.02). 

Priority Inference. Consistent with H2, participants perceived 
that activities done on smartphones to be less of a priority than those 
performed on laptops (Mphone=3.31vs.Mlaptop=3.97,p<.01). 

Behavioral Intentions. Participants snubbed by smartphones 
(vs. laptops) were directionally less willing to invite the user to 
their party (Mphone=4.49vs.Mlaptop=4.73,p=.12), less willing to play 
games with the user (29.8%vs.39.5%, p=.07), and less willing to 

write a strong recommendation letter for the user (Mphone=4.45vs.
Mlaptop=4.72,p=.06).

Mediation Analyses. We predict that the priority inference influ-
ences perceived inappropriateness and negative feelings, which in 
turn reduces intention to interact and intention to help. A series of 
two-stage mediations (Model 6; Hayes 2013) confirmed our predic-
tion (see Figure 1). 

Later, we successfully replicated these findings in two stud-
ies similar to Study 2A. In one study, we additionally manipulated 
whether Alex received notifications before using her device, and 
found support for H1 and H2 regardless of the presence of notifica-
tions. In another study, we used a different scenario (i.e., chatting 
with a co-worker during lunch break), replaced the laptop condition 
with a desktop condition, and found that people in the desktop condi-
tion responded just like those in the laptop condition in Study 2A. 

 STUDY 2B
Having demonstrated the detrimental effect of smartphone use 

(vs. PC use) from the observers’ perspective, we turn to the users 
to gain insights into the users’ perspectives and decision processes. 
Suppose consumers need to use their device in the middle of in-
person interactions, and both the smartphone and laptop are equally 
accessible, which device will they use? And why? Study 2B aims to 
shed light on these questions. 

Method 
100 Mturkers (Mage=34.9, 33 females) were presented with 

the same scenario used in Study 2A except that, in this study, they 
were users instead of observers. Specifically, they imagined that they 
received notifications on their smartphone and laptop (both were 
equally accessible) and indicated which device they would use to 
check emails or check posts on social media. Next, they predicted 
which device use would be perceived as more inappropriate by their 
conversation partner, which device use would hurt their conversation 
partner’s feelings more (1 = definitely the smartphone, 4 = indiffer-
ent, 7 = definitely the laptop). 

Results and Discussion
Consistent with H3, the choice share of smartphone was margin-

ally higher than if participants had picked randomly (63.2%,p=.06). 
This effect is robust across different activities—the choice share did 
not differ between checking emails and checking social media posts 
(p=.16). 

Moreover, users erroneously believed that, compared with 
smartphone usage, laptop use was more inappropriate (M=4.74;one-
sample t-test against the midpoint 4,p<.01), making their conversa-
tion partner feel more socially excluded (M=4.71,p<.01) and experi-
ence more negative mood (M=4.62,p<.01). 

These results were replicated in another study (47 Mturkers, 
Mage=37.0, 19 females) in which participants reported these mea-
sures before choosing which device to use.

STUDY 3
This study provides further process evidence (H2) by including 

two more conditions—a work phone condition and a tablet condi-
tion. If the detrimental impact of smartphone use (vs. PC use) is driv-
en by their difference in priority inference, rather than differences in 
other aspects (e.g., appearance, functionality, unusualness), then we 
would expect the work phone condition to yield similar patterns to 
the laptop condition due to its high priority inference, and the tablet 
condition to look more like the smartphone condition due to its low 
priority inference. 
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Method
295 Mturkers (Mage=36.4, 139 females,1 non-binary) completed 

this study in exchange for a nominal payment. 
The procedure was identical to that in Study 2A except that 

this study manipulated the type of device used by using four de-
vices (smartphone vs. laptop vs. work phone vs. tablet) and did not 
manipulate activity. Participants answered the same questions as in 
Study 2A except one behavioral intention question. 

Results and Discussion
Unusualness. A one-way ANOVA on unusualness did not re-

veal any significant effects (p = .68), therefore we did not control for 
unusualness in the subsequent analyses. Including unusualness as a 
covariate does not change any of the conclusions.

Inappropriateness. Consistent with our predictions, planned 
contrasts showed that smartphone and tablet interference were per-
ceived to be more inappropriate than laptop and work phone interfer-
ence (Mphone-and-tablet=4.05vs.Mlaptop-and-workphone=3.56,p<.01).

Negative feelings. Participants who were snubbed by smart-
phones and tablets (vs. laptops and work phones) felt more socially 
excluded (Mphone-and-tablet=3.73vs.Mlaptop-and-workphone=3.30,p=.04) and 
experienced more negative mood (Mphone-and-tablet=2.86vs.Mlaptop-and-

workphone=3.14,p=.02). 
Behavioral Intentions. Participants snubbed by smartphones 

were less willing to write a strong recommendation letter for the user 
(Mphone-and-tablet=4.94vs.Mlaptop-and-workphone=5.26,p=.06). 

Priority Inference. Participants perceived that activities done 
on smartphones and tablets as less of a priority than those per-
formed on laptops and work phones (Mphone-and-tablet=4.36vs.Mlaptop-and-

workphone=5.21,p<.01). 
Mediation Analyses. A series of two-stage mediations (Model 6; 

Hayes 2013) suggested that priority inference influenced perceived 
inappropriateness and negative feelings, which in turn changed be-
havioral intention.

General Discussion
To conclude, we demonstrate that smartphone interference is 

more detrimental to social relationships than other interference. This 
effect is attributable to the low priority inference about smartphone 
use. Notably, while consumers can correctly predict this effect when 
imagining being snubbed, they make the opposite prediction when 
imagining snubbing others and consequently choose “the wrong 
device.” Theoretically, this research extends the existing literature 
on technoference by exploring whether and why different devices 
may have differential impacts on social relationships. Practically, our 
findings suggest an easy-to-implement strategy to reduce tensions 
in social relationships—when you have a choice between different 
devices, stay away from your tablet and smartphone unless they have 
your employer’s logo on them.  
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EXTENDED ABSTRACT
More and more consumers are using smartphones for online 

shopping. In 2019, smartphones accounted for the majority of glob-
al website traffic (Statcounter 2019) and a corresponding share of 
online transactions (Criteo 2019). Along with this trend, emerging 
evidence in the marketplace suggests that consumers behave differ-
ently on their smartphones. For example, compared with PC users, 
smartphone users tend to complete their shopping journeys faster and 
visit fewer websites before making a final decision (McKinsey & 
Company 2015), and use more conversational search terms (Google 
2018). Further, due to their small physical dimensions and real-time 
usage, smartphones may lead consumers to generate more emotional 
and concise content on social media and in product reviews (Melu-
mad, Inman, and Pham 2019; Ransbotham, Lurie, and Liu 2019). 
But might smartphones also change how consumers think of their 
choices and what they choose? If so, how?

We propose that choices made on a smartphone are more self-
expressive, compared with identical choices made on a PC. Specifi-
cally, when people make a choice on their smartphone, they are more 
likely to see their choice as reflective of their unique individuality. 
Further, people prefer more self-expressive and unique options when 
using a smartphone, compared with a PC. 

We reason that this shift occurs because smartphone use acti-
vates self-focus (or self-focused attention; Gibbons 1990; Ingram 
1990). Comparing to other devices such as PC and tablet, smart-
phones are the most private and personal devices (Melumad and 
Pham 2020), and even at the extreme, they are often perceived as an 
extension of the self (Clayton, Leshner, and Almond 2015; Park and 
Kaye 2019). Therefore, when people use smartphones, their attention 
is shifted to the self, rather than to external environments and sur-
roundings, almost feeling like they are in a “private bubble” (Hatuka 
and Toch 2016). Heightened self-focus emphasizes a sense of agency 
and a feeling of being distinct from the environment (Kircher and 
David 2003), and it often leads people to reflect on their individuality 
and uniqueness (Buss 1980; Chang and Hung 2018). Therefore, peo-
ple perceive their choice reflects their unique individuality, express-
ing who they are, and they prefer unique options that can distinguish 
themselves from others. 

We examine the effect of smartphone use on self-expressive 
choice in five studies, across different product categories, and test 
the underlying role of self-focus. We also test whether the effects 
can be accounted for by the physical characteristics of smartphones, 
such as modality (i.e., a touch interface) or its small display size. We 
also considered other factors known to vary across devices, such as 
emotionality and brevity of the content (Melumad, Inman, and Pham 
2019), task difficulty, and annoyance with the task (Kim et al. 2015).

To test the causal effect of device use, we developed a procedure 
for randomly and reliably assigning participants to use either a smart-
phone or a PC (or a tablet computer, when applicable). The device 
was then verified for each response using an embedded UserAgent 
HTTP string, thereby ensuring compliance. We used this methodol-
ogy in all our online studies (additional technical details are available 
from the authors).  

Study 1 examines the effect of smartphone use on self-focus. We 
randomly assigned participants (Mturkers, N = 185, 44.9% females, 
Mage = 35) to use their smartphone vs. PC to write a short essay about 
a previous day activity. As a measure of self-focus, we calculated the 

proportion of first-person singular pronouns (i.e., I, me, my, mine) in 
participants’ essays using the Linguistic Inquiry and Word Count tool 
(Duval and Wicklund 1972; Silvia and Phillips 2013; Wu, Moore, 
and Fitzsimons 2018). Confirming our predictions, smartphone use 
increased self-focus (M = 12.06), compared with PC use, (M = 9.89; 
F(1, 183) = 8.02, p = .005, ηp

2 = .042). Of note, we did not find a 
difference for the proportion of first-person plural pronouns (i.e., we, 
us, our, ours) between devices (p = .40). 

Study 2A tests the effect of smartphone use on the perceived 
self-expressiveness of one’s choice. We also included a tablet PC 
condition to rule out alternative accounts such as modality (touch vs. 
non-touch interface). We randomly assigned participants (Mturkers, 
N = 218, 41.7% females, Mage = 36) to use their smartphone, tablet, 
or PC to make a hypothetical car choice and measured the extent 
to which they perceived their choice as self-expression (e.g., “The 
choice of the car brand expresses that I am unique,” “The choice of 
the car brand shows who I am”; (Kaiser et al. 2017; Whitley et al. 
2018). We pretested to create the generic option sets that none of the 
options is particularly different or unique, and preferred. As we in-
tended, choice did not vary across devices (χ2(8) = 6.46, p = .60), but 
importantly, participants using smartphones perceived their chosen 
option can express who they are (M = 4.69) than participants using 
PCs (M = 3.71; F(1, 215) = 16.54, p < .001) and tablets (M = 4.01; 
F(1, 215) = 6.52, p = .011). There was no difference between the PC 
and tablet conditions (p = .28).

Study 2B tests whether our effect might reflect differences in 
the size of the display between smartphones and PCs. A smaller dis-
play may lead respondents to feel spatially confined (Levav and Zhu 
2009), disfluency (Kim et al. 2015) or narrow the scope of attention 
(Ghose, Goldfarb, and Han 2013), which may impact our dependent 
measures. We randomly assigned participants (students, N = 311, 
65.9% females, Mage = 20) into a three-condition smartphone vs. PC 
vs. PC-small-screen between-subjects design. Specifically, partici-
pants in the PC-small-screen condition used their laptops but saw the 
entire study on a smaller display in the middle of their screen, simi-
lar in size to a smartphone’s screen. They made a hypothetical sun-
glasses choice and measured the extent to which they perceived their 
choice as self-expression using the same measures as in Study 2A. 
The results revealed that participants in the smartphone condition 
perceived their chosen option can express who they are (M = 4.32, 
SD = 1.16) compared with participants in both the PC (M = 3.88, SD 
= 1.24; F(1, 308) = 6.20, p = .013) and PC-small-screen conditions 
(M = 3.91, SD = 1.44; F(1, 308) = 5.36, p = .021).

Study 3 uses a moderation approach to test the underlying role 
of self-focus. We randomly assigned participants (Mturkers N = 198, 
55.6% females, Mage = 37) to one of four conditions in a 2 (device: 
smartphone vs. PC) × 2 (self-focus: low vs. control) between-subjects 
design. Participants imagined visiting an online sunglasses store. To 
manipulate self-focus, we followed prior research which showed that 
feeling awe decreases self-focus (Bai et al. 2017; Piff et al. 2015). In 
the low self-focus condition, we presented a picture of awe-inducing 
landscape as a background image for the online sunglasses store. In 
the control condition, we presented a monochromatic and less awe-
inducing version of the same picture. Manipulation checks validated 
the effect of this manipulation on self-focus. After participants chose 
their sunglasses, we measured the extent to which they perceived that 
their choice could show who they are as in Study 2. A significant in-
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teraction (F(1, 195) = 5.30, p = .02) confirmed our theorizing regard-
ing the role of self-focus: In the control condition, replicating our 
previous findings, smartphones led participants to see their choice as 
more self-expressive (M = 5.07), compared with PC (M = 4.19; F(1, 
195) = 7.44, p = .01). However, the effect attenuated in the reduced 
self-focus condition (F < 1, p = .59, Figure 1).

So far, we intentionally provided generic option sets in previ-
ous studies, testing that people using smartphones perceive choice as 
the vehicle to express who they are than people suing other devices. 
Then, the natural question arises; when including a unique option in 
the option set, people using smartphones are more likely to choose 
the unique option than other options? Studies 4A and 4B investigate 
this question, using incentive-compatible paradigms. We predict that 
smartphones would increase participants’ preference for options ca-
pable of expressing their uniqueness and idiosyncratic preferences.

Study 4A uses an incentive-compatible choice task adapted 
from prior work on uniqueness-seeking (Wan, Xu, and Ding 2014, 
Study 2). We randomly assigned participants (Mturkers, N = 154, 
41.6% females, Mage = 35) to use their smartphones vs. PCs. Partici-
pants saw two Adidas t-shirts, both priced at “around $30”. One t-
shirt (i.e., the mainstream option) was labeled “Adidas Basic T-shirt” 
and was described as the popular choice among previous participants 
(i.e., “In a previous study, 82% participants preferred this option”). 
The other t-shirt (i.e., the unique option) was labeled “Adidas Ec-
centric T-shirt” and was described as the less popular option (i.e., 
“In a previous study, 18% of participants preferred this option”). We 
told participants that three randomly selected participants would re-
ceive their chosen t-shirt. Confirming our predictions, smartphone 
users were more likely to choose the unique (i.e., less popular) t-shirt 
(40.8%) than PC users (23.6%; χ2(1) = 4.77, p = .03).

Study 4B examines the effect of smartphone use on self-expres-
sive choices in a different context, namely, preference for individual-
ly customized offers that are tailored to the consumers’ idiosyncratic 
taste (Kramer 2007; Simonson 2005; West et al. 1999). We random-
ly assigned participants (students, N = 164, 64.0% females; Mage = 
20) to use their smartphones vs. PCs. Participants first completed a 
“Charity Navigator Quiz,” where they answered questions about pri-
or donations and provided demographic information. We told partici-
pants that the university was collaborating with 10 (fictitious) local 
charity organizations and wanted students to support one charity by 
joining its Facebook group. Participants received two recommenda-
tions for a charity they could endorse on Facebook. One charity was 
said to be individually customized (“a charity based on your unique 
preferences”) and one said to be a majority-endorsed option (“based 
on others’ choices”). Confirming our prediction, smartphone users 
preferred the individually customized option (62.8%) than PC users 
(42.9%; χ2(1) = 6.41, p = .01). 

Our research makes several theoretical and practical contri-
butions. First, relatively little is known about how smartphone use 
influences consumer choice and choice perception. With few excep-
tions (Melumad, Inman, and Pham 2019; Melumad and Pham 2020) 
most previous research on smartphone use has been exploratory, ei-
ther because it used correlational data or because it did not directly 
compare the effect of smartphone use with that of other devices (e.g., 
PC) in a controlled setting. Our work examines the causal effect of 
smartphone use on consumer behavior. Second, we contribute to the 
literature on self-focus by examining a novel, albeit pervasive, cue 
that activates self-focus in everyday life. Self-focus has far-reaching 
implications for consumer behavior, impacting product evaluation 
(Dagogo-Jack and Forehand 2018; Hung and Wyer 2011; Weiss and 
Johar 2013), service satisfaction (Pham et al. 2010), affective deci-
sion-making (Chang and Hung 2018), and choice (Goukens, Dewitte, 

and Warlop 2009). Considering the pervasiveness of smartphones, 
demonstrating that smartphones increase self-focus could have simi-
lar, potentially far-reaching implications. Third, we contribute to the 
literature on choice’s self-expressive function (Schwartz and Cheek 
2017) by investigating the effect of smartphone use and self-focus 
on self-expression. Consumers often see their choices as a form of 
self-expression, but the extent to which this occurs varies depend-
ing on the decision task (e.g., Maimaran and Simonson 2011), the 
product category (Berger and Heath 2007), decision-makers’ culture 
and self-construal (Kim and Drolet 2003), their self-concept clarity 
and confidence (Morrison and Johnson 2011; Rozenkrants, Wheeler, 
and Shiv 2017), and their motivations (Sela, Berger, and Kim 2017; 
Whitley, Trudel, and Kurt 2018). We extend this literature by dem-
onstrating that self-focus, activated by smartphone use, can influence 
the self-expressive role of choice. 

In addition, we expect to provide important insights for mar-
keters. This work provides important insights for marketers. Online 
vendors routinely track the device used by their customers and often 
tailor site format and content to the device used. Our results suggest 
that consumers may find individually customized, unique, and self-
expressive offers particularly appealing when using a smartphone. 
Amazon.com, for example, could prioritize presenting “especially 
for you” rather than “best-seller” recommendations for smartphone 
customers and Chipotle may offer their mobile users more custom-
izable menu options. Considering the emphasized self-expressive 
function of choices made on smartphones, compared with PCs, mar-
keters may wish to craft persuasive messages that target the self-ex-
pressive role of attitudes when advertising on smartphones (Shavitt 
1990). Smartphone users may be more responsive to an identity-
related appeal, whereas PC users may be better persuaded by a 
benefit-based appeal. Similarly, because hedonic choices are often 
more self-expressive than utilitarian ones (Maimaran and Simonson 
2011), a hedonic frame may be more persuasive on a smartphone, 
whereas a utilitarian frame may be more effective on a PC. 

Smartphones are revolutionizing consumer behavior, but little 
is known about whether and how they change consumer decision 
making. This research indicates that smartphones may influence 
what people choose and how they perceive their choices, once made. 
Thus, smartphones appear to influence choice itself as well as the 
perceived meaning of choice. 
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EXTENDED ABSTRACT
Religion has been considered as a coping mechanism for in-

dividuals in difficult life situations (Cutright, 2012). For example, 
religious meta-narratives tend to help adherents cope with negative 
consequences associated with their non-compliant behavior (Muniz 
& O’Guinn, 2001). This could also explain why, even with increas-
ing modernity and expected secularization, around 80% of the world 
population is affiliated to a religion (Pew Research Center, 2015).

Religious affiliations tend to manifest in peoples’ life choices, 
including their consumption choices. But what happens when people 
deviate from their religious prescriptions in their consumption choic-
es? Extant research shows that consumers experience severe identity 
conflicts when they leave the boundaries of their religious institu-
tion (McAlexander et al., 2014). However, it is unclear how con-
sumers cope while making consumption choices that digress from 
their religious doctrines, even as they continue to be affiliated with 
their religion. For example, a large number of Hindus eat beef, many 
Muslims consume pork or liquor, and Catholics use contraception. 
We investigate deviant consumption in religious context through the 
enabling theoretical lens of ‘edgework’ to understand how consum-
ers manage to operate within the boundaries of their religious institu-
tions, while deviating from the doctrines that they believe are sacred 
to their institution.

Literature Review
A deviant consumption typically results in consumers’ identi-

ties being threatened. In such situations, consumers sacralize their 
deviant consumption (Üstüner & Holt, 2007). They attach a religious 
metanarrative (Muniz Jr & Schau, 2005) to their deviant consump-
tion to legitimize these choices.

In routine lives of consumers, religion specifies the norms to 
define standards of rights and wrongs (McAlexander et al., 2014). 
Consumers use religious norms to build their ideologies as well as 
identities. When they break away from this “central pillar of iden-
tity” (McAlexander et al., 2014, 859), they have to reconstruct their 
shattered identities even if they leave the field (religion). Thus, many 
find it difficult to exit the field of religion (McAlexander et al., 2014). 
But these individuals often violate certain prescriptions of the institu-
tion. How do such consumers manage to operate within the boundar-
ies of their religious institutions, while deviating from the doctrines 
that they believe are sacred to their institution?

We investigate partial deviance from religious prescriptions 
when individuals continue to remain affiliated to their religion. 
These individuals who maintain their ties with the religious insti-
tution while negotiating with the limits of the acceptable behavior 
differ from those who are either outside the field (McAlexander et 
al., 2014) or remain inside its boundaries (Sandikci & Ger, 2010). 
Broadly, we situate our study within the broad contours of under-
standing individuals’ negotiation between boundaries of acceptable 
verses non-acceptable consumption.

Theoretical Background
Individuals engaging in deviant consumption within religious 

boundaries simultaneously have to manage socially non-conforming 
consumption while continuing to be situated within the confines of 
religious norms. We adopt the enabling theoretical lens of ‘edgework’ 

to explain this interaction. Edgework has been studied in the context 
of high risk physical activities (Celsi et al., 1993; Lyng, 2004) as 
well as consumers challenging their identity boundaries (Thompson 
& Üstüner, 2015). Similar to Thompson & Üstüner’s (2015) roller 
derby girls, our informants negotiate the boundaries of the field and 
try to make their deviant consumptionbacceptable. We use the con-
cept of boundary work to explain this reconstruction of boundaries 
(Gieryn, 1983; Weinberger, 2015).

Methodology
We conducted sixteen depth interviews ranging with self-re-

ported believers following McCracken (1988). Further, the infor-
mants were encouraged to recall critical incidents of non-adherence. 
All interviews were coded and conducted by the first author. Emer-
gent themes were arrived at through a series of mutual discussions 
between all authors. Constant comparison was used to move between 
data collection, informant selection and data analysis (Glaser & 
Strauss, 2017; Miles & Huberman, 1984)

Findings and Discussion
Our participants described experiences of social exclusion and 

shaming within their social circles because of their deviant consump-
tion. They also described religion as an important field of capital that 
provides them support, stability, and identity meanings.

Informants used phrases such as ‘still there in upbringing’, ‘pro-
grammed that way’, and ‘I don’t believe in it but can’t break away’ 
to describe their conformance. However, they described their deviant 
consumption experiences as transcendental and emancipatory. The 
contrasting experience of feeling entangled and liberated simultane-
ously means the consumer is neither bound to the field (religion) nor 
able to cross its boundaries.

In line with Thompson and Ustuner’s (2015) findings, we found 
evidence of our informants challenging boundaries of religious insti-
tutions by operating on the edge of the field boundaries. For exam-
ple, consumers engage in acts of deviant consumption that risks their 
social status, because they do not want to miss out on this experience. 
This behavior is close to the sociological concept of edgework. How-
ever, the perception of norms in the field of religion are not as fluid 
(McAlexander et al., 2014) as those in gendered spaces (Thompson 
& Üstüner, 2015). Thus, it is difficult to maintain the identity as fol-
lower of a religion and attempt to reconstruct the boundaries of the 
field norms.

In such cases, consumers try to legitimize their choices by de-
taching the spiritual aspect of religion from the religious dogma, 
which we term as de-norming the institution. In cases where the 
deviants were unable to separate these beliefs, we found that they 
rationalize their actions based on facts by finding reference points 
outside their religion. Further, to reduce the risk of status loss, they 
try to normalize their consumption choices by propagating their be-
liefs to others.

Conclusion
In the present research, we posit that in contexts where consum-

ers value the field capital, they consciously choose to engage in devi-
ant consumption because it provides them with the 

transcendental experience of operating on the edge. However, 
we also find deviant consumers using external reference points to 
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legitimize their consumption and expand the boundaries of accept-
able behavior in their social domains. Combining boundary work 
with edgework allows us to explain this contradiction in behavior of 
deviant consumers, who maintain their field identities and yet devi-
ate from its prescribed norms.
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EXTENDED ABSTRACT
Worldwide, companies spend an estimated 46 billion U.S. dol-

lars annually on marketing research (Statista 2019). Given these in-
vestments, international big players and small start-ups alike base 
consequential decisions on the results of marketing research, which 
often uses survey methods that are easy to administer and interpret. 
Thereby, marketers implicitly assume that survey responses ad-
equately capture respondents’ true attitudes and preferences. These 
implicit assumptions are presumably shared by academic marketing 
researchers, who frequently use self-report to assess consumer at-
titudes (Malhotra, Agarwal, and Peterson 1996). However, research 
has documented various response biases that systematically distort 
survey responses and therefore the results of academic as well as 
industry marketing research. Misguided investments of time and 
money based on biased findings can follow. 

In this review, we discuss the acquiescence bias, which is the 
most prevalent response bias in survey-based research (Baumgartner 
and Steenkamp 2006). Acquiescence means to respond affirmatively 
to self-report items irrespective of their content. For example, if con-
sumers indicate their interest in a product on a 5-point Likert scale 
(“1 = not interested”, “5 = very interested”), acquiescence leads to 
higher observed values (i.e., greater measured interest) than justi-
fied by consumers’ true interest. Also other types of self-report items 
(e.g., nominal true/false choices or ordinal scales) are affected by ac-
quiescence (Welkenhuysen-Gybels, Billiet, and Cambré 2003). Fur-
thermore, acquiescence can produce spurious correlations between 
otherwise unrelated constructs (MacKenzie and Podsakoff 2012; 
Steinmetz and Posten 2017). Thus, acquiescence can lead to false 
conclusions when comparing means and correlations from groups 
(e.g., different segments) that differ in acquiescence or when inter-
preting absolute values on survey scales or yes/no items.

Given that acquiescence can significantly distort survey respons-
es, past research has been dedicated to measurement and correction 
strategies for acquiescence (e.g., Krautz and Hoffmann 2018). Sev-
eral such strategies have been developed as a result (e.g., trait acqui-
escence measure, balanced scales, or heterogeneous items). Whereas 
the usage of these strategies can decrease acquiescence, they can 
introduce various validity problems and are costly in terms of re-
spondents’ time (Greenleaf 1992). In light of this trade-off, identify-
ing factors that foster or attenuate acquiescence can help researchers 
and practitioners to create settings that reduce acquiescence; and to 
make informed decisions when using strategies to mitigate acquies-
cence. Ultimately, marketing research can thus be conducted more 
efficiently and reliably.      

Synthesizing and extending previous research, we identify in-
dividual differences as well as cultural and situational factors that 
foster acquiescence. We analyze existing strategies to counter the 
effects of acquiescence. Furthermore, we highlight when such strate-
gies are beneficial—and when alternative market research methods 
that are unaffected by acquiescence are especially useful. Based on 
our analyses, we provide eight guidelines for marketers to assess, 
control for, and prevent acquiescence. 

Individual Differences in Acquiescence
Some of the earliest research on acquiescence defined it as a 

personality variable that differs between individuals (Couch and 
Keniston 1960). Based on this understanding, three main strategies 

have been developed to identify (and potentially exclude from analy-
ses) individual high-acquiescence respondents. As the first strategy, 
researchers can use an explicit measure of trait acquiescence. This 
measure extends surveys by a 19-item acquiescence scale (Couch 
and Keniston 1960). However, this scale is rarely used and consists of 
items whose wording seems somewhat outdated. Second, research-
ers construct surveys consisting of heterogeneous items, such that 
respondents’ agreement with unrelated items signals acquiescence. 
However, content-heterogeneous items are difficult to design as item 
heterogeneity is not clearly defined and operationalized (Baumgart-
ner and Steenkamp 2006). Third, surveys contain both positively 
worded (“Vaccines can save lives”) and negatively worded (“Vac-
cines cannot prevent deadly diseases”) items to identify (and exclude 
if necessary) those who agree with both positive and negative items 
as respondents high in acquiescence (Welkenhuysen-Gybels et al. 
2003). Such balanced scales are indeed less affected by acquiescence 
(Baumgartner and Steenkamp 2006). However, researchers have rec-
ommended that balanced scales are used with caution, as respondents 
might be confused and the item error-variance might increase as a 
result (Weijters and Baumgartner 2012). 

Over and above the potential measurement concerns, market-
ers might find the use of these three strategies inconvenient despite 
their benefits. As market research is increasingly using web-based 
short surveys with large sample sizes (Wilson 2018), the addition of a 
substantial number of items is hardly feasible. Newer research poten-
tially offers another measurement option. It shows that respondents 
who score high in habitual interpersonal trust acquiesce to questions 
across a wide variety of content (Posten and Steinmetz 2020). In this 
view, acquiescence emerges when respondents accept the questions-
asker’s propositions because they generally trust others, which can 
be measured by adding a single item. Consequently, measuring ha-
bitual trust could be an efficient way to identify respondents who 
might acquiesce. 

Cultural Differences in Acquiescence
Acquiescence does not only differ between individuals, but 

also between cultures. Acquiescence is especially pronounced in 
East-Asian cultures that are high in power distance and cultural col-
lectivism (Krautz and Hoffmann 2018). That is, respondents from 
cultures (e.g., India) with large hierarchical differences (i.e., high 
power distance) or cultures that value group cohesion over individual 
uniqueness (i.e., high collectivism) are more likely to acquiesce than 
respondents from cultures with low power distance or individual-
ism (e.g., Sweden). Cultural differences in acquiescence can pose 
a considerable problem for cross-cultural marketing, which has ex-
perienced a surge in recent years due to globalization (Leonidou et 
al. 2018). For example, if 50% of Swedish respondents indicate that 
they are interested in the product (whether on a yes/no or Likert scale 
item) and 60% of Indian respondents give the same response, these 
differences might well be solely due to greater acquiescence in India. 

To account for cultural differences in acquiescence, the three 
types of strategies discussed above (i.e., explicit acquiescence mea-
sures, heterogeneous items, balanced scales) have been suggested, 
with the same practicality issues. Recent research has taken a differ-
ent approach, by combining different question types (i.e., scales and 
true/false responses) to measure a single construct (pARS; Krautz 
and Hoffmann 2018). Via the deviation between the scale responses 
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and true/false choices, acquiescence can be estimated. However, 
pARS can only be applied to contexts in which consumers’ objec-
tive knowledge is assessed with true/false choices. In contrast, in the 
majority of consumer contexts, marketers ask about constructs that 
are much more subjective (e.g., brand loyalty, evaluation of an ad or 
product). Despite its benefits, pARS can thus be applied to a limited 
range of surveys, but its potential is evident to identify specific cul-
tures, subcultures, or segments that are high in acquiescence. Once 
such groups have been identified, surveys to target these groups can 
add more specific strategies against acquiescence. 

Situational Determinants of Acquiescence
Over and above individual and cultural differences that foster 

acquiescence, research has highlighted situational factors that ampli-
fy this bias. Among these situational factors are consumers’ lack of 
ability or motivation to respond accurately. In line with this notion, 
acquiescence increases when the question wording is vague or when 
respondents are uncertain of their true attitude or under time pressure 
(Baumgartner and Steenkamp 2006). Marketers would certainly be 
wise to avoid vague or ambiguous question wording in surveys. Yet, 
acquiescence would likely persist, as respondents with ample time 
and motivation to respond accurately might be difficult to recruit, 
especially when using online surveys (Savage and Waldman 2008). 

Recent research has identified additional psychological factors 
that foster acquiescence, namely respondents’ motivation to affiliate 
with the question-asker (Posten and Steinmetz 2018; Steinmetz and 
Posten 2017). When respondents thought about a friend reading their 
answers, acquiescence was greater than when they thought about a 
stranger. Because friends are more common targets of affiliation, 
these results suggest that affiliation motives increase acquiescence. 
This effect might pose a paradox for marketers: Whereas affiliation 
with brands is a desirable outcome of marketing (Veloutsou 2009), 
affiliation might undermine the accuracy of research about these 
brands. Two situations in particular could be problematic: first, (per-
ceived) rejection by a brand, and second, marketing a brand as a 
friend. Regarding the first situation, research has shown that feeling 
rejected by an aspirational brand leads consumers to desire affiliation 
with the brand (Ward and Dahl 2014), for example when a consumer 
cannot afford signature products by a desired brand. Regarding the 
second situation, research has shown that consumers believe to have 
(friend-like) relationships with brands, stores, and salespeople (Kim 
and Kwon 2011). Such friend-like relationships might emerge es-
pecially for identity-relevant products such as clothing or entertain-
ment. 

Guidelines for Marketing Researchers
So far, we have identified individual and cultural respondent 

characteristics and contextual factors that render acquiescence likely. 
Among these are, paradoxically, contexts that are typically desired 
by marketers, namely affiliation between the consumer and a given 
brand. Based on these findings, our guidelines identify circumstanc-
es that might have previously not thought of as problematic for mar-
ket research (e.g., covering an aspirational brand). Broadly speaking, 
our guidelines build on the notion that circumstances that foster trust, 
affiliation, and friend-like feelings to the researcher and/or the brand 
targeted by market research might undermine the veracity of the re-
sults because such circumstances can also foster acquiescence. Thus, 
with our guidelines we attempt to put recent research into practice 
(see Table 1). 

Guideline 1: Assess the extent to which the respondents, the en-
vironment, or the research subject are prone to acquiescence. 

At the onset of a marketing research project, marketers could 
assess to what extent their survey is prone to acquiescence. As dis-
cussed above, acquiescence is likely a problem if informants come 
from cultures that are high in power distance or collectivism (Krautz 
and Hoffmann 2018), or are habitually trusting (Posten and Stein-
metz 2020). Acquiescence is also likely if the survey covers an aspi-
rational brand or a brand with which consumers have friend-like ties 
(Kim and Kwon 2011; Ward and Dahl 2014), or if respondents are 
motivated to affiliate with the brand (Steinmetz and Posten 2017). 
Under such circumstances, we recommend the use of strategies to 
counter acquiescence.

Guideline 2: Assess to what extent the survey consists of item 
types that are prone to acquiescence, and to what extent responses 
inform decisions. 

We suggest that marketers consider whether their survey con-
sists of item types affected by acquiescence. In particular when in-
terpreting Likert scales, yes/no choices, or correlations, the error 
variance might be inflated and responses might not reflect true at-
titudes. In such cases, it would be wise to exert special caution if 
survey responses directly inform decisions. For example, in case a 
restaurant plans to roll out a new pizza topping if a certain percent-
age of customers reply “yes” to the question whether they would like 
this topping, acquiescence could inflate this percentage, such that the 
roll-out decision relies on incorrect information.       

Guideline 3: If the risk of acquiescence is high, use alternative 
methods if possible. 

If the risk of acquiescence seems high due to the above con-
siderations (cf. Guidelines 1-2), marketers could use methods that 
are typically less affected by acquiescence. Such techniques include 
the application of ranking rather than rating scales (Harzing et al. 
2009) or the item count technique developed for researching sensi-
tive consumer issues (e.g., criminal behaviour, de Jong and Pieters 
2019). Given their resilience to acquiescence, we suggest using such 
alternative methods whenever the research question allows. 

Guideline 4: Add single-item control measures of factors that 
foster acquiescence. 

When designing surveys and experiments, marketers could 
make use of the relation between trust and acquiescence (Posten and 
Steinmetz 2020). These relations suggest a novel means to assess 
and control for acquiescence. In some of their studies, Posten and 
Steinmetz (2020) used a single-item measure of respondents’ inter-
personal trust to predict acquiescence, in online as well as laboratory 
settings. Such a single-item measure (e.g., “How trustworthy did you 
find the person asking you questions?”) could be integrated even into 
very short online surveys, and responses could be used as a control 
variable in the analyses. 

Guideline 5: Combine surveys with methods that are less prone 
to acquiescence. 

Over and above the previous suggestions to counter acquies-
cence, marketers could use multi-method approaches whenever ac-
quiescence is likely. Surveys on existing products or services can 
be complemented by observational data (e.g., online search data), 
whereas surveys on novel products and services can be complement-
ed by experiments that can provide physiological and behavioral 
data. Such multi-method approaches curb the effects of acquiescence 
on a single method because they combine different data sources. 

Guideline 6: Reduce environmental factors that could foster 
acquiescence. 

Regardless of the specific risk of acquiescence, we suggest that 
marketers ensure that the survey environment does not foster acqui-
escence. If respondents complete surveys face to face, this could take 
place in a physically neutral space that does not signal affiliation 
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through a friendly atmosphere. As one remedy, we suggest that mar-
keters use, if possible, computer-administered surveys without much 
interpersonal interaction to reduce possible effects of personal affili-
ation on acquiescence.

Guideline 7: Separate respondent recruitment and survey ad-
ministration.

Advising marketers to use interpersonally neutral environments 
might be contrary to the experience of market researchers who at 
times use affiliation, trust, and personal warmth to recruit survey re-
spondents. On the one hand, affiliation is undoubtedly helpful to re-
cruit respondents. On the other hand, affiliation can distort respons-
es. A solution to this paradox could be to separate recruitment and 
survey administration as much as possible. One way to do so would 
be to create temporal, spatial, or personal distance, for example such 
that the recruiter is a different person than the survey administrator. 
Whereas the recruiter can capitalize on affiliation and trust to find re-
spondents, the administrator can create a neutral space that is free of 
such cues to prevent acquiescence. The same applies to web surveys. 
Whereas the recruitment could take place in trusted apps, the survey 
itself could be taken on separate neutral websites.

Guideline 8: Mask the recipient of the survey responses. 
An additional way to potentially reduce acquiescence would be 

to dilute the identification of the recipient of respondents’ answers. 
As research has shown, acquiescence increases if respondents be-
lieve their answers will be read by a friend (Steinmetz and Posten 
2017). By implication, if respondents believe their answers will be 
read by representatives of an aspirational or affiliative brand, they 
might acquiesce more. Thus, marketers could try to ask about sev-
eral brands or products within one survey, and some questions could 
serve as filler items to obscure who will read the survey responses. 
Thereby, respondents might feel less motivation to affiliate through 
acquiescence. 

Conclusion
Acquiescence can pose a significant problem for the validity 

of marketing research. As a result, a variety of strategies to assess it 
have been developed. We reviewed these strategies, and integrated 
them into a broader discussion of the individual, cultural, and situ-
ational factors that foster acquiescence. Therefrom, we developed 
guidelines for marketers to address the concern of acquiescence 
when designing, administering, and interpreting surveys. 
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EXTENDED ABSTRACT
Past research suggests that people’s beliefs about the malle-

ability of their body weight influence their motivation to engage in 
healthful behaviors: people who perceive their body weight as fixed 
(entity theorists) engage less in healthful behaviors than people who 
perceive their body weight as changeable (incremental theorists; 
e.g., Burnette 2010; Lyons, Kaufman, and Rima 2015; Parent and 
Alquist 2016). The reason for more maladaptive behaviors among 
entity theorists appears to be disbelief in their personal ability to suc-
cessfully engage in healthful behaviors and change their body weight 
(Ehrlinger et al. 2017). 

We test whether the elicitation of pride from past achievements 
can serve as an intervention to promote healthful behaviors among 
entity theorists. In two studies, we examined the effect of pride recall 
based on different events – related and unrelated to the health domain 
– on entity theorists’ food choice healthiness. We also examine how 
such pride recall affects food choice healthiness among incremental 
theorists.

We propose that pride recall has different motivational conse-
quences for incremental versus entity theorists due to their tenden-
cies to orient towards effort versus ability, respectively as dominant 
explanation for successful weight management. Incremental theo-
rists tend to attribute success or failure to sufficient or insufficient 
expenditure of effort, whereas entity theorists tend to attribute suc-
cess and failure to their ability to control their body weight thereby 
discounting the role of effort (see Hong et al., 1999). Owing to their 
tendency to attribute prior success to sufficient levels of ability, pride 
may serve as a validation of entity theorists’ ability to successfully 
pursue a long-term goal. We hypothesize that pride will promote 
healthy food choices among entity theorists irrespective of wheher 
pride is related (a healthy food choice) or unrelated (a smart spend-
ing decision) to the health domain – the source of pride should not 
matter.

However, among incremental theorists the source of pride 
should matter. Although pride can signal the importance of achieve-
ment within a given domain (Hofmann and Fisher 2012) – people 
deduce from their feeling of pride that they value achievement – 
pride can also serve as a justification for self-reward after achieve-
ment (Salerno, Laran, and Janiszewski 2015; Wilcox, Kramer, and 
Sen 2011). A pride experience that is unrelated to the health domain 
may only signal a prior successful expenditure of effort without re-
inforcing the perceived desirability of achievement within the health 
domain. As such, we hypothesize that only health-related, but not 
health-unrelated pride will promote food choice healthiness among 
incremental theorists

Hypothesis 1:  The recall of a pride experience related to past 
healthful behaviors will increase subsequent en-
gagement in healthful behavior compared to a 
situation when no pride is experienced, irrespec-
tive of implicit theories.

Hypothesis 2:  Among those with stronger incremental theories, 
the recall of a pride experience unrelated to past 
healthful behaviors will decrease subsequent en-

gagement in healthful behavior compared to a 
situation when no pride is experienced.

Study 1 was conducted online using Mturk (N = 282). To elicit 
pride, participants either wrote about recent healthy consumption de-
cision (health-related pride), or recent spending decision that allowed 
them to save money (health-unrelated pride), or described what their 
regular day looks like (control condition; see Salerno et al. 2015). As 
measure of food choice healthiness, each participant received seven 
virtual lottery tickets to allocate between either of the two prize pack-
ages – an indulgent “candy box” versus a relatively healthier “fruit 
and nut box”. Implicit theories of body weight were measured as a 
continuous moderator (Levy, Stroessner, and Dweck 1998). 

We find support for a non-significant interaction between im-
plicit theories and health-related pride (b = 1.49, SE = .14, p = .296). 
Participants in the health-related pride condition were significantly 
more likely to prefer the fruit and nut box over the candy box, ir-
respective of their implicit theories, providing support for H1. Sup-
porting H2, we find a significant interaction effect between spending-
related pride and implicit theories (b = -.29, SE = .14, p = .029) – in 
the spending-related pride condition, preference for the fruit and nut 
box decreased with stronger incremental theories.

Study 2 was conducted in the lab (N = 183) using the same 
emotion induction task. As measure of food choice healthiness, par-
ticipants made a real snack choice between an indulgent caramel 
chocolate bar versus a relatively healthier oat biscuit with raisins. 
Implicit theories of body weight (Burnette 2010) were measured as a 
continuous moderator as part of an unrelated study prior to the emo-
tion induction task.

Replicating findings from Study 1 and supporting H2, we again 
find a significant interaction between spending-related pride and im-
plicit theories of body weight (b = -1.05, SE = .44, p = .016) in Study 
2. However, contrary to our expectations, we find directional support 
for an interaction between health-related pride and implicit theories 
(b = -.74, SE = .47, p = .116), thus providing no additional support for 
H1. Follow-up spotlight analysis suggests that the recall of health-
related pride only increases food choice healthiness for entity (b = 
1.64, SE = .62, p = .008), but not for incremental theorists (b = .26, 
SE = .55, p = .643).

Overall, our findings suggest that health-related pride may be 
the more suitable motivational tool compared with health-unrelated 
pride. Across two studies, we find that health-unrelated pride experi-
ences instill reward-seeking behavior among incremental theorists, 
whereas health-related pride boosts entity theorists’ motivation to 
engage in weight management practices without diminishing incre-
mental theorists’ motivation. This research contributes to the grow-
ing stream of literature studying how implicit theories affect health-
related outcomes (e.g., Burnette and Finkel 2012; Lyons et al. 2015; 
Thai et al. 2018). Contrary to the prevailing notion that incremen-
tal theories are more adaptive with regards to many aspects of the 
self-regulation process than entity theories, our research reveals that 
incremental theorists may suffer from a higher potential to engage 
in self-indulgence after past achievements. Our research also points 
to a more nuanced picture of the emotion pride by suggesting that 
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whether pride is beneficial for goal-directed behavior in a focal do-
main depends on both its source and the lay beliefs of the individual.
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EXTENDED ABSTRACT
Recent work by Price and her colleagues (2018) introduced the 

“fresh start mindset,” defined as a belief that people can make a new 
start, get a new beginning, and chart a new course in life, regard-
less of past or present circumstances. Their research, theoretically 
grounded in neoliberalism and conducted in the U.S., established a 
valid and reliable scale to measure the fresh start mindset and docu-
mented that the fresh start mindset is associated with greater con-
sumer engagement in transformative (e.g., budget-related and health-
related) activities, as well as greater support of charities aimed at 
transforming lives of disadvantaged populations (e.g., at-risk teens 
and veterans). Price et al. (2018) argued that the fresh start mindset is 
linked to liquid modernity, where consumer identity is multi-faceted 
and fluid within a global environment (Bauman 2001), suggesting 
that the fresh start mindset may not be restricted to the U.S., but 
rather manifest more broadly within the global consumer culture 
paradigm and beyond neoliberal Western societies. 

The overarching purpose of this research is to situate the fresh 
start mindset within a broader global context. To that end, our re-
search agenda is four-fold, and we conduct our empirical investiga-
tion in three countries (U.S., Mexico, and Russia; see method for 
rationale of choice for these countries). First, we seek to establish 
the fresh start mindset scale (FSM) as a valid and reliable measure 
cross-nationally; we expect to replicate the findings of Price et al. 
(2018) related to the fresh start mindset nomological network. Sec-
ond, within the globalization and consumer culture paradigm and 
across countries, we examine the relationship between the fresh start 
mindset and measures related to global consumer culture. Specifi-
cally based on links to liquid modernity, we posit that the fresh start 
mindset has a positive relationship with expressions of global con-
sumer culture, including global identity, global citizenship through 
global brands, and consumer environmental consciousness (Steen-
kamp and de Jong 2010; Strizhakova and Coulter 2013; Strizhakova, 
Price, and Coulter 2008; Zhang and Khare 2009), and a negative 
relationship with consumer ethnocentrism as an expression of local 
consumer culture (Steenkamp and de Jong 2010). Third, we exam-
ine select psychographic variables linked to global consumer culture 
(i.e., travel abroad, social media use, religion) as predictors of the 
fresh start mindset. Finally, we evaluate the fresh start mindset as a 
predictor of several brand-related outcomes, such as attitudes toward 
global brands, choices of global (over local) brands in a traditional 
local category of food, and involvement with global/glocal consumer 
culture.

Method
In exploring the fresh start mindset within the broader glob-

al arena, we included the U.S. as a “baseline” country. We chose 
Mexico and Russia as countries for investigation because they are 
linked to the U.S. as trade partners and provide variance on cultural 
traditions. As related to U.S. trade partners, Mexico ranked second 
($235.7 million), China ranked third ($116 million), and Russia 
ranked twenty-fourth ($16.4 million) (“Top U.S. Trade Partners” 
2016). Countries from the emerging markets have emerging global 
consumer cultures (Zhao and Belk 2004), and are marked by stronger 
cultural traditions grounded in family, collectivistic values (in con-
trast to the U.S.), as well as varying strnegth of their religious tradi-

tions. Christianity, however, is the dominant religious across all three 
countries. The U.S., often seen as the “land of opportunity,” reports 
immigrants (1990 to 2014) from Mexico (11.7 million), China (2.5 
million) and Russia (.5 million) (Zeigler and  Camarota 2016). 

We collected data using an online survey with Qualtrics panels 
in the U.S. (n = 300, Mage = 33), Mexico (n = 305, Mage = 31) and 
Russia (n = 310, Mage = 32); gender was evenly split in each coun-
try. Included in the survey were established scales (all seven-point 
Likert items) measuring: the fresh start mindset (six items; Price 
et al. 2018), growth mindset (four items; Dweck 2006), optimism 
(four items; Scheier, Carver, and Bridges 1994), future focus (four 
items; Shipp, Edwards, and Lambert 2009), desire for a fresh start 
(three items, Price et al. 2018), self-perceptions of being capable to 
get a fresh start (three items, Price et al. 2018), global identity (seven 
items; Strizhakova and Coulter 2013), global citizenship through 
global brands (three items; Strizhakova, Coulter, and Price 2008), 
environmental consciousness (seven items; Haws, Winterich, and 
Naylor 2014), and consumer ethnocentrism (four items, Shimp and 
Sharma 1987). Participants responded to questions assessing travel 
aboard (“Within the past two years, how many times have you trav-
eled outside of [country]?”, social media usage (“Please indicate your 
level of activity with social media, e.g., Facebook, Twitter, Instagram 
and other sites” 1= not at all active/ 7 = very active), and religion 
(“which of the following describes your religious affiliation? Chris-
tian, Islam, Buddhism, Judaism, Hinduism, Nonreligious/secular).

In relation to our dependent variables, we selected four global 
shampoo brands with high market shares across the four markets 
(Euromonitor GMID database: Pantene, L’Oreal, Schwarzkopff, 
Head & Shoulders) and measured consumer attitudes toward these 
brands on a seven-point scale (1 = dislike very much, 7 = like very 
much). We also asked consumers to imagine shopping for yogurt, 
chocolates, and soda and asked them to make a choice among three 
brands; two global brands – one U.S.-based and one non-U.S.-based 
– with the largest market shares across the four countries (Yogurt: 
Yoplait, Dannon; chocolates: Hershey’s, Ferrero; soda: Coca Cola, 
Mirinda) and the national brand with the largest market share in the 
country (Euromonitor GMID database). As a measure of consumer 
involvement with glocal consumer culture, participants responded to 
Steenkamp and de Jong’s (2010) brand involvement; for analyses, we 
merged responses that chose brand involvement with global, glocal, 
and national culture and contrasted them with those who expressed 
no brand involvement (averaged 15%-16% across countries). 

Results
First, we examined FSM across countries. The model fit (CFA, 

AMOS 24) is acceptable (χ2 /df = 3.35, CFI = .98, TLI = .96, RM-
SEA < .05), and the scale achieved partial metric and scalar invari-
ance (Steenkamp and Baumgartner 1998). Cronbach’s α for FSM for 
each county ranges from .89 in Mexico to .93 in the U.S. Our cross-
national comparison indicates that the mean for FSM is stronger in 
Mexico (M = 5.29, z-tests < .001), than in Russia (M = 4.75), and the 
U.S. (M = 4.60). There is no significant difference in FSM between 
Russia and the U.S. Our results indicate that a good fitting model of 
FSM and variables in the nomological network (χ2 /df = 1.76, CFI 
= .94, TLI = .94, RMSEA < .03), and consistent with Price et al. 
(2018), FSM has strong positive relationships with the growth mind-
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set, optimism, future focus, desire for a fresh start and perceptions of 
being capable of a fresh start in all four countries (see table). Desire 
for a fresh start was lowest in the U.S. and highest in Mexico.

Second, consistent with our expectations, FSM is positively 
(significantly) related to global identity, global citizenship through 
global brands, and environmental consciousness in all countries. In 
contrast to our expectation, FSM has no significant relationship with 
consumer ethnocentrism (see table).

Third, using regression analyses, we explored the extent to 
which select psychographic variables predict FSM. As expected, 
consistent across countries, social media use is a significant positive 
predictor of FSM (β =.14 (U.S), p < .05; β =.21 (Russia), p < .00;  β 
=.25 (Mexico), p < .001). Consistent with Price et al. (2018), Chris-
tian beliefs (Mexico: β = .17, p < .01; Russia: β =.16, p < .01; U.S.: 
β =.17, p < .01) is a significant positive predictor of FSM. Travel 
abroad was a significant predictor in Mexico (.13, p < .05) and mar-
ginally significant in Russia (.10, p < .09) but not a significant pre-
dictor in the U.S. (p > .10).

In relation to predictive validity of FSM in related to brand-
related outcomes (see table), across countries FSM is a significant 
positive predictor of consumers’ more positive attitudes toward glob-
al brands across all countries. FSM is also a significant positive pre-
dictor of consumer involvement with global/glocal consumer culture 
through brands and global brand choices of food products in the U.S. 
and Russia; its effects on involvement and global brand choices are 
positive but marginally (p < .08) significant in Mexico. 

Discussion
Our research makes significant contributions to emerging re-

search on transformative consumer research in the global arena. We 
support Price et al.’s (2018) proposition that the fresh start mindset 
is linked to global consumer culture, globalization and liquid mo-
dernity. Consumers appear to embrace this believe in markets that 
do not have traditional neoliberal Western roots. We further validate 
the fresh start mindset scale across two emerging markets – Mexico 
and Russia – with varying level of economic development, religious 
beliefs, socio-historical-cultural traditions. The fresh start mindset 
scale is reliable across markets and exhibits partial metric and scale 
invariance, which allows to compare it across consumers in these 
markets. Specifically, we observed consumers in Mexico exhibiting 
the highest and significantly different levels of the fresh start mindset 
versus consumers in other countries. Our findings support relation-
ships of the fresh start mindset with other variables in its immediate 
nomological network – growth mindset, optimism, future temporal 
focus, desire for a fresh start and being capable of a fresh start. Inter-
estingly, relationships between the fresh start mindset and desire for 
a fresh start was stronger in our emerging markets than the U.S. Im-
portantly, we have positioned understanding of the fresh start mind-
set within the global consumer culture and its relevant constructs. 
Indeed, the fresh start mindset has significant positive relationships 
with other variables linked to global consumer culture, such as global 
identity, global citizenship through global brands and environmental 
consciousness (Steenkamp and de Jong 2010; Strizhakova and Coul-
ter 2013). Effects between the fresh start mindset and consumer eth-
nocentrism were non-significant in our countries. Hence, the fresh 
start mindset is an additional belief that is shared among consumers 
who identify with global consumer culture, globalization processes 
and environmentalism. 

Consistent with other global consumer culture predictions, con-
sumers with a stronger fresh start mindset exhibit greater involve-
ment with global/glocal branding culture, more positive global brand 
attitudes and higher rate of global brand choices. Further, consumers 

with a stronger fresh start mindset are also more likely to use social 
media. Interestingly, similar to Price et al., religion (vs. none) was a 
significant positive predictor of the fresh start mindset. Hence, both 
global consumer culture and a more traditional Christian doctrine are 
likely to contribute to development of consumers’ fresh start mindset 
worldwide.

Our research furthers our understanding the fresh start mindset 
from the global consumer culture perspective, and points to addition-
al opportunities for investigation. Future research should examine 
effectiveness of the fresh start mindset and fresh start messaging in 
encouraging transformative choices in various markets. Examination 
of the fresh start mindset in relation to other global culture constructs, 
such as materialism, social responsibility and ethics, entrepreneur-
ship and other global values offers promising opportunities for en-
riching both transformative consumer research and globalization 
theories. Our predictive network primarily focused on global culture 
constructs, but future research might further investigate relationships 
between the fresh start mindset and other localization-based beliefs, 
including, for example, fate, class structures, and nostalgia. 
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EXTENDED ABSTRACT
Despite the ubiquitous presence of spillover effects in consum-

ers´ lives and their indisputable influence on consumers´ perceptions, 
attitudes, and choices (e.g., Votola & Unnava 2006; Ahluwalia & 
Gurhan-Canli 2000; Cleeren, Van Heerde & Dekimpe 2013), research 
on the impact of spillover effects on competing brands is scarce. The 
product-harm crisis literature reveals that spillover effects may also 
occur between directly competing brands. Yet, the product-harm cri-
sis spillovers concern the effects of extremely negative information 
about one brand. This makes is difficult, if not impossible, to gen-
eralize these findings to daily situations where consumers perceive 
products in a product assortment (e.g., in a supermarket). Although, a 
few studies examine the external sources of spillover effects, such as 
advertising of a brand (Sahni 2016; Janakiraman, Meyer & Morales 
2006; Heilman, Nakamoto & Rao 2009) to competitors, these find-
ings also do not translate to daily in-store situations.

The present research proposes that direct exposure to product 
attributes at an in-store comparison of products in a product assort-
ment may already generate competitive spillover effects (see figure 
1). Anagnostou, Ingenbeek & van Trijp (2015) find that the intro-
duction of a new sustainable brand decreases perceptions of a brand 
which consumers regularly buy. Inspired by these findings, we sug-
gest that the introduction of a new attribute (sustainability) by one 
product (e.g., with information on the packaging) decreases consum-
ers attitudes towards brands competing in the same product category. 
Current understanding of the impact of spillover effects on consum-
ers´ attitudes and choices rather follows the traditional atti tude theo-
rist approaching attitudes as self-reported cognitive processes (Ajzen 
& Fishben 1977). Following this logic, attitude should translate into 
a decrease in consumers´ actual choices for these competitors. How-
ever, dual-process theories suggest that there are two distinct men-
tal processes underlying consumers attitudes; rational and intuitive 
(e.g., Epstein 1994; Fazio 1990; Kahneman 2003). Some even posit 
that most of real-life decision-making is dominated by automatic 
processes (Lindsey & Jacoby 1994; Kahneman 2011). Therefore, we 
propose that the spillover effect from the introduction of a new at-
tribute on competing products has an underling intuitive mechanism. 
More specifically, we argue that when consumers notice the new at-
tribute on one product, they will engage in a verification search to 
examine how competing brands perform on this new product attri-
bute. As competing brands will not convey information about their 
performance concerning the new product attribute, consumers will 
subsequently draw negative inferences about the competing brands, 
thereby negatively affecting both attitude formation and product 
choice for competing brands.

In two eye-tracking studies, we demonstrate that the introduc-
tion of a new attribute (sustainability) by one product indeed nega-
tively spills over to consumers´ choices for competing products, and 
we uncover the underlying cognitive and intuitive mechanism. The 
objective of the two future studies (study 3 and study 4) is to test 
alternative explanations for our core effects. 

Study 1 (n=170) examined our basic premise combining eye-
tracking with self-reported measures and explores the moderating 
role of price. We tested our predictions in a between-subject de-

sign, in the context of one product category (pasta). Main dependent 
variables were choice, attention (in terms of fixation durations and 
fixation counts), and attitudes. Participants were randomly allocated 
to an assortment of eight products, with target product having an 
organic label, sold at regular price (Label-regular price), or having 
an organic label, sold at premium price, or having no label (Label-
premium price), sold at regular price (control condition). Participants 
were first asked to choose one product from the assortment while 
their eye movements were recorded. Then, they evaluated target 
product next to one competing product. Consistent with our pre-
dictions, study 1 finds that the information about the new attribute 
increases visual attention towards competitors, decreases attitudes 
towards competitors, and decreases choice likelihood for competi-
tors in the same product category. This effect weakens when the new 
attribute is introduced at the premium price (vs regular price). 

The aim of study 2 (n=225) was to seek further evidence for the 
effect of the introduction of a new sustainability attribute to atten-
tion and choices for competing products and to extend findings from 
study 1 to more product categories. Due to a large variance in atten-
tion between individuals, the presence (vs absence) of the organic 
label was manipulated within-subjects. The evidence for the effect 
of introduction of the label on attention and choices for competing 
products in study 1 was limited to a relatively small sample, as only 
37% in Label-regular price, and 36% in Label-premium price condi-
tion noticed the cue. To ensure enough data of consumers who pro-
cessed the information about new attribute, the salience of this infor-
mation was increased by adding a priming task, and by reducing the 
number of available products to six alternatives per product category. 
Results of study 2 replicated the findings from study 1 that noticing 
the information about the new attribute information increases visual 
search for competing products and decreases the choice likelihood 
for these competitors across six food product categories.

The present research makes essential contributions to the re-
search on spillover effects, and generates practical knowledge for 
marketers, packaging designers, and new product developers. First, 
we identify a new source of competitive spillover effects that has 
not been considered before. An introduction of a new product attri-
bute through product cues of may already affect attitudes and choices 
for competing products. This opens a new area of possible causes of 
spillover effects for future research. Second, we demonstrate new 
insights into the mental processes underlying spillover effects. It ap-
pears that competitive spillover effects on choice are mediated by 
attention. Thereby we show that the mechanism behind the spillover 
effects can operate in more autonomous manners, providing a new 
perspective to the research on spillovers in general. This perspective 
is especially important in times when limiting our understanding of 
constructs in consumer research to conscious processes is increas-
ingly criticized and calls for more research beyond cognition are 
made (e.g. Williams & Poehlman 2016; Dijksterhuis, Knippenberg, 
Holland & Harm Veling 2014; Evans 2014). 
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EXTENDED ABSTRACT
Advertising uses language in its messaging, which includes 

both content and style (Norton, 1978; Schindler & Bickart, 2012). 
In charitable advertising, the content of such messages remains rela-
tively constant, generally consisting of information about the charity 
and a request of readers to donate. What can change about the mes-
sage is the style. Style in language is that aspect of communication 
that is intended to state information with varied expression (Labov, 
1972). Formal style includes word choice and structure that adheres 
carefully to standard grammatical form. Informal (or colloquial) 
style, on the other hand, includes characteristics that follow everyday 
conversational norms which differ based on social context (Grice, 
1975; Heylighen & Dawaele, 1999). Given that people use differ-
ent styles to communicate dependent on context (Joos, 1961), we 
expect that formality would not be received in the same way in every 
context. One aspect of social context which makes language style so 
critical is the social distance between individuals. This is because the 
information inherent in the style adopted by the communicator helps 
the audience infer meaning (Halliday, 1985; Poynton, 1985). 

The purpose of a charitable ask is a sincere request to help oth-
ers in need. Therefore, we would expect that when formal language 
is used, communication would focus on the core, informational con-
tent. This, we contend, would be more persuasive than colloquial 
language because it is more precise. We further posit that such a 
tactic would be contingent on the audience or the social context of 
communication. When individuals share contextual knowledge (i.e. 
when communicating to friends or family), they tend to use collo-
quial language (Grice, 1975; Heylighen & Dawaele, 1999). This is 
because such language can reinforce social closeness (Fitzsimons & 
Kay, 2004). However, when individuals share less contextual knowl-
edge (i.e., when communicating to distant acquaintances or strang-
ers), formal language is preferred (Joos, 1961). In two experiments, 
we provide evidence that the effectiveness of formality on donations 
depends on social distance. We operationalize formality by adapt-
ing real-world charitable appeals for wildfires (Study 1) and heart 
disease (Study 2) and show that formality is differentially persuasive 
based on the social distance of who prompts the charitable ask (Study 
2).

Study 1 examined the differential effect of formal vs. colloquial 
language on willingness to donate. Participants (N = 57) completed a 
2 (appeal language: formal vs. colloquial) between-subjects experi-
ment. They were asked to evaluate a charitable appeal written in ei-
ther a formal or colloquial language style. After viewing the appeals, 
participants indicated their charitable support (Greitemeyer & Sa-
gioglou, 2018) and willingness to donate (in US dollars; Strahilevitz 
& Myers, 1998). A manipulation check indicated that the language 
style manipulation worked as intended (p < .001). As hypothesized, 
participants were more likely to demonstrate support for the char-
ity when presented with the formal (vs. colloquial) appeal (p < .05). 
Participants also indicated a marginally greater willingness to donate 
when they viewed the formal appeal rather than the colloquial appeal 
(p = .07). 

This study provides initial evidence that formality of appeal 
language increases participants’ willingness to give to a charitable 
cause. In the next study, we investigate the role of social distance in 
how it could moderate the effect of language on intention to donate. 

How formality is received is based on social context (Grice, 1975). 
Formality is a strategy used to maintain social distance (Levin, Giles, 
& Garrett, 1994). We therefore expect that a variation in language 
would influence donation intent based on the social context in which 
the donation is introduced. 

Study 2 examined the role of social distance as a moderator of 
the effect of language on donation intentions. Participants (N = 320) 
completed a 2 (appeal language: formal vs. colloquial) × 3 (social 
distance: self vs. close other vs. distant other) between-subjects ex-
periment. They were told that they were reviewing a cause either 
because they were considering donation (self), one of their friends 
had asked them to review information on the cause (close other), or a 
person named Alex, a distant connection on their favorite social me-
dia site, had asked them to review information on the cause (distant 
other). Manipulation checks indicated that the formality and social 
distance manipulations worked as intended (ps < .002). As predicted, 
there was a significant interaction (p < .01). Specifically, participants 
were more willing to donate when presented with the formal (vs. 
colloquial) appeal in both the self and close other conditions (ps < 
.01). However, for the distant other (Alex) condition, formality of 
language style made no difference on willingness to donate (p = .89). 

This study provides further evidence that formality of appeal 
language increased participants’ willingness to give to a charitable 
cause. Importantly, this effect occurs in socially close contexts (i.e., 
when an individual or close other prompts donation considerations). 
Contrary to prior research that suggests consumers are less likely to 
donate in socially distant contexts (Small & Simonson, 2008), we 
find that both formal and colloquial appeals are persuasive when a 
charitable ask comes from an organization recommended by a distant 
other. 

The results of two studies suggest that formal language in a 
charitable ad appeal is more effective than colloquial language, which 
varies based on the social distance of who prompted the individual to 
review the appeal. Study 1 demonstrated that individuals who read 
an appeal written in a formal (vs. colloquial) style were more willing 
to donate to the charitable cause. Study 2 found the social distance 
of who is asking the individual to consider donating moderates the 
effect, such that formal (vs. colloquial) language is only effective 
when the ask comes from an organization recommended by someone 
socially close (i.e., the self or a friend). Importantly, both formal and 
colloquial language are equally persuasive when the ask is prompted 
by a distant other. Our findings provide an initial understanding of 
the role of formality in charitable appeals, but there is much space 
for future research. The first avenue is to investigate the underlying 
process for the effect of formality on donations. 
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EXTENDED ABSTRACT
As the proverb “to look a gift horse in the mouth,” suggests, 

people might question the value of a gift. In a similar spirit, this re-
search examines people’s reaction toward the gains from uncertain 
promotions. Specifically, we investigate whether people question the 
value of the gained discount and transfer it to the promotional brand.  

The perceived attractiveness of a risky outcome is dependent not 
only on the realized outcome, but also on other unattained but plausi-
ble outcomes, aka counterfactual comparison (McMullen, Markman, 
and Gavanski 1995). In certain situations, both upward and down-
ward counterfactual comparisons are simultaneously plausible (e.g., 
a final gain of $10 when $5 and $20 gains were also plausible). Un-
der these circumstances, i.e., when multiple reference points coexist, 
an outcome may be simultaneously perceived as a loss and a gain 
(Kahneman 1992). Note that two types of outcomes are plausible in 
uncertain promotions: the best outcome (“High win”) and any other 
lower-magnitude outcome (“Low win”). We propose that the Low 
win recipients are likely to engage in simultaneous upward (versus 
High win) and downward (versus no-discount) counterfactual com-
parison; and hence, develop a concurrent gain and loss perception.

Simultaneous perception of gain and loss activates respectively 
positive and negative evaluative processes that engender attitude am-
bivalence (Larsen et al. 2004). Accordingly, we suggest an experi-
ence of attitude ambivalence in the recipients of the Low win.

Attitude ambivalence is a bothersome state (Cacioppo, Gardner, 
and Berntson 1997) that reduces the appraisal of the stimulus (Hong 
and Lee 2010; Williams and Aaker 2002). Therefore, we predict that 
an experience of attitude ambivalence in the recipients of a Low win 
results in a less favorable appraisal of the promotional brand.

Study 1 (a field study; N=59 Students), recruited research assis-
tants (RAs) to sell lottery tickets on behalf of a fictitious casino (“El 
Royale”) on the campus of a European school. Each lottery partici-
pant was randomly assigned to either the Low- (26 participants) or 
the High win (33 participants) condition. After participants received 
the prize, their Future Purchase Likelihood for El Royale’s services 
was recorded (1-7 scale).

Study 2A (N=304 MTurkers) used a 4-group (Low-magni-
tude sure-discount vs. High-magnitude sure-discount vs. Low win 
vs. High win) between-subjects design and Chick-fil-A as the pro-
motional brand. The participants of the sure-discount conditions 
received either a $2 or a $12 discount notice, respectively in the 
Low- and High-magnitude conditions. Participants of the uncertain 
conditions played a game to get either a Low- ($2) or a High-win 
($12). Subsequently, all participants reported their Future Purchase 
Likelihood (slider bar: 0-100%).

Study 2B (N=106 Students) employed a 3-group (No discount 
vs. Low win frame vs. High win frame) between-subjects design 
where the offered discount magnitude in both Low and High win 
frame conditions was the same (€1.5) but framed against different 
counterfactuals to convey the discount as Low (€1.5 vs. €9) or High 
(€1.5 vs. 25¢). In addition, Study 2B included a no-discount base-
line condition and used WIND, an e-scooter service, as the stimulus 
brand. The rest of the procedures paralleled those of Study 2A.

The results of the field study provide initial evidence for the 
main effect: receiving a Low win reduces consumers’ stimulus ap-

praisal. Studies 2A and 2B tested the effect in the controlled envi-
ronment of the lab with including distinct control conditions. These 
studies replicated the main effect. Furthermore, Study 2A reveals 
that participants evaluated the brand less (more) favorably when 
they received a Low (High) win than when they received the same 
Low- (High-) magnitude of discount directly. This finding supports 
counterfactual comparison rather than discount magnitude in driv-
ing the results. Study 2B provides additional support for the role of 
counterfactual comparison in driving the results by holding the mag-
nitude of the discounts constant between conditions. Further, Study 
2B reveals that the unpleasantness of the Low win is so intense that it 
forces the Low win to underperform the zero-discount.

Studies 3A and 3B test the proposed mechanism through at-
titude ambivalence, as an affect-laden manifestation of counterfac-
tual comparison, by direct measurement of the mediator. Study 3A 
(N=195 MTurkers) employed a 2-group (Low win vs. High win) 
between-subjects design. Respondents participated in the uncertain 
promotion campaign of CURB, a mobility service (Low win: $2 vs. 
High win: $10). After participants played the game, we measured 
their attitude ambivalence (Russel and Carroll’s method, 1999) and 
Future Purchase Likelihood (slider bar: 0-100%).

Study 3B (N=246 MTurkers) was similar to Study 3A with the 
exception of counterbalancing the measurement order of the media-
tor and the dependent variable, employing different probabilities for 
the wins for robustness check, and using Pizza Hut as the stimulus 
brand.  

Studies 3A and 3B replicated the main effect (i.e., the negative 
effect of the Low win on stimulus appraisal) and documented that at-
titude ambivalence mediates the effect of Promotion Outcome on Fu-
ture Purchase Likelihood (Study 3A: indirect effect=-1.33, SE=.83, 
95%CI=[-3.4245, -.1215]; Study 3B: indirect effect=-2.11, SE=.92, 
95%CI=[-4.3150, -.7303]). Taken together, Studies 3A and 3B show 
that receiving a Low win elicits ambivalent feelings that negatively 
spill over into individuals’ Future Purchase Likelihood of the target 
brand. In addition, Study 3B ruled out the role of measurement order 
in driving the results (Table 1).

This research investigates the effect of uncertain promotions 
on the promotional brand. We show that consumers who receive a 
Low outcome of an uncertain promotion engage in simultaneously 
comparing their attained outcome with the unattained outcomes. A 
comparison of the Low win with a no-discount situation induces 
positive emotions. However, a comparison with a High win results 
in negative emotions. Such a concurrent experience of emotions with 
opposite valences engenders attitude ambivalence. This bothersome 
state, in turn, reduces the brand evaluation. 

This research contributes to the theory by documenting the role 
of attitude ambivalence (as a manifestation of simultaneous upward 
and downward counterfactual comparison) in determining appraisal 
of a promotional brand.

In sum, we suggest that marketers revisit the design of such pro-
motions to ensure that consumer’s perception of prizes is relatively 
uniform, preventing them from developing ambivalent feelings.
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EXTENDED ABSTRACT
From the simplest decisions (“to get a Pepsi or a Coke with my 

meal”!) to the most complicated decisions (“to marry Emma or Lou-
ise!”) are made in the presence of uncertainty. People generally ex-
press an inherent distaste for uncertainty (Tversky and Shafir 1992).

However, uncertainty associated with positive prospects may 
elicit, and prolong, positive feelings (Lee and Qiu 2009) because 
people could derive utility from savoring the expectation of the pros-
pects (Loewenstein 1987).

Considering both views, how do people react toward a brand 
that led to an uncertain event? We investigate this question in the 
context of uncertain promotions. 

Prior research has documented the benefits of uncertainty in 
a variety of domains: consumers’ well-being (Clore and Colcombe 
2003), romantic infatuations (Pennebaker 1997), and motivation 
(Shen, Fishbach, and Hsee 2014). We posit that the utility associated 
with the waiting period of uncertain promotions may induce posi-
tive emotions, specifically excitement, because excitement is an un-
certainty-associated emotion in positive contexts (Lee and Andrade 
2015). Highly intensified emotions (e.g., excitement) exert a strong 
impact on behavior (Loewenstein and Lerner 2003). Therefore, we 
expect the uncertainty-generated excitement to affect individuals’ 
stimulus appraisal positively.

Note that two types of outcomes are plausible in uncertain pro-
motions: the best outcome (“High win”) and any other lower-mag-
nitude outcome (“Low win”). People generally believe that larger 
prospects are less likely to happen than smaller outcomes (Pleskac 
and Hertwig 2014). This uniqueness is a driver of arousal (Ku, Mal-
hotra, and Murnighan 2005), and hence, excitement. Therefore, we 
propose:

Hypothesis 1:  When people await the resolution of uncertainty 
or when they receive an immediate High win, 
they are more likely to evaluate the uncertainty-
associated stimulus more favorably than when 
they receive an immediate Low outcome. 

Hypothesis 2:  The more favorable evaluations described in 
H1 is driven by heightened excitement of people 
during the waiting period or when they receive 
the immediate High win.

Study 1 (N=214 MTurkers) employed a 3-group (Low vs. High 
win vs. Unresolved Uncertainty) between-subjects design. Partici-
pants played the promotional gamble of AppyFizz. Participants in 
the Low/High win conditions received the outcome immediately 
and indicated their Future Purchase Likelihood. Participants of the 
Unresolved Uncertainty condition went through the same procedure 
except that they filled the dependent variable measure before know-
ing the outcome. 

Study 2 (N=113 Student) paralleled the design of study 1 with 
two changes: (1) The stimulus brand changed (CRAX), (2) The prob-
abilities of Low/High win changed for robustness check. 

Study 3 (N=405 MTurkers) was a conceptual replication of the 
previous studies with a familiar brand (Domino’s). This study also 

ruled out several alternative accounts and collected a behavioral de-
pendent variable: sharing personal email ID.

Studies 1-3 consistently found a positive effect of the waiting 
period (and the High win) on the brand evaluation (H1 supported; 
F(2,211)=5.20, p<.01 Study 1; F(2,110)=4.88, p<.01 Study 2; and 
F(2,402)=2.57, p<.08 Study 3). In addition, mediation analysis in 
Studies 2 and 3 showed that excitement mediates the effect. Further-
more, Study 3 replicated the main effect and the mediation model 
with the behavioral dependent variables and ruled out the role of 
arousal and “feeling smart” in explaining the results (Table 1).

We also predict that the recipients of the Low win and those 
who wait for resolution of uncertainty experience mixed emotions 
because while on the one hand, people may detest receiving a low 
win or experiencing uncertainty (Gneezy, List, and Wu 2006); on 
the other hand, they may gain some positive feelings due to a gain 
or because of savoring the expectation of the prospects (Loewenstein 
and Elster 1992).

If not handled, mixed emotions make people experience dis-
comfort, which in turn results in a less favorable stimulus appraisal 
(Williams and Aaker 2002). Nonetheless, people’s ability in handling 
mixed emotions varies as a function of their construal level (Trope 
and Liberman 2000). Specifically, individuals with high-level con-
struals handle their mixed emotions better than those with low-level 
construals (Hong and Lee 2010). Therefore, we propose:

Hypothesis 3:  Compared to those who gain a High win imme-
diately, those who await the resolution of uncer-
tainty and those who receive a Low win immedi-
ately may experience psychological discomfort, 
that in turn, negatively affects their stimulus 
evaluation. This mediating path happens only 
for individuals with low-level construals. 

On a related note, people’s experience of happiness may also 
vary as a function of their construal level. Specifically, excitement, as 
one type of happiness, is a high-level construal emotion (Mogilner, 
Aaker, and Kamvar 2011). Thus: 

Hypothesis 4:  The mediation path through excitement, H2, 
happens for individuals with high-level constru-
als.

Study 4 (N=305 MTurkers) used a 3 (Low vs. High win vs. 
Unresolved Uncertainty) × Construal level (measured) between-sub-
jects design. Respondents participated in Uber’s promotional game. 
Low/High win conditions saw the outcome immediately. Then, we 
measured their mixed emotions (Russel and Carroll’s method, 1999), 
discomfort (Williams and Aaker 2002), excitement, Future Purchase 
Likelihood, and construal level (Vallacher and Wegner 1989). Par-
ticipants of the Unresolved Uncertainty condition went through the 
same procedure except that the measures were collected from them 
before knowing the outcome.

The results show that only at high-level construals, the indirect 
effect through excitement was significant. For concrete mindset indi-
viduals, the indirect effect through psychological discomfort was sig-
nificant. Further analysis demonstrated that the experience of mixed 
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emotions per se does not drive the results. Instead, a failure in han-
dling mixed emotions (psychological discomfort) drives the results.

In this paper, we propose the unresolved uncertainty effect that 
suggests a net positive effect of the waiting period on consumers’ 
appraisal of the stimulus. We find that individuals with high-level 
construals experience heightened excitement during the waiting pe-
riod. Excitement, in turn, affects their evaluation of the uncertainty-
associated stimulus positively. Those with low-level construals fail 
to handle their mixed emotions. This failure results in psychological 
discomfort and spills over into their stimulus appraisal negatively.

This research contributes to the theory by showing that people 
form an evaluation of the stimulus that created an uncertain event 
and by detailing how people feel during the period they live with the 
uncertainty: excited and/or uncomfortable depending on their con-
strual level.

REFERENCES
Clore, Gerald L and Stanley Colcombe (2003), “The Parallel 

Worlds of Affective Concepts and Feelings,” The psychology 
of evaluation: Affective processes in cognition and emotion, 
335-69.

Gneezy, Uri, John A List, and George Wu (2006), “The Uncertainty 
Effect: When a Risky Prospect Is Valued Less Than Its Worst 
Possible Outcome,” The Quarterly Journal of Economics, 121 
(4), 1283-309.

Hong, Jiewen and Angela Y Lee (2010), “Feeling Mixed but Not 
Torn: The Moderating Role of Construal Level in Mixed 
Emotions Appeals,” Journal of Consumer Research, 37 (3), 
456-72.

Ku, Gillian, Deepak Malhotra, and J Keith Murnighan (2005), 
“Towards a Competitive Arousal Model of Decision-Making: 
A Study of Auction Fever in Live and Internet Auctions,” 
Organizational Behavior and Human Decision Processes, 96 
(2), 89-103.

Lee, Chan Jean and Eduardo B Andrade (2015), “Fear, Excitement, 
and Financial Risk-Taking,” Cognition and Emotion, 29 (1), 
178-87.

Lee, Yih Hwai and Cheng Qiu (2009), “When Uncertainty Brings 
Pleasure: The Role of Prospect Imageability and Mental 
Imagery,” Journal of Consumer Research, 36 (4), 624-33.

Loewenstein, George (1987), “Anticipation and the Valuation of 
Delayed Consumption,” The Economic Journal, 97 (387), 
666-84.

Loewenstein, George and Jon Elster (1992), “Utility from Memory 
and Anticipation,” Choice over time, 213-34.

Loewenstein, George and Jennifer S Lerner (2003), “The Role of 
Affect in Decision Making,” Handbook of affective science, 
619 (642), 3.

Mogilner, Cassie, Jennifer Aaker, and Sepandar D Kamvar (2011), 
“How Happiness Affects Choice,” Journal of Consumer 
Research, 39 (2), 429-43.

Pennebaker, James W (1997), Opening Up: The Healing Power of 
Expressing Emotions: Guilford Press.

Pleskac, Timothy J and Ralph Hertwig (2014), “Ecologically 
Rational Choice and the Structure of the Environment,” 
Journal of Experimental Psychology: General, 143 (5), 2000.

Russell, James A. and James M. Carroll (1999), “On the Bipolarity 
of Positive and Negative Affect,” Psychological bulletin, 125 
(1), 3-30.

Shen, Luxi, Ayelet Fishbach, and Christopher K Hsee (2014), 
“The Motivating-Uncertainty Effect: Uncertainty Increases 
Resource Investment in the Process of Reward Pursuit,” 
Journal of Consumer Research, 41 (5), 1301-15.

Trope, Yaacov and Nira Liberman (2000), “Temporal Construal 
and Time-Dependent Changes in Preference,” Journal of 
personality and social psychology, 79 (6), 876.

Tversky, Amos and Eldar Shafir (1992), “The Disjunction Effect 
in Choice under Uncertainty,” Psychological science, 3 (5), 
305-10.

Vallacher, Robin R. and Daniel M. Wegner (1989), “Levels 
of Personal Agency: Individual Variation in Action 
Identification,” Journal of personality and social psychology, 
57 (4), 660-71.

Williams, Patti and Jennifer L Aaker (2002), “Can Mixed Emotions 
Peacefully Coexist?,” Journal of Consumer Research, 28 (4), 
636-49.



728 
Advances in Consumer Research

Volume 48, ©2020

Circular Disposal Increases the Value of Products More Than Linear Disposal
Anna Tari, Boston University, USA

Remi Trudel, Boston University, USA

EXTENDED ABSTRACT
A viable alternative to a linear economy (i.e., where we take 

resources, produce, consume and ultimately waste), is a circular 
economy. A circular economy is a “closed loop” model where sys-
tems are designed so that products flow back into the cycle after use 
(i.e., through recycling, donating, and reselling) to minimize waste 
generation (Stahel 2016). A circular strategy presents a fundamental 
shift in thinking for firms and consumers, where consumers are re-
quired to think of disposal at acquisition and be active in “closing the 
loop”. We suggest that considering disposal at point of purchase will 
influence consumers’ valuation of products. We report four experi-
ments demonstrating that a higher value is ascribed to products that 
will be disposed of through a circular means (i.e. recycling, donating, 
reselling) in comparison to a linear means (i.e. trashing). 

Prior literature shows that people are strongly averse to creating 
waste (Arkes 1996; Donnelly, Lamberton, Reczek and Norton 2017; 
Trudel and Argo 2013; Winterich, Reczek and Irwin 2017) and that 
not being wasteful can also evoke positive self-conscious emotions 
(e.g. feelings of pride) (Sun and Trudel, 2017). We know that people 
may experience negative self-conscious emotions (e.g. guilt, shame, 
and embarrassment; Lewis 1997; Tracy and Robins 2004) when they 
purchase products that are not fully utilized (Bolton and Alba 2012). 
In particular, Arkes (1996) found that participants expressed nega-
tive emotion when paying for products that were not fully utilized 
(e.g. only using two of a three-pack). In line with these results, we 
propose that consumers will feel more pride in making a circular 
disposal decision and in turn less guilt in spending resources because 
they avoid being wasteful and are able to more fully utilize a product 
that is disposed through circular (recycle, donate or resell) vs. linear 
means (trash).

Studies 1A-1E (N=1,955) showed preliminary evidence of the 
main phenomenon. Participants read a scenario that contained infor-
mation about a product they were about to purchase. In a 4-cell be-
tween-subject design, participants read information about how they 
thought they were going to dispose of the product when they no lon-
ger needed it, thinking they were either going to dispose it through 
a circular (i.e., recycle, donate, resell) or a linear means (i.e., trash). 
Participants stated their willingness to pay for the product. Across all 
studies, participants were willing to pay more for the product when 
they were going to dispose it of through circular vs. linear means 
(all ps < .05). This effect was robust across domains (i.e., table, sofa, 
jacket, hoodie) and in an incentive compatible experiment.

Study 2 (N=426) sought to provide further evidence of the hy-
pothesized effect of anticipated disposal behavior on product valua-
tion, and used an analysis of mediation to examine the role of pride in 
disposal and guilt in spending resources as the sequential path reveal-
ing the underlying psychological mechanism. The study design repli-
cated that of studies 1A-1E. After participants gave their willingness 
to pay for the product, they rated how proud they felt about disposing 
the product and how guilty they felt about spending resources in the 
product. As predicted, circular disposal led to higher pride in dispos-
al, which made participants feel less guilty about spending resources 
and be more willing to pay for products they thought they were going 
to dispose through circular vs. linear means (βrecycle= 9.53, SE = 3.07, 
95% CI = [4.32; 16.28]; (βdonate= 11.69, SE = 3.69, 95% CI = [5.39; 
19.68]; βresell= 9.29, SE = 2.98, 95% CI = [4.23; 15.86]). The next two 

studies sought to corroborate the mediating role of pride in disposal 
and guilt in spending through moderated mediation.

Study 3 (N=588) sought to provide further evidence for the role 
of pride in disposal in driving guilt in spending and therefore product 
valuation. We reasoned that, if pride in disposal drives product valu-
ation, such effect should be eliminated when consumers’ disposal de-
cision is attributed to external circumstances that the consumer had 
to comply with rather than to the individual’s goodwill. As predicted, 
results of the internal condition (i.e., when the disposal decision 
was attributed to the individual) replicated study 1A-1E, but prod-
uct valuation was similar across disposal conditions in the external 
condition (i.e., when disposal means was determined by government 
regulations).

Study 4 (N=545) examined the role of guilt in spending as psy-
chological mechanism underlying product valuation. We reasoned 
that guilt in spending should decrease when an individual has fi-
nancial incentives to dispose the product in a certain way, such as 
receiving a government rebate for disposing a product. Participants 
were assigned to one of the conditions in a 3 (disposal: trash, recycle, 
donate) x 2 (no incentives vs. incentives). As predicted, the hypoth-
esized effect only manifested when individuals had no economic 
incentives to dispose through a specific means but was eliminated 
when participants had incentives to dispose of the product.

Overall, this research contributes to the literature on product 
valuation (e.g. Atasoy and Morewedge 2018; Carmon and Ariely 
2000; Dommer and Swaminathan 2013; Keinan, Kivetz, and Netzer 
2016; Loewenstein and Kahneman, 1991), by showing what con-
sumers expect to do with a product when they no longer want or 
need it can influence how much they value a product. Moreover, our 
results inform the growing literature on disposal decision making 
and on sustainability (Cialdini et al. 1990; Brough et al. 2016; Gold-
stein et al. 2008; Griskevicius et al. 2010; Luchs et al. 2010; White 
and Simpson 2013; Reczek et al. 2018), by pointing to an important 
outcome of disposal decisions (i.e., product valuation). Lastly, this 
research brings the circular economy into the fold. By doing so we 
hope to introduce some fruitful areas for future research. How does 
a circular strategy influence a brand, self-brand connection, product 
quality perceptions, price-fairness perceptions and other spillover 
sustainable behaviors?  Because circular products or made of “others 
waste”, it is possible, even likely to affect some the factors men-
tioned. 
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Food Sharing Reduces Perceived Consequences of Caloric Intake
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EXTENDED ABSTRACT
There has been a growing trend toward food sharing as means 

of portion control. Brands such as M&M’s, Snickers, and Skittles 
released “sharing size” options, accompanied by overt claims pro-
moting a healthier lifestyle (Mars Official Website 2017). This trend 
was not restricted to junk food. “Shared plate” options became some 
of the most popularized restaurant menu items (National Restaurant 
Association 2018). Yet, despite the popularity, obesity rates contin-
ued to climb (Trust for America’s Health 2019). Far from a tool to 
promote portion control, food sharing may be promoting weight gain 
(Wurtman 2011). The goal of this research is to be the first to system-
atically explore why this may be happening.

In exploring the potential link between food sharing and weight 
gain, our first step was to probe whether consuming food shared 
by others was leading consumers to underestimate the caloric in-
take and/or fattening potential of the food item. The rationale was 
twofold. First, obesity research in diverse areas has pinpointed the 
underestimation of caloric content and fattening potential of food 
to be two of the prime drivers behind weight gain (Chernev 2011; 
Lansky and Brownell 1982). Second, testing caloric estimates along-
side fattening judgments allowed us to simultaneously explore two 
possibilities. Fattening judgments, defined as the perceived potential 
for weight gain, is a possible outcome of caloric intake (Ilyuk et al. 
2019). While caloric estimates often go hand in hand with fattening 
judgments, there are cases where people mentally decouple calories 
from fattening potential (cf. Oakes 2006). Thus, whereas one expla-
nation is that people are downplaying their caloric intake, the other 
possibility is that people are downplaying the fattening potential of 
the consumption episode even though they understand their caloric 
intake. Three studies tested these possibilities. The data was analyzed 
using Bayesian analysis methods.

Study 1 (N=140) explored the core prediction that food shar-
ing may be impacting caloric estimates and/or fattening judgments. 
Participants were randomly assigned to one of two between-subjects 
ownership conditions in a 2 (ownership: self, other) × 5 (categorical 
replication: grapes, pizza, M&M’s, French fries, cookies) mixed fac-
torial design. Participants were presented with a picture of each food 
item, and read that the item either belonged to them (self-ownership 
condition) or to their friend (other-ownership condition). Participants 
then imagined a consumption episode with this item. The question-
naire consisted of two randomized items, one capturing caloric es-
timates (open-ended), and the other capturing fattening judgments 
(1=not fattening at all, 9=very fattening). The task was repeated 
across five product categories.

A Bayesian repeated measures ANOVA yielded evidence 
against ownership having a reliable impact on caloric estimates 
(BF10 = 0.48). This suggested that food sharing was not altering 
caloric estimates. However, there is the possibility that people per-
ceiving caloric intake to be less fattening when the food is shared 
by others. Our next analysis explored this possibility. A Bayesian 
repeated measures ANOVA supported the main effect of ownership 
(BF10 = 2.93), such that participants perceived their caloric intake to 
be less fattening when the food was shared by others (M = 4.21) than 
when it was owned by them (M = 4.88). The analysis also provided 
support against the full interaction model (BF10 = .04), suggesting 
that the food sharing reduced fattening judgments across all product 
categories. Overall, these results confirmed that participants judged 

their caloric intake to be less fattening when the food was shared by 
others.

Downplaying fattening potential of food can promote weight 
gain because it may reduce the likelihood that people will correct 
for the extra caloric intake in subsequent choices (cf. Dhar and Si-
monson 1999). Study 2 (N=206) tested this possibility. Participants 
imagined being at a restaurant with a friend, and were exposed to a 
picture of a plate of French fries. Participants read that this plate was 
either ordered by them (self-ownership condition) or by their friend 
(other-ownership condition). After imagining eating 5 individual 
French fries, participants were asked to select the desert alternative 
they preferred (1=definitely the fruit salad, 9=definitely the chocolate 
cake), followed by the same caloric estimate and perceived fattening 
measures as study 1. The caloric estimate and fattening judgments 
mirrored the findings of study 1, suggesting that people are down-
playing the consequences of caloric intake when the food is shared 
by others. The critical question was whether this impacted subse-
quent choice. The analysis confirmed that the calorie-dense desert 
was preferred more in the other-ownership condition (M = 6.93) than 
in the self-ownership condition (M = 6.13; BF10 = 2.68). A frequen-
tist mediation analysis confirmed a significant indirect effect of own-
ership through perceived fattening on desert choice (95% CI: .14, 
1.11). Thus, consuming shared food reduced perceived fattening of 
the first consumption episode, which enhanced the preference for the 
calorie-dense desert.

The defining characteristic of food sharing, and the core ma-
nipulation in our studies, is the lack of ownership over the food item 
that one consumes. Thus, one possibility is that consumers are down-
playing the consequences of caloric intake because they feel a lack 
of ownership over the food item. If true, then one may attenuate the 
bias by altering perceptions of ownership.

Study 3 (N=330) explored this possibility. All participants 
imagined being at McDonalds with a friend. Participants in the self-
ownership (other-ownership) condition read that they (their friend) 
ordered Chicken McNuggets. The critical addition was the “other-
with-psychological- ownership” condition. Like the other-ownership 
condition, participants in this condition read that their friend ordered 
the Chicken McNuggets. However, a classic psychological owner-
ship manipulation was deployed to accentuate felt ownership over 
the food (Friedman 2010). The analysis showed a clear difference 
in fattening judgments (BF10 = 20.24). Fattening judgments were 
lower in in the other-ownership condition (M = 5.34) than in the 
psychological-ownership condition (M = 5.86; BF10 = 1.56), which 
was marginally lower than the self-ownership condition (M = 6.29; 
BF10 = 1.35). Thus, we were able to attenuate the biased fattening 
judgments by increasing felt ownership.

In contrast to the health benefits touted by companies, the cur-
rent article shows that consumers are downplaying the fattening po-
tential of consumption episodes when engaging in food sharing.
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Firing Founders that Behave Badly:Effects of Morality  
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EXTENDED ABSTRACT
When a company’s founder engages in ethical misconduct, the 

company decides to fire the founder in hopes that the brand’s reputa-
tion is maintained and that the company can recover from the finan-
cial losses. Specifically, 39% of the 89 cases of the CEO departures 
were due to ethical misconduct in 2018, an increase from the record 
of less than a quarter five years ago (McGregor 2019). For example, 
John Schnatter, founder of Papa John’s Pizza, was forced out in the 
wake of his racist comment during a conference call in July 2018 
(Neuman 2018). Jonathan Bush, co-founder and former CEO of 
Athenahealth, was also ousted amid past domestic assault and sexual 
misconduct allegations (Leaf 2018). Recently, McDonald’s CEO 
stepped down after reports emerged that he violated company policy 
by engaging in a consensual relationship with an employee (Yaffe-
Bellany 2019).

However, would the company’s decision to fire an unethical 
founder improve the company’s brand evaluation relative to the com-
pany’s decision to retain him or her? Anecdotally, consumer reac-
tions have been mixed. On the one hand, removing the founder can 
lead to positive reactions because the company has distanced itself 
from the moral violation. On the other hand, consumer reaction can 
be negative because firing the founder can lead consumers to see the 
company as no longer true to its origins. In this paper, we seek to 
provide an answer to the above question by proposing two parallel 
mechanisms (i.e., morality and authenticity) that explain the impact 
of the company’s decision toward the unethical founder on its brand 
evaluation. 

The company’s perceived morality refers to the extent to which 
consumers perceive the company’s intentions to be genuine or in ser-
vice of a set of values (Beverland and Farrelly 2010; Morhart et al. 
2015). Authenticity has been found to be subject to many meanings 
and has been classified into a variety of types (Newman and Smith 
2016). In a recent article, authenticity is organized into three perspec-
tives – authenticity as consistency between an entity’s internal and 
external expressions, authenticity as conformity of an entity to the 
norms of its social category, and authenticity as connection between 
an entity and a person, place, or time as claimed (Lehman et al. 2019). 
The company’s perceived authenticity is presented in the third per-
spective. Specifically, the company’s perceived authenticity refers to 
the extent to which consumers perceive the company to be connected 
to its origin (i.e., the founder). The removal of an unethical founder 
could signal that the brand is committed to upholding a high ethi-
cal standard. Thus, firing (vs. retaining) the unethical founder should 
increase consumers’ brand evaluation through enhanced company’s 
perceived morality. However, the removal of the unethical founder 
could suggest that the company is no longer connected to its origin. 
Consumers tend to define what a product or brand is (i.e., its essence) 
in relation to its origins (Grayson and Martinec 2004; Newman and 
Dhar 2014). Hence, firing (vs. retaining) the founder could hurt the 
brand evaluation due to decreased company’s perceived authentic-
ity. In short, the company’s decision to fire (vs. retain) the unethical 
founder could decrease and concurrently increase consumers’ brand 
evaluation due to decreased company’s perceived authenticity and 
increased company’s perceived morality, respectively (See Figure 1). 
We tested our proposed relationship between the company’s deci-
sion toward the unethical founder, the company’s perceived morality 

and perceived authenticity, and brand evaluation across three experi-
ments.

Empirical Evidence
Study 1. Study 1 tested whether firing an unethical founder 

had a positive effect on brand evaluation relative to retaining him 
or her. Participants first read about a coffee company whose current 
CEO was the founder. They either went on to rate their likelihood of 
purchasing a cup of coffee from the company (control condition) or 
learned that the CEO had physically assaulted someone and was ei-
ther fired (fire condition) or not fired (retain condition) before evalu-
ating the brand. Participants’ brand evaluation in both the fire and 
retain conditions (M = 4.00, SD = 1.34) were significantly lower than 
the control condition (M = 5.41, SD = 1.15.; t(363) = 9.63, p < .001). 
Interestingly, there was no significant difference in brand evaluation 
between the fire (M = 3.97, SD = 1.17) and retain condition (M = 
4.03, SD = 1.50; t(363) = 0.33, p = .75), suggesting that firing the 
unethical founder did not positively impact the company relative to 
retaining. Consistent with our predictions, consumer perceptions of 
the company’s authenticity were directionally higher in the retain 
condition than in the fire condition, despite not being significant. In 
contrast, the company’s perceived morality was significantly lower 
in the retain condition (M = 3.43, SD = 1.51) than in the fire condition 
(M = 3.85, SD = 1.31; t(363) = 2.53, p = .01, d = 0.30). These results 
were suggestive that the opposing forces of perceived morality and 
perceived authenticity might offset the overall positive effect of firing 
the unethical founder on consumers’ brand evaluation compared to 
retaining. Hence, in the next two studies, we explored the boundary 
conditions under which one force drove the company’s decision over 
the other.

Study 2. In study 2, we examined whether the effect of the 
company’s decision toward the unethical CEO on consumers’ brand 
evaluation, the firm’s perceived authenticity, and the firm’s perceived 
morality was moderated by the company’s connection to its origin 
(i.e., CEO as a founder vs. CEO as a non-founder). We manipulated 
whether participants learned that the current CEO was the founder 
versus not the founder of the company, in addition to manipulating 
the company’s decision toward the CEO (fire versus retain). Differ-
ent from the previous study, a sexist comment at work was used as a 
moral violation. We expected that when the CEO was the non-found-
er, the company’s decision to fire (vs. retain) him increased the com-
pany’s perceived authenticity and perceived morality, which led to an 
increase in consumers’ brand evaluation. In contrast, when the CEO 
was the founder, we would observe a competing effect of the two 
mediators. Specifically, the company’s decision to fire (vs. retain) 
him decreased the firm’s perceived authenticity and concurrently in-
creased the firm’s perceived morality, which led to a decrease and 
increase in consumers’ brand evaluation, respectively.

A 2(decision: fire, retain) x 2(connection to origin: founder, 
non-founder) between-subjects ANOVA on consumers’ brand evalu-
ation revealed a main effect of decision, with brand evaluation rated 
higher in the fire condition (M = 4.89, SD = 1.67) than in the retain 
condition (M = 4.34, SD = 1.79; F(1, 354) = 11.32, p = .001, d = 
0.32). There was no significant main effect of connection to origin 
on consumers’ brand evaluation (F(1, 354) = 0.43, p = .51). Addi-
tionally, we observed a significant interaction between decision and 
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connection to origin (F(1, 354) = 7.53, p = .006). Consistent with the 
previous study, in the founder conditions, we observed no significant 
main effect of decision (F(1, 354) = 0.22, p = .64). In contrast, in the 
non-founder conditions, the brand was evaluated more positively in 
the fire condition (M = 5.25, SD = 1.55) than in the retain condition 
(M = 4.34, SD = 1.79; F(1, 354) = 16.54, p < .001, d = 0.54). 

We also observed a significant interaction between decision and 
connection to origin on the firm’s perceived authenticity (F(1, 354) 
= 21.66, p < .001). Consistent with our predictions, in the founder 
conditions, the company was perceived as more authentic in the re-
tain condition than in the fire condition (F(1, 354) = 4.81, p = .03). In 
contrast, in the non-founder conditions, the company was perceived 
as more authentic when the non-founder was fired than when he was 
kept (F(1, 354) = 18.23, p < .001). There was also an interaction 
between decision and connection to origin on the firm’s perceived 
morality (F(1, 354) = 8.23, p = .004). As expected, we observed that 
the company was perceived as more moral in the fire condition than 
in the retain condition across the non-founder (F(1, 354) = 46.96, p < 
.001) and founder conditions (F(1, 354) = 11.87, p = .001).

We then separately tested the proposed parallel mediation mod-
el when the CEO was the founder and when the CEO was the non-
founder (Hayes 2013, model 4). When the CEO was the non-founder, 
we observed significant mediating effects of the firm’s perceived au-
thenticity and perceived morality (indirect effect = 0.41, SE = 0.14, 
95% CI = [.16, .72]; indirect effect = 1.00, SE = 0.25, 95% CI = [.57, 
1.54]). Specifically, firing the non-founder increased both the firm’s 
perceived authenticity and perceived morality, leading to an increase 
in brand evaluation. In contrast, when the CEO was the founder, we 
found competing effects of the firm’s perceived authenticity and per-
ceived morality (indirect effect = -0.18, SE = 0.09, 95% CI = [-.37, 
-.02]; indirect effect = 0.46, SE = 0.15, 95% CI = [.19, .77]). That is, 
firing the founder increased the firm’s perceived morality but at the 
same time decreased the firm’s perceived authenticity, resulting in an 
increase and decrease in brand evaluation, respectively.

Study 3. Using the same moral violation as in study 2, we tested 
whether the effect of the company’s decision on brand evaluation 
was moderated by the founder’s engagement in moral restoration 
(i.e., apology vs. no apology). In addition to the manipulation of the 
company’s decision, we manipulated whether the participants re-
ceived information about the founder’s apology (i.e., apology condi-
tion) or they received no additional information after reading about 
the company’s decision (i.e., no apology condition). We anticipated 
that, given the information about the founder’s apology, firing him 
decreased the firm’s perceived authenticity relative to retaining him. 
That, in turn, resulted in a decrease in consumers’ brand evaluation. 
In contrast, given no information about the founder’s apology, firing 
the founder increased the firm’s perceived morality relative to retain-
ing him, which led to an increase in consumers’ brand evaluation.

A 2(decision: fire, retain) x 2(moral restoration: apology, no 
apology) between-subjects ANOVA on consumers’ brand evaluation 
revealed a main effect of decision, with brand evaluated higher in the 
retain condition (M = 4.48, SD = 1.77) than in the fire condition (M = 
4.06, SD = 1.67; F(1, 387) = 6.41, p = .01, d = 0.24). There was also 
a main effect of moral restoration, with consumers’ brand evaluation 
rated higher in the apology condition (M = 4.46, SD = 1.82) than in 
the no apology condition (M = 4.11, SD = 1.64; F(1, 387) = 3.94, p 
= .05, d = 0.20). Additionally, we observed a significant interaction 
between decision and moral restoration (F(1, 387) = 6.29, p = .01). 
Consistent with the results from the previous studies, when there was 
no additional information about the founder’s apology, we found no 
significant effect of the company’s decision on brand evaluation 
(F(1, 387) = 0.00, p = .99). In contrast, when the was information 

about the founder’s apology, retaining the founder increased con-
sumer’s brand evaluation relative to firing him (M = 4.89, SD = 1.84 
vs. M = 4.01, SD = 1.69; F(1, 387) = 11.99, p = .001, d = 0.50). 

We also observed a significant interaction between decision and 
moral restoration on the firm’s perceived authenticity (F(1, 387) = 
5.60, p = .02). Consistent with our predictions, in the apology con-
ditions, retaining the founder increased the company’s perceived 
authenticity relative to firing him (F(1, 387) = 9.77, p = .002). In 
contrast, in the no apology conditions, we observed no significant 
effect of decision on the company’s perceived authenticity (F(1, 387) 
= 0.02, p = .89). We also found an interaction between decision and 
moral restoration on the firm’s perceived morality (F(1, 387) = 4.47, 
p = .04). Specifically, in the no apology conditions, the company was 
perceived as more moral in the fire condition (M = 4.72, SD = 1.47) 
than in the retain condition (M = 4.12, SD = 1.52; F(1, 387) = 7.64, p 
= .006). However, in the apology conditions, there was no significant 
effect of the company’s decision on the firm’s perceived morality 
(F(1, 387) = 0.09, p = .77).

Similar to study 2, we then separately tested the proposed paral-
lel mediation model when there was information about the founder’s 
apology and when there was none (Hayes 2013, model 4). When 
there was information about the founder’s apology, we observed 
only the mediating effect of the firm’s perceived authenticity but not 
of the firm’s perceived morality (indirect effect = -0.34, SE = 0.15, 
95% CI = [-.68, -.11]; indirect effect = -0.03, SE = 0.11, 95% CI = 
[-.25, .20]). In contrast, when there was no information about the 
founder’s apology, the effect of the firm’s decision on brand evalu-
ation was mediated by the firm’s perceived morality but not by the 
firm’s perceived authenticity (indirect effect = 0.26, SE = 0.11, 95% 
CI = [.07, .50]; indirect effect = 0.01, SE = 0.11, 95% CI = [-.20, 
.24]).

General Discussion
The current paper offers two theoretical contributions. First, 

we extend prior work that emphasizes the important role of authen-
ticity on consumer behavior, by showing that when the origin (i.e., 
founder) of the company is tainted, the company’s decision to fire or 
to retain the unethical founder evokes a tension between the com-
pany’s perceived authenticity and morality. Second, we confirm the 
importance of apology in crisis communication in that an apology 
validates the morality of retaining the founder, who once committed 
a wrongful act. As a result, retaining the founder increases the firm’s 
perceived authenticity relative to firing the founder, which, in turn, 
enhances consumers’ evaluation of the brand.

Our findings provide consistent evidence across the three stud-
ies that firing an unethical founder did not enhance consumer evalu-
ations of the brand relative to retaining the founder. This result was 
suggestive that the opposing effects of the firm’s perceived authen-
ticity and perceived morality might offset the positive impact of fir-
ing the unethical founder on consumers’ brand evaluation relative to 
retaining. Given this finding, we proceeded to explore the boundary 
conditions in which one force drove the company’s decision over 
the other. Specifically, we tested whether the effect of the compa-
ny’s decision on consumers’ brand evaluation was moderated by the 
company’s connection to its origin (study 2) and by the founder’s 
engagement in moral restoration (Study 3). The results from these 
studies offered important implications for practitioners. When the 
unethical CEO was a non-founder, firing him improved both con-
sumers’ perceptions of the firm’s authenticity and morality, leading 
to consumers’ positive evaluation of the brand relative to retaining 
the non-founder. When the founder provides a sincere apology for 
his wrongful act, retaining him increased the firm’s perceived au-
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thenticity relative to firing, thereby enhancing consumers’ evaluation 
of the brand. In future studies, we will continue to explore conditions 
under which companies can manage ethical violations by their lead-
ers by improving either its perceived authenticity or its perceived 
morality.
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EXTENDED ABSTRACT
Packaging design is a common way for companies to enhance 

product appeal (Ampuero and Vila 2006; Underwood, Klein, and 
Burke 2001). Conventional marketing practice typically involves 
adding a set of design elements (e.g., graphics, images, illustrations) 
on packaging to communicate valued product attributes (Rundh 
2009; Underwood and Klein 2002) such as product quality (Un-
derwood and Klein 2002) or product healthiness (Vila and Ampu-
ero 2007). Here, we examine when the use of less can lead to more. 
Specifically, this article examines the consumer response to products 
with simple (vs. complex) packaging designs.

Design simplicity often involves relatively minimal use of de-
sign elements (Agrawal 2019), whereas design complexity involves 
a relatively high number of design elements (Pieters, Wedel, and Ba-
tra 2010). Prior research has primarily examined the influence and 
benefits of general visual complexity on consumer attitudes (e.g., 
Orth, Campana, and Malkewitz 2010; Orth and Crouch 2014; Pieters 
et al. 2010). In this work, we focus on the contrast between overall 
package design simplicity (vs. complexity) on a set of consequential 
product inferences for both consumables and non-consumables in 
the context of consumer packaged goods. Holding constant all other 
information, we propose that a package with a simple (vs. complex) 
design will be more effective at conveying certain valued product at-
tributes such as product quality and healthiness, which, in turn, will 
enhance product valuation and choice. 

We theorize that these enhanced judgments primarily stem from 
the simplicity of the package design leading consumers to draw 
an implicit parallel connecting the design elements on the exterior 
package and the nature of the interior product. As simple packag-
ing keeps visual features on the package to a minimum, we propose 
that consumers are likely to infer that the product’s composition is 
similarly minimal or pure (i.e., has involved little processing or al-
teration) relative to that in complex packaging. We then posit that 
the enhanced perceptions of product purity with simple packaging 
design will increase product valuation and choice through enhancing 
dual inferences of product quality and healthiness.

To test the proposed processes, we first drew from four of the 
six design complexity principles of Pieters, Wedel, and Batra (2010) 
to create the simple (vs. complex) packaging designs: (1) the dis-
similarity of objects, (2) the quantity of objects, (3) the irregularity of 
object arrangement, and (4) the detail of objects. We posit that design 
simplicity is the reduction of these principles. Thus, a simple design 
is one in which the objects used are similar to one another, are low 
in quantity, are regularly arranged, and possess little detail. Using 
their principles, we then developed a novel two-stage process to cre-
ate the packaging designs for both consumable (trail mix) and non-
consumable (hand lotion) products. To ensure the effectiveness of 
our design simplicity manipulation, we tested the two sets of created 
packaging designs for design simplicity perceptions (see table 1, pi-
lot test). These created designs were then used as stimuli across five 
experiments (except for study 3 which used real packaging designs).

EMPIRICAL EVIDENCE
Study 1A. Study 1A tested our proposed processes using the cre-

ated packaging designs for a consumable product (trail mix). Partici-

pants were randomly assigned to view a trail mix in either a simple or 
complex package. They were then asked to assess product valuation: 
How high-end do you think this product is? (1 = Not at all High-end, 
9 = Very High-end); How expensive do you think this product is? (1 
= Not at all Expensive, 9 = Very Expensive). Items were averaged to 
create a composite measure of product valuation (α = .87). 

To capture product purity, participants rated: I think this product 
is pure; I think this product is made from unprocessed materials; I 
think this product is made from unprocessed ingredients; I think this 
product is made from natural materials; I think this product is made 
from natural ingredients (1 = Strongly Disagree; 9 = Strongly Agree). 
Items were averaged to create a composite measure of product purity 
(α = .93).

To measure perceptions of product quality, participants rated: 
To what extent do you think this product is of high quality? (1 = Not 
at all; 9 = Very much). To capture perceptions of product healthiness, 
participants rated: How healthy do you think this product is? (1 = Not 
at all Healthy; 9 = Very Healthy).

As a check for design simplicity, participants rated the same 
item from the pilot test (i.e., How complex do you think the packag-
ing design of this product is? (1 = Simple; 9 = Complex)). To con-
trol for design attractiveness and brand familiarity, participants were 
asked: To what extent do you think the packaging design of this prod-
uct is attractive? (1 = Not at all Attractive; 9 = Very Attractive); To 
what extent do you feel familiar with this product brand? (1 = Not 
at all Familiar; 9 = Very Familiar). Participants completed attention 
checks and demographics.

As expected, the simple package was perceived as less complex 
than the complex package (2.22 vs. 4.93; t(177) = -8.80, p < .001, d 
= 1.33). Furthermore, we found no significant difference in design 
attractiveness (p = .86) or in brand familiarity (p = .61) across condi-
tions.

We found that the trail mix in the simple (vs. complex) pack-
age was seen as higher in valuation (6.26 vs. 5.37; t(177) = 3.34, 
p = .001, d = .50), purer (5.57 vs. 4.69; t(177) = 3.59, p < .001, d 
= .54), higher in quality (6.10 vs. 5.29; t(177) = 2.79, p = .006, d = 
.42), and healthier (6.04 vs. 5.08; t(177) = 4.02, p < .001, d = .61). 
Moreover, we predicted that the trail mix in the simple (vs. complex) 
package would be perceived as purer, which, in turn, would increase 
perceived product quality and subsequent product valuation. Results 
from the serial mediation analysis (Model 6, Hayes 2018) revealed 
that the packaging design had a significant indirect effect on prod-
uct valuation through sequential enhancement in perceived product 
purity and quality (β = .30, SE = .11, 95% CI = [.12, .55]). We also 
found support for our theorizing that the effect of packaging design 
on valuation was explained by the serial process from perceived 
product purity to healthiness (β = .13, SE = .06, 95% CI = [.03, .27]).

Study 1B. Study 1B extended the effects of simple versus com-
plex packaging to a non-consumable product (hand lotion). Par-
ticipants were randomly assigned to view a hand lotion in either a 
simple or complex package. They again rated the following: product 
valuation (α = .94), product purity (α = .94), product quality, and 
product healthiness. The product healthiness item was modified for 
a non-consumable product: To what extent do you think this product 
is good for your health? (1 = Not at all; 9 = Very much). Participants 
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rated the design simplicity of the package, design attractiveness, and 
brand familiarity. Lastly, they completed attention checks and de-
mographics.

As expected, the simple package was perceived as less complex 
than the complex package (2.11 vs. 4.58; t(333) = -11.61, p < .001, 
d = 1.28). We again found no significant difference in design attrac-
tiveness (p = .41) and brand familiarity (p = .22) across conditions.

The hand lotion in the simple (vs. complex) package was seen 
as higher in valuation (5.79 vs. 5.04; t(333) = 3.61, p < .001, d = 
.39), purer (4.57 vs. 4.09; t(333) = 2.74, p = .007, d = .30), higher in 
quality (5.79 vs. 4.98; t(333) = 3.98, p < .001, d = .43), and healthier 
(4.85 vs. 4.33; t(333) = 2.87, p = .004, d = .32). Moreover, results 
from the serial mediation analysis (Model 6, Hayes 2018) revealed 
that the effect of packaging design on valuation was driven by the 
serial process both through purity and quality (β = .26, SE = .09, 95% 
CI = [.08, .45]) and through purity and healthiness (β = .07, SE = .03, 
95% CI = [.02, .14])

Study 2. Study 2 tested our proposed process via both a media-
tion and a moderation approach by directly manipulating perceived 
product purity in addition to measuring the construct. We theorize 
that simple packaging increases perceived product valuation, quality, 
and healthiness because consumers draw an implicit visual parallel 
between the simplicity of the design and the purity of the product’s 
composition. Thus, we reason that if consumers were given infor-
mation about the product’s composition that suggested the interior 
was altered from its original state, then we would expect the posi-
tive effect of simple packaging on perceived valuation, quality, and 
healthiness to attenuate. This is because providing this information 
about the product composition contradicts the implicit parallel made 
between the minimal features of the exterior simple design and the 
purity within.

A 2 (packaging design: simple vs. complex) by 2 (product in-
terior: control vs. altered) between-subjects ANOVA on perceived 
product purity revealed a significant interaction between packaging 
design and product interior (F(1, 463) = 7.91, p = .005, ηp

2 = .02). In 
the control conditions, the trail mix in the simple package was seen 
as purer (5.76 vs. 5.00; F(1, 463) = 11.23, p = .001, d = .45). By con-
trast, in the altered conditions, we found no significant effect of pack-
aging design (2.80 vs. 2.96; F(1, 463) = .44, p = .51, d = .09). There 
was a marginally significant main effect of packaging design (F(1, 
463) = 3.49, p = .06, d = .09) and a main effect of product interior 
(F(1, 463) = 238.06, p < .001, d = 1.40). Of note, we also performed 
the same analysis on design simplicity manipulation check, product 
interior manipulation check, product valuation, quality, and healthi-
ness and found support for our predictions (see table 1, study 2). 

As expected, we observed significant moderated serial media-
tion (Model 83, Hayes 2018) by purity and quality (β = -.45, SE = 
.17, 95% CI = [-.77, -.14]) and by purity and healthiness (β = -.20, 
SE = .09, 95% CI = [-.40, -.05]). In the control conditions, partici-
pants thought the trail mix in the simple package was purer, which, 
in turn, increased quality and valuation (β = .38, SE = .11, 95% CI = 
[.17, .59]). These patterns were replicated in the sequential process 
through purity and healthiness (β = .17, SE = .06, 95% CI = [.06, 
.30]). However, in the altered conditions, perceived purity and qual-
ity/ healthiness no longer mediated the relationship between design 
simplicity and valuation (β = -.08, SE = .12, 95% CI = [-.31, .16]; β 
= -.03, SE = .06, 95% CI = [-.15, .07], respectively).

Study 3. Study 3 examined a potential boundary condition via 
another consequential consumer outcome: product choice. Since 
studies 1A-2 revealed that participants perceived products in simple 
packages to be higher in quality and, in turn, of higher valuation, 
we reasoned that people (less) concerned about product affordability 

would be (more) less likely to choose products in simple packages. 
To test this, participants were randomly assigned to one of two af-
fordability conditions: low versus high concern about product afford-
ability. They were then presented with a choice between two hand 
lotions, one in a simple package and the other in a complex pack-
age. As noted earlier, we used found product packaging designs as 
stimuli. 

To test this, we ran a logistic regression with choice as the depen-
dent measure and affordability concern as the independent variable. 
Consistent with our predictions, 74.5% chose the simple package in 
the low concern condition, whereas 64% chose the simple package 
in the high concern condition, revealing a significant attenuation in 
simple package choice by affordability concern (Wald = 4.93, p = 
.03; X2 (1) = 4.97, p = .03). The effect of affordability concern on 
choice was significantly mediated by a serial process through purity 
and quality (β = .05, SE = .03, 95% CI = [.01, .12]) but not through 
purity and healthiness (β = .04, SE = .03, 95% CI = [-.01, .11]).

Study 4. Study 4 also examined another key boundary condition 
with choice as the dependent measure. Given that product healthi-
ness is one key product inference attributed to simple designs, we 
reasoned that people would be (more) less likely to value products 
with simple designs if they had a (health) indulgence goal. To test 
this, participants were randomly assigned to either the health goal 
condition or the indulgence goal condition. They were then present-
ed with a choice between the trail mix in the simple package and the 
trail mix in the complex package. Consistent with our expectations, 
65% chose the simple package in the health goal condition, while 
only 41.4% chose the simple package in the indulgence goal condi-
tion (Wald = 17.48, p < .001; X2 (2) = 20.18, p < .001, see figure 1). 
The difference in choice was mediated by the serial process between 
purity and healthiness (β = .22, SE = .09, 95% CI = [.08, .43]) but not 
between purity and quality (β = .02, SE = .04, 95% CI = [-.07, .10]).

General Discussion
Marketers typically add design elements to packages to signal 

valued product attributes. We find across a pilot test and five ex-
periments that less can convey more. Using a theoretically grounded 
approach (Pieters et al. 2010), we created and tested simple (vs. com-
plex) packaging designs across a consumable and non-consumable 
product. Studies 1A-1B provided support for our proposed processes 
across two product domains. Specifically, we found that the use of 
simple packaging enhanced product valuation. This enhanced valu-
ation was explained through two paths—one through increased per-
ceived product purity and quality and the other through increased 
perceived product purity and healthiness. Study 2 bolstered these 
results by providing moderation support for our proposed process by 
manipulating the perceived alteration of the product interior. Studies 
3 and 4 tested two boundary conditions while also introducing a con-
sequential dependent variable, product choice. Study 3 showed that 
the preference for simple packaging attenuated with high product 
affordability concerns. In Study 4, people with an indulgence goal 
were more likely to choose products with complex packaging.

This paper offers several theoretical contributions. First, this 
work enhances our understanding of how consumers evaluate design 
complexity by highlighting and providing conceptual grounding to 
the construct of design simplicity in the context of packaging designs 
for both consumable and non-consumable products. Second, this re-
search introduces a theoretically and empirically driven conceptual-
ization of product purity and shows that product purity can be sig-
naled via subtle visual cues. Third, we establish a novel and effective 
way to convey product quality and healthiness through simple pack-
aging signaling product purity. Our findings hold important manage-
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rial implications. Simplifying packaging may be a win-win strategy 
for marketing managers in that simple packaging not only enhances 
valued product inferences but also may require less resource expen-
diture than complex packaging. Moreover, given that consumers are 
increasingly suspicious of artificial ingredients and processes, evok-
ing product purity in packaging design is a key way managers can 
convey related product attributes like quality and healthiness.

REFERENCES
Agrawal, Nidhi (2019), “Simple Packaging is Ruling the Market. 

Read Up to Know Why?,” https://bizongo.com/blog/simple-
packaging-trends/.

Ampuero, Olga, and Natalia Vila (2006), “Consumer Perceptions of 
Product Packaging,” Journal of Consumer Marketing, 23 (2), 
100–12.

Orth, Ulrich R., Daniela Campana, and Keven Malkewitz (2010), 
“Formation of Consumer Price Expectation Based on Package 
Design: Attractive and Quality Routes,” Journal of Marketing 
Theory and Practice, 18 (1), 23–40.

Orth, Ulrich R., and Roberta C. Crouch (2014), “Is Beauty in 
the Aisles of the Retailer? Package Processing in Visually 
Complex Contexts,” Journal of Retailing, 90 (4), 524–37.

Pieters, Rik, Michel Wedel, and Rajeev Batra (2010), “The 
Stopping Power of Advertising: Measures and Effects of 
Visual Complexity,” Journal of Marketing, 74 (5), 48–60.

Rundh, Bo (2009), “Packaging Design: Creating Competitive 
Advantage with Product Packaging,” British Food Journal, 
111 (9), 988–1002.

Underwood, Robert L., and Noreen M. Klein (2002), “Packaging 
as Brand Communication: Effects of Product Pictures on 
Consumer Responses to the Package and Brand,” Journal of 
Marketing Theory and Practice, 10 (4), 58–68.

Underwood, Robert L., Noreen M. Klein, and Raymond R. 
Burke (2001), “Packaging Communication: Attentional 
Effects of Product Imagery,” Journal of Product and Brand 
Management, 10 (7), 403–22.

Vila, Natalia, and Olga Ampuero (2007), “The Role of Packaging 
in Positioning an Orange Juice,” Journal of Food Products 
Marketing, 13 (3), 21–48.



738 
Advances in Consumer Research

Volume 48, ©2020

Past Imperfect or Present Perfect: How Dynamic Ranks Influence Consumer Perceptions
Sanjeev Tripathi, Indian Institute of Management, Indore, India

Arpita Pandey, Indian Institute of Management Ahmedabad, India
Shailendra Pratap Jain, University of Washington, USA

EXTENDED ABSTRACT
Consumers evaluate market offerings based on their inclusion 

and their rank in the list (Sorensen 2007, Issac and Schindler 2014; 
Issac and Jain 2018). As such, firms can frame information about 
their relative standing in these lists to influence consumer percep-
tions (Sevilla, Issac and Bagchi 2018).

Ranking of firms in such lists can change over time. While it 
is known that consumers choose products based on their movement 
on a list (Pope 2009), there is little research on how such movement 
affects consumer perceptions (Petit et al. 2013). 

We investigate how consumers evaluate firms based on histori-
cal rank information. We demonstrate that individuals rely on both, 
historical as well as current rank of the firm. For the same rank, con-
sumers penalize firms if their ranks fall and reward them when they 
rise. Further, relying on Murphy and Dweck (2016), we show that 
for a given change, entity theorists who believe that world is stable/
fixed are less malleable in their evaluations and do not penalize firms 
much when firms slide. However, incremental theorists who believe 
that the world is changeable penalize such firms more. Finally, we 
show that the effect of the direction of rank change on consumers’ 
reactions is mediated by their evaluation of the firm and moderated 
by the degree of rank change. Formally,

Hypothesis 1:  Consumers’ evaluations of firms are dependent 
on current as well as past ranks of the firms in 
the list.

Hypothesis 2:  For the same rank, consumers reward firms for a 
rise in rank and penalize them for a fall.

Hypothesis 3:  The effect of rank change on consumers’ reac-
tion is mediated by the evaluation of the firm.

Hypothesis 4:  The effect of rank change will be attenuated for 
entity theorists and accentuated for incremental 
theorists.

Hypothesis 5:  Larger the change in rank magnitude, greater 
the impact on consumers’ evaluations.

In study 1, student participants (N = 102, 37% females) were 
randomly assigned to the three between-subjects rank change condi-
tions in a 1 X 3 (rise 44→24, fall 2→24, remained stable 24→24) 
one-way design. The context of the study was the evaluation of a 
bank. Participants evaluated the quality of the bank on a three-item, 
11-point scale  (Isaac et al, 2016). A one-way ANOVA with quality 
perception as the dependent variable and rank change as the indepen-
dent variable, indicated a significant effect (F(2, 101) = 3.48, MRise = 
6.16, MDrop = 4.77, MControl = 4.88; p = .035). A pairwise comparison 
indicated that the quality perception associated with rise in rank was 
significantly different from drop in rank (p = .046) and marginally so 
from control (p = .082). 

Study 2 replicated study 1 using a different context and differ-
ent set of ranks. Participants (N = 68, 44% females) responded to a 
perception study about startups (Rise in rank 6035/Drop in rank 
535). An ANOVA showed a significant effect of rank change for 
both, evaluation, (F (1, 67) = 6.29, MRise = 7.17, MDrop = 6.06; p  =  

.015) and investment worthiness (F (1, 67) = 4.95, MRise = 6.77, MDrop 
= 5.82; p  =  .03).

Study 3 utilized a 1X2 (Belief systems: Incremental/Entity the-
orists) between subjects design. In the first part of a two-part study, 
participants (N = 117, 40% females) responded to an instrument 
(Implicit theory for general world order, Dweck and Legett 1988; 
Dweck 2013) to measure beliefs about changeability of the world 
order. In the second part, the subjects envisaged a scenario of plan-
ning a visit to a museum. Next, participants were informed that the 
museum had dropped from 2nd to 8th on a list of top 10 museums in 
Europe. They indicated their likelihood of visiting the museum on 
a three-item, 11-point scale (Goodall 1988; Summers and Kennedy 
1995). An ANOVA based on median split on the implicit theory in-
strument revealed a significant main effect of belief system (F (1, 
116)  =  7.04, MIncremental  =  4.83, MEntity  =  5.20; p  =  .009) confirming 
that incremental theorists were less likely to visit the museum than 
entity theorists. 

In Study 4, respondents (N = 129, 37% females) evaluated 
Football players for a fantasy league and considered them for draft-
ing on the basis of their ranks in the top 100 list of players. The 
design was a 2 (Direction: Drop/Rise in rank) X 2 (Change: Large 
(20-ranks)/Small (5-ranks) between subjects. Participants evaluated 
the player on a four item, 11-point scale and their intention to select 
the player on a 3-item, 11-point scale. An ANOVA showed a signifi-
cant effect of direction (F(1, 128) = 12.607, MRise = 7.93, MDrop = 6.90; 
p < 0.001) on player evaluation. There was no effect of magnitude 
of rank change (F(1, 128) = 0.112, MSmall Change = 7.40, MLarge Change = 
7.43; p > 0.05). However, this effect was qualified by a significant 
interaction (F(1, 128) = 9.2,  p = .003). Similar results were observed 
for player selection. There was a significant effect of direction,  no 
significant effect of magnitude of rank change and a significant inter-
action. The interaction indicated that while the selection likelihood 
was significantly different for large change in rank, there was no sig-
nificant difference for small change in ranks.

A test of moderated mediation (Hayes process, model 7) indi-
cated a significant mediation by evaluation (p < 0.001, 95%CI = [.83, 
1.07]). The indirect effect of direction on evaluation and subsequent-
ly on DV was significant for drop in rank (95%CI = [-2.29, -.97]) but 
not for rise in rank (95%CI = [-.49, .24]). 

This research contributes to the sparse literature on dynamic 
ranks and their consequences. We show that consumers’ evaluations 
are impacted by historical ranks and bad past ranks may make the 
firm look good. While firms get penalized for falling ranks, entity 
theorists are less harsh in penalizing firms (vs. incremental theorists). 
Moreover, we find that the extent of rank change impacts consumer 
perceptions. Thus, firms may choose to provide information on past 
ranks depending on their movement in ranks. Further, if they know 
about consumers’ implicit beliefs, they can frame information appro-
priately to manage consumer perceptions.
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EXTENDED ABSTRACT
Polls show that people are feeling busier than ever (Carroll 

2008; Hamermesh 2019). “Busyness” is commonly defined as the 
feeling of having a lot to do but not enough time to do it all (Gers-
huny 2005; Wilcox, Laran, Stephen, and Zubcsek 2016; Kim, Wad-
hwa, and Chattopadhyay 2019). Not only do busy people feel more 
stressed and less satisfied in life (Kasser and Sheldon 2009; Sharif, 
Mogilner, and Hershfield 2020), but they are also less likely to slow 
down and give time to others (Mogilner, Chance, and Norton 2012). 
An intuitive coping strategy is to communicate one’s experience of 
busyness to others. Indeed, social media posts in which people com-
plain about being busy are widespread (Alford 2012).

However, it is unclear what people are intending to convey 
when telling others they are busy versus what others perceive. Prior 
research has focused on identifying causes and consequences of peo-
ple’s feelings of busyness (Rudd 2019; Wilcox et al. 2016), as well as 
inferences that observers make about busy people (Bellezza, Paharia, 
and Keinan 2017). Still, little is known about what those expressing 
busyness want to convey. While research suggests that busyness is 
associated with feelings of stress (e.g., Etkin, Evangelidis, and Aaker 
2015), recent findings suggest that through signaling status, busyness 
may instead be intended and perceived as conveying self-importance 
(Kim et al. 2019). Saying, “I am busy,” to express stress versus self-
importance would serve distinct interpersonal goals. While admitting 
feeling stressed might facilitate interpersonal connection (Alicke et 
al. 1992), highlighting one’s importance might serve to impress the 
other (Sezer, Gino, and Norton 2018). 

We examined what people (“expressers”) are actually feeling 
and intending when they express being busy compared to what oth-
ers (“receivers”) perceive the person is feeling and intending. Four 
studies reveal a miscalibration, such that others over-perceive state-
ments of busyness as expressing self-importance (vs. stress) and an 
intention to impress (vs. connect). That is, when told, “I am busy,” 
receivers think that expressers feel more self-important than they 
actually do, and receivers believe expressers want to impress them 
more than they intend to. Importantly, we find that this miscalibration 
has interpersonal costs: receivers infer that expressers like them less 
than they actually do. Studies 1 and 2 identify and replicate the mis-
calibration using two different paradigms; Study 3 examines process 
and downstream consequences; and Study 4 shows that explaining 
this miscalibration can elicit expressions of busyness that are more 
accurately received.

Study 1 (N = 506) was a 2 (person: expresser vs. receiver, be-
tween) x 2 (expression: stress vs. self-importance, within) mixed de-
sign. Expressers were asked, “In times when you have a lot to do and 
you tell someone (e.g., a friend, a colleague), “I am busy,” what are 
you thinking and feeling?”, and receivers were asked, “In times when 
they have a lot to do and someone (e.g., a friend, a colleague) tells 
you, “I am busy,” what do you think they are thinking and feeling?”). 
Expressers [receivers] then reported their own [the other’s] feelings 
of stress and self-importance (1-7). 

Overall, communicating busyness was associated more with 
feelings of stress than self-importance by both expressers and re-
ceivers (expression main effect: p<.001, d=.90). Importantly, there 
was a significant person x expression interaction (p=.021): receivers 

significantly overestimated expressers’ feelings of self-importance 
(p=.004, d=.26); but not their feelings of stress (p=.867, d=.02).

Using the same mixed design as Study 1, Study 2 (N = 802) in-
structed participants to recall a particular situation. Expressers were 
instructed, “Think of a time when you told someone (e.g., a friend, 
a colleague), ‘I am busy’”, and receivers were instructed, “Think 
of a time when someone (e.g., a friend, a colleague) told you, ‘I am 
busy’”). Expressers [receivers] then reported their own [the other’s] 
feelings of stress and self-importance (1-7). 

We again found a person x expression interaction (p<.001) 
based on receivers overestimating expressers’ feelings of self-impor-
tance (p<.001, d=.44). In this study, receivers also marginally under-
estimated expressers’ feelings of stress (p =.088, d=.14).

Making the recalled scenario even more specific, Study 3 (N 
= 1,006) specified the interaction partner (friend) and situation (in 
a conversation about how they are doing). In addition to measuring 
feelings of stress and self-importance, we also measured intentions 
to impress and connect (1-7), and liking (1-7). 

We again found a person x expression interaction (p<.001) based 
on receivers overestimating expressers’ feelings of self-importance 
(p<.001, d=.42). Receivers also underestimated expressers’ feelings 
of stress (p=.021, d=.16). Consistent with this, receivers significantly 
overestimated expressers’ intention to impress (p <.001, d=.38) and 
marginally underestimated expressers’ intention to connect (p=.092, 
d=.12). Receivers’ misperception of expressers’ intention to impress 
(vs. connect) significantly mediated the receivers’ misperception of 
expressers’ feelings of self-importance (vs. stress) (95%CI=[-.43, 
-.16]). This all resulted in receivers inferring that expressers liked 
them less than expressers actually did (p<.001, d=.61). 

To explore whether expressers of busyness can correct this 
misperception, Study 4 first informed a sample of MBA students (N 
= 89) about our observed effect and asked them to provide an al-
ternative way to say “I am busy”—making it clear to the other that 
it is NOT their goal to impress them. We then randomly presented 
six of these generated alternatives (along with the sentence, “I am 
busy,”) to a separate online sample of participants (N = 1,311). The 
participants were asked to imagine being told this by a friend and to 
rate their friend’s stress, self-importance, intentions to connect and 
impress, and liking (1-7).

The results provided convergent evidence for the underlying 
process and, importantly, showed that—if people are made aware of 
the miscalibration—people can alter their expressions of busyness to 
more accurately convey their feelings, intentions, and liking. 

In sum, this research identified a miscalibration between inten-
tions and perceptions when people express busyness. Though others 
might see busyness as a status symbol that creates distance, our find-
ings offer insight into the feelings that people actually want to con-
vey and their reasons for telling others they are busy. The ultimate 
goal of communicating busyness is to connect, not impress. 
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EXTENDED ABSTRACT
Customer referral programs (“Refer a friend, reward yourself!”) 

are prevalent nowadays because they can be a cost-effective way to 
acquire new customers (Berman 2016). While customer referral is an 
appealing idea to marketers, consumers are not enthusiastic—even 
among the most satisfied, only 29% participate (Decker 2018). One 
psychological barrier is that consumers view referral as a commer-
cial activity, which conflicts with their communal relationship with 
friends (Grayson 2007), and worry that sending referral messages 
would make them look like salespersons.

How can companies alleviate the negative perception and in-
crease referral rates? We propose a subtle change regarding the de-
sign of the referral message, which most companies automatically 
generate for customers to send to their friends. Interestingly, although 
referral programs may reward both customers and their friends (e.g., 
$10 for you, $10 for your friend), the referral messages usually men-
tion referee-reward only but omit referrer-reward (only 10 out of the 
50 brands we sampled disclosed).

Would disclosing referrer-reward in the referral message in-
crease referrers’ likelihood of sending the message? We hypothesize 
so, suggesting that disclosure enhances referrers’ perception of the 
referral process as a communal/cooperative (vs. commercial) activi-
ty. This is because, first, disclosure is a gesture of cooperation (Baum 
and Critcher 2020). By being open and honest about their rewards, 
referrers make themselves vulnerable to their friends’ judgment—
an action that reflects trust, the foundation of cooperation. Second, 
disclosing referrer-reward weakens the “marketing message,” which 
can reduce its sales-pitch feel (based on Attribution Theory; Kelley 
1973). Third, in most cases, customers think of potential referees 
based on a genuine assessment of preferences/needs and pause only 
to worry that their friend may misread their intention. Disclosing 
referrer-reward helps customers “come clean” and steer clear of the 
ambiguity that may exist initially (John, Barasz, and Norton 2016). 

Study 1a established the main effect in a field setting, using a 2 
(referrer-reward: disclosed vs. undisclosed) between-participants de-
sign. Undergraduate students tried a coffee shop brand and received 
a referral opportunity—if their friend buys a coffee, both the self 
(i.e., the referrer) and the friend (i.e., the referee) will get a 20% dis-
count for one cup of coffee. Participants then read a referral message 
that either mentioned the referee-reward only or both the referrer-
reward and the referee-reward. We found that more people in the 
disclosed (vs. undisclosed) condition decided to send the message 
to their friends (χ2(1) = 6.14, p = .01). Study 1b replicated the main 
effect using a meal delivery service in a hypothetical setting (χ2(1) = 
5.31, p = .02).

Study 2 tested the proposed mechanism by directly measuring 
perceptions of the referring action (communal vs. commercial). It 
also explored whether the main effect held in communal relation-
ships with varying degrees of closeness. In a 2 (referrer-reward: dis-
closed vs. undisclosed) × 2 (referee: a close vs. new friend) between-
participants design, participants first listed either a close friend or 
a new friend and indicated how close they felt to that person. They 
then imagined being a user of a music streaming service and learned 
about its referral program. Next, they read a referral message that 
disclosed their rewards or not and decided whether to send it to the 
listed person. Finally, participants rated whether they found the re-

ferral process a communal/cooperative activity in four questions 
(e.g., “This referral program offers a win-win opportunity for me and 
[the listed person]. (1 = strongly disagree, 7 = strongly agree)”). We 
found a main effect that disclosure increased the likelihood to refer 
(χ2(1) = 4.66, p = .03), and the effect was mediated by the commu-
nal perception of the referral process (Z = 2.73, p = .01; Iacobucci, 
2012). Closeness did not moderate disclosure’s effect on referral rate 
(β = .02, Wald = .02, p = .90), suggesting that this effect is generaliz-
able to communal relationships that vary in closeness. 

Study 3 tested a boundary condition—disclosure effect would 
be attenuated when the referral process already appears commu-
nal. In a 2 (referrer-reward: disclosed vs. undisclosed) × 2 (activity 
framing: control vs. communal) between-participants design, cur-
rent players of Angry Birds 2 or Pokémon Go read an announce-
ment from the game, asking them to invite their friends to join the 
game so that both can get some game currency. The announcement 
either emphasized the referrer’s benefit (e.g., “Want to earn gems 
in Angry Birds 2?” control condition) or the communal benefit of 
friends playing the game together (e.g., “Angry Birds 2 is more fun 
with friends!” communal condition). Afterward, participants read a 
referral email, which either disclosed the referrer-reward or not, and 
indicated their willingness to refer to friends (1 = definitely No, 7 
= definitely Yes). We found that disclosure increased willingness to 
refer in the control condition (F(1, 157) = 5.78, p = .02) but not in the 
communal condition (if anything, an unexpected marginal reversal; 
F(1, 157) = 2.98, p = .09).

Study 4 tested another boundary condition—disclosure would 
have a negative effect on referring when it signals a clear conflict-
of-interest between the referrer and the referee. The study procedure 
was similar to that of study 1a, except that we orthogonally manip-
ulated whether the referrer-reward came from the coffee company 
(no-conflict-of-interest) or from the referee’s purchase (conflict-of-
interest). We found that disclosure increased referring in the no-
conflict-of-interest condition (χ2(1) = 8.66, p < .01) but marginally 
reduced referring in the conflict-of-interest condition (χ2(1) = 3.25, 
p = .07).

This research suggests an easy and costless way to improve the 
effectiveness of referral programs. It also demonstrates that disclos-
ing the persuasion agent’s benefit can enhance or diminish persua-
sion attempts, which complement the persuasion knowledge litera-
ture and the disclosure of conflict-of-interest literature that mainly 
focuses on the negative effect of disclosure (Campbell and Kirmani 
2000; Sah and Loewenstein 2015).
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EXTENDED ABSTRACT
Goals are a key determinant of motivated consumer behavior, 

and previous research showed that ambitious, specific goal levels 
have a positive impact on performance (Latham and Locke 1991; 
Locke & Latham, 2002). While the relationship between goal levels 
and performance has been studied extensively, much less is known 
about the determinants of goal level setting. What leads a consumer 
to decide to work out twice or three times per week? Why does a 
student decide to attend 15 or 17 out of 20 lectures? The aim of the 
current work is to fill this gap and to examine how we can nudge 
consumers into setting more ambitious goal levels. 

We propose that how the goal level decision is framed has a 
strong impact on the eventual goal level set. Specifically, when set-
ting a goal level, one can think about how much of a certain goal one 
wants to undertake (e.g., work out 3 out of 7 days per week; attend 
18 out of 20 lectures; “inclusion frame”) but also about how much 
one wants to forego (e.g., forego working out 4 out of 7 days; skip 
2 out of 20 lectures; “exclusion frame”). We expect that consumers 
consistently set more ambitious goal levels when they are consid-
ering how much of a certain goal to forgo (exclusion frame). We 
argue and show that this decision to forgo goal-directed activities 
is inconsistent with the actual goal and highlights a discrepancy be-
tween the current self and the ideal self (as someone who strives to 
achieve goals). Self-discrepancies are characterized by experiences 
of negative feelings such as guilt, stress, worry, tension and discom-
fort, and in turn can trigger a drive to compensate (Allard and White 
2015; Higgins 1987; Mandel et al., 2017). A key way to compensate 
for these negative feelings is by ‘direct resolution’ – directly deal-
ing with the source of the discrepancy. Setting more ambitious goal 
levels is a way to directly resolve a self-discrepancy. Thus, we expect 
that a consideration of how many goal-directed activities to forego 
will make consumers feel bad about themselves and that they will 
compensate for this negative feeling by setting higher goals.

In Study 1A, we examine the impact of goal-level framing across 
6 different real-world contexts. Specifically, we find that sophomore 
students plan to study 5.3% more hours when setting their study goal 
in an exclusion frame (e.g., when asked how many study hours to 
skip vs. to work on the course). Master students aim to attend 12.5% 
more seminars when indicating their seminar plans in an exclusion 
frame (e.g., when asked how many of the scheduled 20 seminars they 
planned to skip vs. attend). Mturk participants decide to save 17% 
more of their discretionary income when setting a savings goal in an 
exclusion frame. They also aim to solve 10.6% more puzzles in order 
to earn raffle tickets when asked to set their goal level in an exclusion 
(vs. inclusion) frame, and subsequently solve more puzzles. Finally, 
students plan to eat 13.5% more vegetables when setting their con-
sumption plan in an exclusion frame, and their performance closely 
follows their goal level (all d’s > .30,  p’s < .05). In Study 1B, we 
show that participants who set their goal level in an exclusion frame 
plan to evaluate 35% more pictures in order to raise money for char-
ity and that they in turn evaluate 20.7% more pictures as compared to 
participants in the inclusion frame or in a neutral baseline condition. 
This suggests that it is the exclusion frame that drives goal levels up, 
rather than that it is the inclusion frame that moves goal levels down. 

In Study 2, we aim to rule out a variety of alternative expla-
nations based on the usage of reference points. We show that the 

framing effect emerges (F(1,300) = 21.10, p < .0001, ηp² = .066) ir-
respective of whether people indicate their goal level on an open-
ended scale, use a slider scale where the slider is either positioned 
at the highest or the lowest possible goal level, or when they are 
asked to indicate a range of acceptable goal levels (e.g., a minimum 
and a maximum goal level). The framing effect is not influenced by 
any of these manipulations, evidenced by no main effect of response 
format (F(1,300) = 0.18, p = .839,  ηp² = .001) and no interaction ef-
fect between response format and frame (F(1,300) = 0.40, p = .668 
ηp² = .003). 

The aim of Study 3 is to show that the framing effect crucially 
depends on the emergence of a self-discrepancy. Specifically, while 
excluding goal-directed activities feels bad and should cause com-
pensatory responses, the same should hold for the inclusion of goal-
undermining activities. For example, both skipping healthy meals 
and having unhealthy meals should make participants feel bad. 
Hence, in Study 3 we manipulate both the framing (have. vs. skip) 
and the nature of the activity (healthy vs. unhealthy food). We ex-
posed participants to a scenario in which they were asked to imagine 
having a goal to improve their health. Their work-place cafeteria of-
fers a healthy-lunch program where healthy lunches are offered for 
the next 30 days in addition to the regular offerings. Participants were 
then asked to think and indicate how many (un)healthy lunches they 
would plan to have/ skip. Next, we recoded all responses to reflect 
the number of healthy foods participants wanted to have and we 
found a significant interaction effect F(1,478) = 126.20, p < .0001, 
ηp² = .21. Participants plan to have more healthy meals when they 
decide how many healthy meals they want to skip (M = 25.44) vs. 
have (M = 22.37), but they also plan to have more healthy meals 
when they decide how many unhealthy meals they want to have (M 
= 24.83) vs. skip (M = 13.92), all p’s < .001. This study shows that 
the framing effect depends on the emergence of a self-discrepancy, 
which will arise both when including goal-inconsistent acts and ex-
cluding goal-consistent acts. 

The aim of study 4 is to provide further evidence for a self-
discrepancy as the key driver of the effect. If the framing effect is 
driven by a need to compensate for feeling bad about foregoing goal-
directed opportunities, then we should find that this effect reduces if 
the activity for which the goal level is set is less instrumental towards 
goal achievement. In the end, it is less bad for goal-achievement to 
skip acts that are only of limited instrumental value to the goal, then 
it is to skip acts that are of high instrumental value. In study 4, all 
participants were recruited as being ‘employed’ and were asked to 
imagine that they planned to take a course aimed to improve their 
work performance. Half of the participants read that the course was 
of incremental value to improving their core work competencies, 
while the other half read that the course was of key importance to 
improve their core work competencies. Next they were asked to indi-
cate how many of the 20 course sessions they would plan to attend / 
skip. We find that the framing effect crucially depends on the instru-
mentality manipulation, as indicated by a significant interaction ef-
fect between frame and instrumentality, F(1,291) = 3.77, p = .053, ηp² 
= .013. Specifically, while participants set higher goal levels in the 
exclusion frame (M = 17.13) than in the inclusion frame (M = 15.65) 
in the high instrumental condition, there is no difference between 
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exclusion frame (M = 15.75) and inclusion frame (M = 15.71) in the 
low instrumental condition. 

In study 5 we aim to provide further evidence for a compensa-
tory mechanism based on the experience of a self-discrepancy. Spe-
cifically, as Mandel et al. (2017) argue, a self-discrepancy can be re-
solved in different ways. Consumers can directly compensate for the 
experience of the self-discrepancy (e.g., through setting higher goal 
levels, as we consistently find), but they can also engage in other 
strategies. One effective strategy to cope with self-discrepancies is 
fluid compensation – the notion that affirming the self in an unrelated 
domain can nevertheless effectively reaffirm one’s sense of the self 
as a capable, worthy individual. If the self is reaffirmed in an unre-
lated domain, then subsequently the need for other forms of compen-
sation diminishes. This reasoning leads us to expect that confronting 
participants with a self-affirmation in an unrelated domain should re-
duce the need for compensatory responses and consequently reduce 
the impact of the exclusion frame on the goal level. We examined the 
impact of self-affirmation in Study 5. Specifically, participants read 
that they had the goal to improve their physical health and found a 
30-session fitness course. However, they also realized that it might 
be difficult to attend to all the sessions [as they occasionally en-
gaged in charity activities for their local community]. The latter 
part in bold was only included in the self-affirmation present condi-
tion. Next, half of the participants were asked to indicate how many 
sessions they planned to attend, while the other half were asked to 
indicate how many sessions they planned to skip. 

Results show that the self-affirmation reduces the emergence of 
the framing manipulation, as evidenced by a marginally significant 
interaction effect, F(1,191) = 3.56, p = .061, ηp² = .019. Specifically, 
participants set more ambitious goal levels in the exclusion (M = 
25.02) condition as compared to the inclusion condition (M = 20.52) 
in the self-affirmation absent condition. Contrary, goal levels were 
comparable in the exclusion (M = 22.85) and inclusion (M = 21.06) 
conditions in the self-affirmation present conditions. Hence, study 
5 provides further evidence for the notion that a self-discrepancy 
drives the emergence of a framing effect, which is much less pro-
nounced when the self is affirmed in a completely different context. 

Finally, in Study 6, we aim to provide evidence for the process 
through mediation. However, we do not expect a traditional media-
tion pattern. Specifically, we expect that the impact of feelings on 
goal level crucially depends on the framing condition one is in. In 
the exclusion frame, consumers are expected to feel bad about skip-
ping goal-directed activities. This experience of feeling bad in turn 
is expected to drive them to compensate and set higher goal levels. 
Hence, we expect a negative relationship between feelings and goal 
level in the exclusion frame. Contrary, people are generally expected 
to feel good in the inclusion frame, and not to experience a drive to 
compensate. Contrary, based on previous work (Cameron, Berten-
shaw, and Sheeran 2018) we would expect that there is a positive 
relationship between feelings and goal level within the inclusion 
frame. In other words, we expect the impact of the mediator (feel-
ings) on the DV (goal level) to depend crucially on the level of the 
IV (inclusion vs. exclusion frame). We tested for this effect in Study 
6. Specifically, participants were again told that they had the goal 
to eat healthier and that their workplace cafeteria offered a 30-day 
healthy lunch program. Next, they read that they decided on how 
many healthy lunches to have or to skip, and were asked to indicate 

how they felt about deciding to skip / have healthy meals (100-pt 
scale where 0 = very bad – 100 = very good). Then they were asked 
to indicate their goal level, and lastly evaluated how they felt about 
their plan. Results showed that people felt much worse about making 
an exclusion vs. inclusion decision, t(121.45) = 8.23, p < .001, d = 
1.43 (corrected for inequalities in variance) but set higher goal levels 
in the exclusion vs. inclusion condition t(111.45) = 1.88, p = .063, d 
= 0.33 (corrected for inequalities in variance). Participants still felt 
slightly worse about their goal level after having made the decision 
in the exclusion frame, but this effect was much smaller than their 
feelings before making the decision, as evidenced by a significant 
repeated measures ANOVA, F(1,130) = 36.19, p <.001, ηp² = .22 (see 
Table 1 for all means). 

Moreover, Process Model 74 (Preacher et al., 2007) confirms 
the existence of a positive indirect effect of the inclusion frame 
through feelings on goal level, and a negative indirect effect of the 
exclusion frame through feelings on goal level (see Figure 1). 

Hence, this study shows that the exclusion frame makes people 
feel worse, which in turn prompts them to set higher goal levels. 

In sum, the current work makes important contributions. First, 
where previous research studied the impact of (externally provided) 
goal levels on performance, we shed light on how consumers come 
to set their own goal levels. We show that a simple change in how the 
goal level decision is framed (as an exclusion rather than an inclusion 
decision) can lead to significantly higher goal levels, which in turn 
also lead to higher performance. Second, we contribute to the fram-
ing literature by showing that framing can influence goal level and 
trigger compensatory responses. Finally, we believe that our work 
has important and directly relevant practical implications. The fram-
ing manipulation we employed is easy to implement in various con-
texts where consumers set goal levels for themselves, such as when 
making savings decisions, setting exercise goals or setting goals to 
eat healthier. The current work suggests that simply prompting con-
sumers to make an exclusion decision can significantly increase their 
goal levels, with direct downstream consequences on performance. 
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EXTENDED ABSTRACT
At any given time, more than a billion consumers are interacting 

with smart products, such as smart-phones and smart-speakers which 
are enabled with synthetic voice-prints, i.e., computer-generated 
voices unique to each device (Perez, 2019). These voice-prints are 
an aesthetic product characteristic which is made salient to the con-
sumer through social interaction, similar to a human agent (Reeves 
and Nass, 1996). Similar to human characteristics which influence 
the perception of personality, a product’s aesthetics are a major 
determinant of its personality (Aaker, 1997). For example, round 
shapes, curvy lines, and more colors indicate femininity, while an-
gular shapes, straight lines, and darker tones are often categorized 
as masculine (Van Tilburg, Lieven, Herrmann, and Townsend 2015).

With regard to voice-prints, research indicates people very eas-
ily and accurately perceive information about a speaker, such as its 
gender (Whiteside, 1998). The pitch of a voice very reliably signals 
an individual’s gender, with female voices being higher pitched than 
males (Kreiman & Sidtis, 2011). However, pitch can be manipulated 
and firms can create a synthetic voice with a pitch that sounds female 
or male. Moreover, firms can choose to refer to their voices with 
gendered pronouns (he and she) and names (Apple’s Siri, Amazon’s 
Alexa), which we define as gender-framing. However, given the so-
cietal recognition of non-binary gender identities, it is not necessary 
for firms to limit their synthetic voices to a gender binary in either 
pitch or framing.

Prior work on vocal communication indicates that when one 
hears a low-pitch voice, they tend to assume the voice is male where-
as when one hears a high-pitch voice, they assume the speaker is 
female. However, with the control afforded in creating a synthetic 
voice-print, firms can generate voices with pitches which may not 
be perceived as male- or female-pitched. An as yet developed alter-
native would be a neutrally pitched, and therefore gender-neutral, 
voice.

Moreover, firms can decide to simply frame these voices as 
gender-neutral, such as Google choosing to refer to their synthetic 
voice as simply the Google Assistant.

The goal of this research is to provide the initial entrée into 
understanding the effect of gender neutral-pitch and gender neutral-
framing on consumer judgments. We focus on consumer perceptions 
of both warmth and competence. These judgments are important be-
cause they are considered universal dimensions of social perception 
(Fiske, Cuddy, & Glick, 2007) and have been shown to explain more 
than 80 % of the variance of one’s dispositional judgments of others 
(Wojciszke, Bazinska, & Jaworski, 1998). Warmth reflects perceived 
intent, i.e., the likelihood that another means one help or harm. Com-
petence reflects one’s ability to carry out this intent and is often mea-
sured in dominance, confidence and intelligence.

Prior research on voice pitch does not make strong predictions 
for how one might respond to a gender-neutral voice. This work does 
show speakers with lower pitch are typically perceived as being more 
warm and more competent than speakers with higher voice pitch 
(Klofstad, Anderson, & Nowicki, 2015; McAleer, Todorov, & Belin, 
2014; Tigue, Borak, O’Connor, Schandl, & Feinberg, 2012; Tsan-
tani, Belin, Paterson, & McAleer, 2016). However, female voices are 
seen as warmer in vocal quality than men, while males are often seen 
as more competent (Ko, Judd and Stapel 2009; Oleszkiewicz et al. 

2017). Thus, this research makes two contributions. This is the first 
research in marketing, or related fields such as psychology, to explore 
gender-neutral voices. This is made possible by new developments in 
technology which make the creation of synthetic voices possible for 
testing. Indeed we create our own gender- neutral voice as original 
stimuli. Second, this research provides the first data to a novel ques-
tion, what is the effect of gender-neutral pitch and gender-framing of 
synthetic voices on perceptions of warmth and competence?

Creating A Gender-Neutral Synthetic Voice
For humans, the pitch of a voice, or how high or low it sounds, 

is determined by the biological structure of the throat (Baken, 1987; 
Tusing & Dillard, 2000). The anatomy of the vocal cords limits a 
person’s ability to modulate their voice pitch, creating fundamental 
acoustic differences between the male and female voices, most nota-
bly in its pitch (Childers and Wu, 1991). To create a gender-neutral 
synthetic voice we enlisted the help of a professionally trained audio 
technician who recorded a human female and a human male speaking 
the same prepared statements, matched for timing so that all phrases 
were spoken at the same rate and volume.

Next, the pitch of the recordings was manipulated by software 
to measure and adjust the fundamental frequency (Praat v5.3.56, 
Boersma & Weenink, 2013). In line with recommended settings for 
pitch analysis, typical male pitch range is 75-200 Hertz (Hz), with 
the male recording having a fundamental frequency inside this range 
(Mmale = 85.38 Hz). Typical female pitch range is 100-300Hz, with 
the female recording having a pitch inside this range (Mfemale = 
142.85

Hz, Baken, 1987; Tusing & Dillard, 2000). Therefore, both re-
cordings had a fundamental frequency within the acceptable range 
for a male and female voice, respectively. Additionally, the pitch 
shift tool was used to adjust the pitch of each recording to be on the 
border of their natural range, but overlapping with the opposing sex 
range. These overlapping recordings were then combined to form an 
average, or genderless recording which matched the speed and vol-
ume of the male and female voices while also being in a pitch range 
ambiguous in terms of gender (Mneutral = 107.54 Hz). In a pre-test 
using 104 participants from an online panel (mTurk), the voices were 
tested to ensure they were accurately perceived as male, female, and 
gender neutral. Participants were randomly assigned to listen to one 
of the prepared recordings and then rate the voice in terms of its pitch 
on a 7-point scale (1 = Very Low Pitched; 7 = Very High Pitched).

Comparison of the means between voices indicates each record-
ing was accurately perceived along the desired gender lines. The fe-
male voice was rated highest in pitch (Mfemale = 5.37), and was 
significantly greater than the neutral voice (Mneutral = 3.66), which 
was significantly higher in pitch than the male voice (Mmale = 3.01, 
F(2, 132) = 19.86, p = < .001, ƞ2p = .231). Important to the current 
study, the gender neutral voice was not rated significantly different 
from the midpoint of the 7-point scale for pitch, indicating it was 
rated equally as male and female.

Study 1: Gender Framing Effect On Gender Neutral-Pitch 
Voices

The goal of this pre-registered study is to test the effect of gen-
der framing on the perception of warmth and competence. This study 
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employed a single factor (Framing: Male vs. Female) between-sub-
ject design. The outcome variables of interest are participants’ per-
ception of warmth and competence.

Method
Participants. We recruited one hundred and eight US-based 

consumers from an online panel who owned at least one product with 
a synthetic voice (45% Female; Mage = 36.8, SD = 11.6) participated 
in exchange for a nominal payment.

Materials and Procedures. We informed participants they 
would answer questions about a digital assistant. All participants 
were then played 4 short snippets of a gender-neutral synthetic voice 
(107MHZ). The voice was described as the voice of a male or female 
digital assistant.

After listening to the voices, participants answered their agree-
ment with how they described the voice (1 = Strongly Disagree, 
7 = Strongly Agree) on dimensions of warmth (Sociable, Caring, 
Unfriendly (reverse-scored), Insensitive (reverse-scored), Warm; 
α = .85) and competence (Capable, Skilled, Lazy (reverse-scored), 
Disorganized (reverse-scored), Competent, α = .78). Additionally, 
participants indicated their perception of the voice’s femininity (1 = 
Very Feminine, 7 =Very Masculine), speed (1 = Very slow speaking, 
7 = Very fast speaking), volume (1 = Very Quiet, 7 = Very Loud), and 
pitch (1 = Very low pitched, 7 = Very high pitched).

Results
Manipulation Checks. Regardless of framing, participants rated 

the voice as similar in femininity (t(104) = 1.18, p = .24), speed 
(t(104) = 1.49, p = .14), volume (t(104) = .22, p = .82). Importantly, 
when we ask people to consider the pitch, effectiveness of the gen-
der framing manipulation should alter the perception of the voice. If 
participants are following the manipulation, then the perception of a 
voice with a pitch that falls lower then then the expected female pitch 
range, and higher than the expected male-pitch range should be mal-
leable and dependent upon the gender-framing. Expectedly, when 
we describe the voice as male, participants indicate that the pitch is 
high (M = 4.46, SD = 1.34, one-sample t-test against the midpoint of 
the scale, t(51) = 2.52, p = .014) and the female voice is described as 
low (M = 3.35, SD = 1.60, one-sample t-test against the midpoint of 
the scale, t(51) = 2.95, p = .005). This difference in pitch perception 
indicates the effectiveness of our gender-framing manipulation.

Warmth and Competence. A repeated-measure ANOVA with 
gender framing (male vs. female) on measures of warmth and com-
petence revealed no interaction with gender framing and the mea-
surement of warmth or competence (F(1, 104) = 2.66, p = .11). How-
ever there was a main effect of the within-subject rating of warmth 
and competence (F(1, 104) = 26.28, p < .001, as participants rated 
the voices as more competent (M = 4.52, SD = 1.32) than warm (M = 
3.93, SD = 1.53). Moreover, there was a main effect of the between-
subject gender framing (F(1, 104)= 9.77, p = .002), such that the 
male-frame was rated more positively (M = 4.59, SE = .17), than 
the female-frame (M = 3.84, SE = .17). Indeed, when comparing the 
gender-framing on each measure individually, a male-frame leads to 
a higher warmth rating (M = 4.39, SD = 1.50) than the female frame 
(M = 3.45, SD = 1.42, t(104) = 3.328, p = 0.001) , and the male-frame 
(M = 4.80, SD = 1.27) also leads to higher competence rating than the 
female frame (M = 4.23, SD = 1.33, t(104) = 2.26, p = 0.026). The 
male-framing of a gender neutral voice leads to more positive evalu-
ations of both warmth and competence. Given consumers do alter 
their perceptions of the voice’s warmth and competence, the next 
study aims to both replicate this effect, and test it against gender-
neutral framing and no framing.

Study 2: Gender Framing Effect Replication And Extension
The goal of this study is to test the effect of gender framing on 

the perception of warmth and competence. Importantly, it considers 
if the effect from Study 1 was simply a function of the male-framing, 
and if this can be extended to other terms. We included a framing 
of “gender neutral” and no framing control to establish a baseline. 
To test this study employed a single factor (Framing: Male vs. Fe-
male vs. Gender-Neutral vs. Control) between-subject design. The 
outcome variables of interest are participants’ perception of warmth 
and competence.

Method
Participants. We recruited two hundred and seven US-based 

consumers from an online panel who owned at least one product 
with a synthetic voice. (46% Female; Mage = 37.1, SD = 11.4) par-
ticipated in exchange for a nominal payment.

Materials and Procedures. We again informed participants 
they would answer questions about a digital assistant. All partici-
pants were then played 4 short snippets of a gender-neutral pitched 
synthetic voice (107 MHZ). The voice was presented as a male or 
female or gender- neutral digital assistant, or simply as a digital as-
sistant (control). After listening to the voices, participants answered 
their agreement with how they described the voice using the same 
measures from Study 1 on dimensions of warmth (α = .83) and com-
petence (α = .88). Again, participants indicated their perception of 
the voice’s gender (1 = Very Feminine, 7 =Very Masculine), pitch 
(this voice is low pitched, this voice is high pitched, 1 = Strongly 
Disagree, 7 = Strongly Agree), speed (1 = Very slow speaking, 7 = 
Very fast speaking) and volume (1 = Very Quiet, 7 = Very Loud).

Manipulation Checks. Regardless of framing, participants rated 
the voice as similar in femininity (F(3, 202) = .88, p = .45), speed 
(F(3, 202) = .39, p = .76), volume (F(3, 202) = .68, p= .57). Again, 
when we ask people to consider the pitch the gender framing ma-
nipulation alters this perception of the voice. When we describe the 
voice as male, participants indicate that the pitch is higher-pitched 
(M = 3.77, SD = 1.82) than when it is described as gender-neutral 
(M = 3.12, SD = 1.53, t(101) = 1.86, p = 0.05, not labeled (M = 2.94, 
SD = 1.65, t(101) = 1.86, p =0.05), or described as female (M = 2.56, 
SD = 1.80, t(102) = 3.41, p < 0.001). The perception of pitch for the 
female described voice is not statistically different from the control 
condition (t(101) = 1.11, p = .27), nor the gender-neutral condition 
(t(101) = 1.70, p = .09), and the control condition and gender-neutral 
conditions do not differ from each other (t(100) = .57, p = .57).

This finding gives us some insight that male (vs. female, gen-
der-neutral or control) gender- framing may change the perception 
of voice-pitch.

Warmth and Competence. A repeated-measure ANOVA with 
gender framing (male, female, gender-neutral or control) on mea-
sures of warmth and competence revealed no interaction with gender 
framing and the measurement of warmth or competence (F(3, 410) 
=.29, p = .83). However there was a main effect of the within-subject 
rating of warmth and competence (F(1, 410) = 23.64, p < .001, as 
participants rated voices, regardless of framing as more competent 
(M = 4.94, SD = 1.21) than warm (M = 3.96, SD = 1.39). Moreover, 
there was a main effect of the between-subject gender framing (F(3, 
410) = 6.86, p < .001), such that the male-frame was rated more 
positively (M = 4.99, SD = 1.11), than the female-frame (M = 4.15, 
SD = 1.07, t(102) = 3.50, p < .001), the gender-neutral framing (M = 
4.49, SD = 1.16, t(101) = 1.85, p = .06), or the control framing (M = 
4.27, SD = 1.23, t(103) = 2.75, p = .007), whereas the female, gen-
der-neutral, and control framing are not statistically different from 
each other (ps >.12, see figure 3 for a decomposition of the effects 
between warmth and competence).
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General Discussion And An Invitation To Replication And 
Extension

The two preceding studies offer several contributions as well as 
invitations for future work. First, these studies build on prior work 
showing that the voice we hear impacts our perceptions of the per-
son speaking. However, these studies seek to expand the literature 
to include the role gender perception may play in the attributes as-
sociated with a product. We produce evidence that both the gender, 
indicated by pitch, as well as gender framing can play a role in the 
attributes which are applied to a voice. Additionally, we provide ini-
tial evidence for the effect of a non-binary gender voice and framing. 
The pervasiveness of gender stereotypes has been extensively docu-
mented in the psychology literature (Nass, Moon, Green, 1997). In 
this work, we uncover that male gender framing raises both warmth 
and competence judgments for a gender-neutral voice. This novel 
finding provides a starting point for a new stream of research.

However, this work still leaves many questions to be answered. 
Primarily, what mechanism explains this effect? Instead of offering a 
speculative candidate mechanism, we want to invite other research-
ers to replicate this work. Would the effect hold up with populations 
outside of the US, under more relaxed criteria, or in a real-world set-
ting and not in the confines of an online experiment? While we begin 
the current exploration, we invite collaboration. To help facilitate 
this work, all of our manipulations and data are public (https://osf.
io/jezp5/).
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EXTENDED ABSTRACT
We provide a novel avenue for mitigating the unhealthy effects 

of mortality threats on consumption. We investigated the possibil-
ity that heroes help people cope with mortality salience. We specifi-
cally tested the role of heroes in mitigating mortality salience (MS) 
threats by testing their effects on intentional and real compensatory 
consumption.

Meaning is “the expected relationships or associations that hu-
man beings construct and impose on their worlds” (Heine, Proulx, 
& Vohs, 2006, p. 90). Meaning can be disrupted by incoming infor-
mation and by experiences that violate people’s beliefs and values 
(Proulx & Inzlicht, 2012). According to the meaning maintenance 
model (MMM; Heine et al., 2006), Terror Management Theory 
(TMT; Greenberg, Pyszczynski, & Solomon, 1986), and Protection 
Motivation Theory (PMT; Rogers, 1975), when people’s sense of 
meaning is threatened, they attempt to reestablish their existing men-
tal structures. Some strategies to reestablish existing mental struc-
tures include reinforcing social connections (Wildschut, Sedikides, 
Arndt, & Routledge, 2006), including membership in enduring 
structures such as religions and nations (Arndt, Cook, & Routledge, 
2004); connecting the past with the present and the future (Sarial-
Abi, Vohs, Hamilton, & Ulqinaku, 2017); participating in mundane 
routines (Heintzelman & King, 2018); purchasing nostalgic (Rout-
ledge et al., 2011) and vintage products (Sarial-Abi et al., 2017); 
engaging in conspicuous consumption (Lee & Shrum, 2012); and 
believing in supernatural agents such as angels, devils, jinns, ances-
tor spirits, and God (Jong, Halberstadt, & Bluemke, 2012; Kay, Gau-
cher, Napier, Callan, & Laurin, 2008).

Despite the importance of psychological threats and extant 
research on how individuals cope when they are psychologically 
threatened, previous research lacks an understanding of how heroes 
may be used to cope with psychological threats. While previous re-
search in psychology suggests that heroes help individuals to cope 
with threats (Kinsella, Igou, & Ritchie, 2017), research in psychol-
ogy lacks empirical evidence on how heroes help individuals to cope 
with threats. In this research, we propose that heroes help individuals 
to cope with threats by bolstering personal power (i.e., the power to 
act in autonomy and to control one’s own resources; Van Dijke & 
Poppe, 2006).

Heroes and Meaning in Life
The concept of heroes has existed since ancient times and re-

mains important in modern society. In a survey conducted in 25 
countries, 66% of people reported having at least one hero in their 
lives (Kinsella, Ritchie, & Igou, 2015a). Heroes are important for 
redefining individuals’ well-being in contemporary culture (Franco, 
Efthimiou, & Zimbardo, 2016), and they have psychological impor-
tance to humankind (Sullivan & Venter, 2005).

While heroes are common in people’s everyday lives, they are 
not easy to conceptualize theoretically (Franco, Blau, & Zimbardo, 
2011; Kinsella et al., 2015a). Recent research identified the prototyp-
ical features of heroes (e.g., brave, fearless, selfless, self-sacrificing, 
honest, strong, and having moral integrity; Kinsella et al., 2015a) 
and their key peripherals (e.g., powerful, risk-taker, fearless, caring, 
exceptional, and strong).

Heroes provide psychological resources to people (e.g., helping 
individuals with self-identification, Veen & College, 1994; affect-
ing self-perceptions, Sullivan & Venter, 2005; and reducing death 
thought accessibility; McCabe, Carpenter, & Arndt, 2016).

Thinking about heroes helps individuals identify with them 
more, thus reducing death- related thoughts (McCabe et al., 2016). 
Heroes can enhance meaning both in the presence and absence of a 
meaning threat (Kinsella et al., 2017).

The present research extends previous work in this domain (e.g., 
Coughlan, Igou, van Tilburg, Kinsella, & Ritchie, 2017; Kinsella et 
al., 2017), by examining one mechanism through which heroes pro-
vide psychological resources to people. Specifically, we examine 
whether heroes can serve to bolster personal power (i.e., the power 
to act inautonomy and to control your own resources; Van Dijke & 
Poppe, 2006), thus enhancing meaning in life or helping reestablish 
it when one’s sense of meaning is threatened.

Heroes, Power, and Meaning in Life
We suggest power plays an important role in the relationship be-

tween heroes and individuals’ meaning in life. This relationship ex-
ists for two main reasons: (1) heroes are perceived as figures vested 
with power (Becker, 1973; Kinsella et al., 2015a; Lash, 1995) and 
(2) power is an important psychological factor. Sense of power is de-
fined as the ability to achieve what the individual desires without be-
ing influenced (Galinsky, Magee, Gruenfeld, Whitson, & Liljenquist, 
2008; Van Dijke & Poppe, 2006). It is a need to act for yourself, to 
control the environment, to overcome resistance, to reach goals, and 
to pursue autonomy (Van Dijke & Poppe, 2006). We want to differ-
entiate this from social power, which is defined as the ability to make 
others behave in a way they would not otherwise behave (e.g., a CEO 
over the employees; Van Dijke & Poppe, 2006). Although these two 
types of power can coexist in life (Lammers, Stoker, & Stapel, 2009), 
personal power is related to autonomy over one’s own actions and re-
sources, and social power is more linked to control of other people’s 
actions and resources.

An enhanced sense of power can protect individuals from 
threats (Anderson & Berdahl, 2002; Kay et al., 2008). Individuals 
with a higher sense of power demonstrate a lower tendency to feel 
threatened (Anderson & Berdahl, 2002); they are less bothered about 
what happens in their social environments because they perceive 
themselves to be independent and free from others (Lammers et al., 
2009). Perceptions of power increase meaning in life (Anderson & 
Berdahl, 2002; Galinsky, Rucker, & Magee, 2015; Keltner, Gruen-
feld, & Anderson, 2003; Rousseau & Garcia-Retamero, 2007). Ac-
cordingly, when one’s sense of personal control is threatened, people 
start believing in someone or something else (e.g., God or an institu-
tion) perceived to be vested with much power.

We suggest heroes also have power that helps individuals to 
enhance meaning in life. What kind of power do heroes have to help 
individuals enhance meaning in life?

While heroes are vested with power (Becker, 1973; Kinsella et 
al., 2015a; Lash, 1995), the type of power heroes are vested with 
must be specified. Research suggests two types of power: social and 
personal (Lammers et al., 2009). Heroes have a high degree of au-
tonomy, which is the main feature of personal power, and they em-
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ploy their power for independence over their actions rather than to 
push others to do something (Lash, 1995). Applying this logic here, 
we propose the personal power of heroes can help people enhance 
meaning in their lives. Hence, we refer to personal power when we 
discuss sense of power.

How can heroes’ power help individuals enhance their mean-
ing in life? During an interaction with a hero, the individual feels 
a strong connection leading to vicariously experienced attributes. 
These vicarious attributes lead to a change in behavior (Holt & 
Thompson, 2004). Simply by being reminded of a hero, some as-
pects of the hero are transferred to individuals. For example, remind-
ers of heroes in product packages bring to mind safety and protection 
related to the product on which the hero label is placed (Masters & 
Mishra, 2019). The protective traits of heroes can be extended to the 
product if a hero label is attached to it; hence, the product is vested 
with heroic traits (i.e., protectiveness and safety). Applying this logic 
here, if heroes have personal power, even a mere association with 
the hero would be sufficient to enhance individuals’ sense of power, 
analogous to the findings of Goldstein and Hays (2011) where mere 
associations with a powerful person (e.g., a CEO) would enhance 
someone’s sense of power.

Pilot Study
In an observational pilot study on Twitter, after several terrorist 

attacks that have occurred in 2016-2017 (N = 154,390 tweets) we 
noticed that in tweets that used the hashtag #hero, the MS rating 
(measured with LIWC2015) was lower (β = -.999, p <.001). These 
results provided preliminary evidence that reminder of heroes might 
be related to lower MS.

Study 1
In Study 1, we tested our prediction that hero reminders affect 

individuals’ meaning in life by investigating how individuals who 
are (vs. are not) reminded of heroes need to search less (vs. more) 
for meaning in life. Fifty-two undergraduate students participated 
in a European university laboratory session in exchange for course 
credit. participants were first randomly assigned to either the hero 
reminder or the non-hero reminder condition (Kinsella et al., 2015a). 
Then participants were asked to specify three people they knew who 
shared the characteristics of the person described in the text and to 
briefly describe them. In the second part of the study, to measure the 
search for meaning in life, we used the Search for Meaning in Life 
scale (Steger et al., 2006).

Results
As expected, participants in the hero reminder condition scored 

lower in Search for Meaning in Life compared to those in the non-
hero reminder condition (MHero = 4.75, SDHero = 1.20 vs. MNon-
Hero = 5.36, SDNon-Hero = .89, t(50) = 2.10, p = .04, Cohen’s d = 
0.63, r = .30).

Study 2
In this study, we tested the prediction that hero reminders posi-

tively influence individuals’ sense of power. One hundred and ten 
students (27 male) participated in a university laboratory session in 
exchange for course credit. First, they were randomly assigned to 
either the hero reminder or the non-hero reminder condition as in 
Study 1. Then participants were told the first part of the study was 
over and they would begin a second part, unrelated to the former 
one. We administered the 8-item Sense of Power scale adapted from 
Anderson and Galinsky (2006). After that, participants indicated age 
and gender.

Results and Discussion
Purpose in life. We predicted participants in the hero reminder 

condition would score higher on purpose in life than participants in 
the non-hero reminder condition would. As expected, purpose in life 
was higher in the hero reminder condition than it was in the non-hero 
reminder condition (MHero = 3.56, SDHero = .69 vs. MNon-Hero = 
3.20, SDNon- Hero = .93, t(108) = 2.35, p = .02, Cohen’s d = 0.45, 
r = .22).

Perceived sense of power. As predicted, participants in the hero 
reminder condition scored higher on perceived sense of power than 
those in the non-hero reminder condition did (MHero = 3.82, SD-
Hero = 0.60 vs. MNon-Hero = 3.55, SDNon-Hero = 0.84, t(108) = 
1.99, p = .049, Cohen’s d = 0.38, r = .19).

Perceived sense of power as the underlying mechanism. We 
next tested whether a perceived sense of power mediated the effect 
of the hero reminder (vs. the non-hero reminder) condition on pur-
pose in life. The results of PROCESS revealed a significant indirect 
effect via perceived sense of power (β = 0.12, 95% CI: [.01, .28]). 
The results supported our prediction for the mediating effect of the 
perceived sense of power on purpose in life.

Study 3a
In study 3, we demonstrated that reminder of heroes (vs. ac-

quaintances) helps individuals mitigate compensatory consumption 
during MS. This study used a four cells design: 2 (MS, control) x 2 
(hero, acquaintance), where participants first wrote about MS (vs. 
dental pain; Burke et al., 2010). Next, participants described a hero 
(vs. acquaintance). To measure compensatory consumption, we 
used unhealthy food consumption (Ferraro et al., 2005; Mandel & 
Smeesters, 2008). Hence, we asked participants to imagine having 
a bowl of M&Ms (unhealthy) and one of grapes (healthy) in front 
of them and to take as many as they wanted (our dependent variable 
was the number of grapes minus M&Ms hypothetically consumed 
As predicted, results revealed a marginal two-way interaction effect 
of meaning threat (threat, control) and heroism (hero, no-hero) and 
on compensatory consumption, (F(1, 196) = 3.002, p = .08). Sup-
porting our prediction, participants who were exposed to the mean-
ing threat condition showed lower values of healthy compensatory 
consumption (and hence higher unhealthy compensatory consump-
tion) when they were not reminded of heroes (i.e., acquaintance 
reminder; MThreat-Hero = 22.38, SDThreat-Hero = 156.22 versus 
MThreat-No-hero = -86.32, SDThreat-No-hero = 280.74, F(1, 196) 
= 7. 47, p = .007, Cohen’s d = .48, r = .23). As predicted, partici-
pants who were exposed to the non-threatening conditions did not 
differ on their compensatory consumption values across hero and ac-
quaintance conditions, suggesting this way that heroes mitigate the 
effects of meaning threats on compensatory consumption (p = .774). 
Had the hero not mitigated for the meaning threats, we would have 
observed a significantly lower value in healthy compensatory con-
sumption in the threatening condition. In fact, the difference between 
the healthy compensatory consumption of threatened compared to 
non-threatened participants not reminded of heroes was significant 
(MNo-Hero-Threat = -86.32, SDNo-Hero-Threat = 280.74 vs. MNo-
Hero-Control = 23.59, SDNo-Hero-Control = 153.99, F(1, 196) = 
7.55, p = .007, Cohen’s d = 0.49, r = .24). No differences were ob-
served between the hero and no-hero (i.e., acquaintance) conditions 
when participants were not exposed to meaning threats (p = .798).

Study 3b
Study 3b tests our predictions in real life, in the field, in a natu-

ral setting with high MS, collecting our data on the Day of the Dead 
(MS), and then 3/4 days later (control).
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Ninety-six participants (50 male) participated in our field study 
on the 1st, 2nd, 5th, and 6th of November. After writing about the festiv-
ity – enhanced MS – (vs. nothing) participants wrote about their hero 
(vs. nothing). To thank them for participating in our study, we of-
fered candies from a bowl, our dependent variable. As predicted, an 
ANOVA on the number of candies consumed revealed the predicted 
interaction (F(1, 93) = 10.609, p =

.002). Those who were in the MS condition consumed a greater 
number of candies when they were not reminded of their hero (MMS-
Hero = 0.79, SDMS-Hero = 0.98 vs. MMS-NoHero = 1.74, SDMS-
Nohero = 1.38, F(1, 93) = 8.98, p = .004, Cohen’s d = 0.80, effect 
size = .37). Again, the number of candies consumed in threat versus 
control conditions among those reminded of heroes did not differ (p 
= .138), suggesting that heroes might mitigate compensatory con-
sumption.

Conclusions
The concept of heroes offers several important psychological 

benefits to individuals reminded of them. Heroes represent the “ideal 
self-image” (Sullivan & Venter, 2010, p. 437), they evoke moral and 
socially acceptable behavior (Goethals & Allison, 2012), they help 
reestablish meaning in life (Coughlan et al., 2017; Kinsella et al., 
2017), they give people a sense of purpose in life and hopefulness 
when experiencing threats (Kinsella, Ritchie, & Igou, 2016), and 
they provide psychological protection and moral guidance (Kinsella 
et al., 2015a, 2015b). The present research adds to the previous lit-
erature by demonstrating that heroes can also enhance the sense of 
power of individuals reminded of heroes. Moreover, we demonstrate 
that due to this increased sense of power, individuals can enhance 
meaning in life more effectively than they would otherwise and this 
can block unhealthy overconsumption. We hope this research will 
inspire further research on the effects of hero reminders on meaning 
in life, showing their effect on other types of meaning threats as well 
(e.g., social exclusion or rejection, identity threats, etc.). Moreover, 
we hope this research will expand the field of research on heroes, 
from psychology to consumer behavior.
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EXTENDED ABSTRACT
With the global rise of populist right politics (Berman 2019; 

Krastev and Holmes 2019; Masood and Nasir 2020) consumer re-
searchers have begun to pay more attention to consumer resistance 
leaning on far right ideologies (e.g. Cambefort and Pecot 2019; 
Castelló and Mihelj 2018; Luedicke, Thompson and Giesler 2010; 
Ulver and Laurell forthcoming). In tandem, a commercialization of 
extremist far-right consumer culture has nourished through an aes-
thetic mobilization of sophisticated marketing. Brands like German 
Thor Steinar, Ukrainian Svastone, Russian White Rex, Swedish DFS, 
Italian CasaPound, Kiev-based MilitantZone, and American Offi-
cialProudBoys, have managed to successfully absorb the aesthetic 
branding techniques of mainstream brands and sell thier goods at so-
phisticated websites through ambiguously coded iconography. This 
market movement accompanies a larger shift where the embodied 
far-right has successively gravitated away from skin-head life style 
markers such as shaved heads, bomber jackets and military boots 
in favor of new, more ambiguous and subtle markers of belonging 
along with new and more lifestylish modes of community-building 
and strategic communication online. Not only do these brands mark 
affinity for the  already converted, but according to research in cul-
tural sociology they work systematically to normalize extreme right 
ideologies and recruit new young people by way of consumer culture 
(Miller-Idriss 2017). In this research, we aim to contribute to con-
sumer culture theory (CCT) (Arnould & Thompson 2005) by shed-
ding light on how a political movement mobilizes material goods to 
begin to radicalize consumers into extreme political activism. To bet-
ter understand how market actors contribute to political radicaliza-
tion of consumers, we explore these new forms of commercialization 
and aesthetization of extreme right movements online. 

In consumer culture theory (CCT) (Arnould and Thompson 
2005) researchers on consumer activism and resistance have long 
debated whether ideologically motivated consumption and market 
actors’ political stances actually do have aimed political conse-
quences (e.g. Gopaldas 2014; Thompson & Coskuner-Balli 2007ab; 
Thompson & Kumar 2018; Kozinets 2002) or instead lead to neo-
liberal de-politicization of citizens into mere consumers (e.g. Ber-
tilsson 2015; Brunk, Giesler & Hartmann 2018;  Giesler & Veresiu 
2014; Holt 2002; Veresiu & Giesler 2018). The heart of the issue 
in these articles is the either destructive or potentially constructive 
relationship between consumption and capitalist ideology, where the 
critics argue that market expressed involvement in political issues 
is a co-opting, false veneer to cover their capitalist profit motives, 
and in the end only distracts from actual political activism. However, 
in our case of far-right commercialization, the heart of the issue is 
reversed; here the market actors use a capitalist market veneer to 
normalize and de-stigmatize their political past (Miller-Idriss 2017) 
to ultimately effectuate extreme political activism. Moreover, at this 
stage we focus on the market techniques of radicalization rather than 
on the consumers per se.

We position the phenomenon of far-right commercialization 
at the intersection of abovementioned body of literature in CCT on 
ideology and activism, and theoretical insights on radicalization, 
social movements, iconography and materiality/material culture in 
cultural and political sociology dovetailing on three major “turns:” 
(1) the iconic turn (Bartmanski & Alexander 2012), (2) the mate-
rial turn (Miller 2010), and (3) the affective turn (Ahmed 2014). 

To identify aesthetically radicalizing techniques in line with these 
turns, we use visual methodologies (Doerr 2017; Miller-Idriss 2019; 
Rose 2016) at a small selection of far-right webshops in Europe and 
the United States. These brands were selected based on searches for 
far-right brands through the media analysis tool Retriever. In line 
with Miller-Idriss’ (2017) findings in far-right consumer culture, we 
analyze projected political branding techniques, coded symbols and 
iconography, and pay detailed attention to how the websites and their 
merchandise are explicitly or implicity laced with extremist, anti-
Semitic, Islamophobic, homophobic and misogynist messages and 
symbols. 

Our results indicate a flourishing commercialization of the far-
right, by help of two main dimensions of simultaneous branding 
techniques; (1)de-historicizing the past, and (2) politicizing the pres-
ent. In turn, these techniques include materialized techniques such 
as; using soft environments, situating models in contemporary life-
style milieus to de-historicize, and combining argument with emo-
tion, and using dark humour to politicize.

We situate our findings in the broader social, economic and 
political context and see the case of commercial far-right websites 
as one expression in a series of current efforts of re-branding/nor-
malizing (Askanius 2020) and aestheticizing far-right ideology (see 
e.g. Kølvraa and Forchtner 2019) in ways that help normalize and 
banalize their underlying ideology and desensitize audiences to ex-
tremist messages. More specifically, besides contributing to CCT by 
empirically highlighting the nascent movement of far-right consumer 
culture, this research contributes conceptually to the stream on con-
sumer activism (e.g. Gopaldas 2014; Kozinets and Handelman 2004; 
Sandlin and Callahan 2009) with insights on market-mediated po-
litical radicalization. In contrast to the previous main research focus 
on progressive, liberal, anti-capitalist movements conceptualizing 
consumerism as their adversary, we demonstrate how market actors 
actively give fodder to political extremism by asetheticizing their 
platform and offers in ways that distract consumers from the stig-
matized past and at the same time amplify their political imperative. 
Furthermore, in contrast to research insights on the de-politicizing 
consequences of market actors’ political involvement (e.g. Veresiu 
& Giesler 2018) we find that these actors rather politicize than de-
politicize their consumers. Judging from our visual analysis of the 
far-rights’ market space and offers, and in line with Miller-Idriss’ 
(2017) insights on german youth, consumers may very well start out 
by “only” being attracted to the elaborate style, fairly unaware of the 
political messages behind, to then gradually be drawn into  the ex-
tremist culture not only as consumers, but also as political activists. 

Based on our findings and the status of extant research on po-
litical consumption and marketing, we encourage future research to 
further explore growing political radicalization (at all extremes) of 
consumers and market actors. Limitations with this present research 
is the lack of consumers as research objects, hence, we especially en-
courage longitudinal research which takes into account the interplay 
between market actors and consumers to better understand how this 
market-mediated radicalization actually plays out over time.
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EXTENDED ABSTRACT
In 2018, digital grocery sales in the US reached 23.9 billion dol-

lars and these figures are bound to amount to 53.9 billion dollars in 
2023. By 2022, 70 percent of US shoppers are expected to regularly 
shop for groceries online (eMarketer 2018; 2019). Other than the 
convenience factor (e.g., Chiang and Dholakia 2003; Wolfinbarger 
and Gilly 2001), a key reason why consumers shop online is that it 
allows them to choose from a wider, more varied assortment (The 
Food Industry Association 2018). Yet, it is unclear whether consum-
ers actually reap the rewards of these (seemingly) wider assortments 
and seek more variety when shopping online versus offline. 

In fact, despite its practical relevance, to date only little is 
known on how the composition of consumers’ shopping baskets 
differs online and offline. Extant literature on how consumers shop 
online versus offline has examined the impact of shopping channel 
on consumers’ price-sensitivity (Chu, Chintagunta and Cebollada 
2008), reactions to price promotions (Degeratu et al. 2001), brand 
loyalty (Danaher, Wilson and Davis 2003), preference for package 
sizes (Andrews and Currim 2004), size of the basket and typical fea-
tures of the purchased products such as product weight, size, and 
healthiness (Chu, Chintagunta, and Cebollada 2008; Pozzi 2013; 
Huyghe et al. 2017). Despite this research, literature remains silent 
on the variety of the items in consumers’ shopping baskets online and 
offline. The current research addresses this question and investigates 
whether—and if so, why—the shopping channel through which con-
sumers purchase groceries (i.e., online vs. offline) affects the variety 
of items in their shopping basket. 

Variety seeking, as an important behavioral factor in formulat-
ing marketing strategies (e.g., Ratner and Kahn 2002; Seetharaman 
and Che 2009) has been researched extensively in the literature. In 
this research, we define variety seeking at the product level, measur-
ing the number of unique products purchased in an online versus 
offline shopping basket. We hypothesize shopping baskets composed 
offline to exhibit more variety—that is, to contain more unique cate-
gory items relative to the total number of category items—compared 
to shopping baskets composed online. 

To build this proposition, we rely on the differential product 
presentation mode as a marked difference between online and offline 
shopping channels. Products are real and physically present in an 
offline store, whereas they are typically represented in visual forms 
such as pictures in online stores. We propose that, in comparison to 
the visual presentation of products in online shopping, the tangible 
and concrete presentation of products in an offline context (Huyghe 
et al. 2017) is likely to lead to a higher level of anticipated satia-
tion (i.e., the extent to which a food is expected to deliver fullness; 
Brunstrom, 2011, Wilkinson et al, 2012). Past research has shown 
that expected satiation is significantly affected by the sensory char-
acteristics of a food item such as viscosity and texture (e.g., Martin 
et al. 2015; McCrickerd et al. 2012) and its physical attributes (e.g., 
size, calorie density, Brunstrom and Rogers 2012). Importantly, this 
anticipated satiation can occur prior to the consumption, as consum-
ers can rely on their past experience with a food item to estimate 
the degree of fullness that this food is likely to deliver (Keenan, 
Brunstrom, and Ferriday 2015). Research also shows that consum-

ers may experience anticipated satiation if they simply simulate the 
consumption in their mind. For example, merely evaluating a food 
item repeatedly can result in satiation through mental simulation of 
the consumption (Larson, Redden, and Elder 2013). In the context of 
our research, we expect that the offline (versus online) presentation 
of a food item is more vivid and more likely to engender spontane-
ous mental simulation of the consumption, resulting a higher degree 
of anticipated satiation. Consumers feeling satiated are more likely 
to look for varieties in their purchase to maintain a desired level of 
stimulation.   

Studies
In a first study we compared the online and offline purchases of 

4,000 mixed-channel customers, who shopped online in some occa-
sions and offline in others over a period of 6 months (from January 
until July 2018). To be considered as a mixed-channel customer, the 
percentage of a customer’s online shopping trips needed to range 
between 25 and 75 percent. We focus on mixed-channel shoppers 
as this allows a better test of shopping channel effects (as in Huyghe 
et al. 2017, Chu et al. 2010, and Chu, Chintagunta, and Cebollada 
2008) than a comparison of single channel shoppers (e.g., shoppers 
who only shop online or offline), as the latter comparison does not 
account for many of the inherent differences between the two groups 
of customers.

For this study we collaborated with a large Western-European 
retailer who operates both online and offline for many years and car-
ries the same assortment in both channels. Specifically, this retailer 
offers a click-and-collect service, allowing customers to order their 
groceries online but pay and pick-up the groceries in one of the re-
tailer’s offline stores; the retailer does not provide a delivery at home 
service. 

As shopping baskets generally contain more products online 
than offline (e.g., Chu, Chintagunta, and Cebollada 2008; Pozzi 
2013) probably a result of convenience factor, we calculated the va-
riety in a shopping basket as the total number of unique food items 
to the total number of food products purchased in a category (Levav 
and Zhu 2009). Every UPC (universal product code) is being counted 
as a unique item so that variety is calculated at the product level (e.g., 
a product with a new flavor within the same category is considered 
as a unique product). For instance, if on a given shopping trip a cus-
tomer bought one raspberry and one strawberry yogurt, the degree 
of variety in this category would equal 2/2 or the maximum possible 
variety. The dataset encompasses multiple receipts per customers as 
we received all receipts of all selected customers over a time period 
of 6 months. Therefore, we run multilevel models to analyze these 
data as in previous studies (e.g., Chu, Chintagunta, and Cebollada 
2008; Chu et al. 2010; Huyghe et al. 2017). In addition, we installed 
a cut-off of €500 on shopping baskets’ total value, as basket values 
exceeding this cut-off likely do not reflect ‘regular’ household gro-
cery shopping.

In line with our hypothesis, customers’ shopping baskets were 
less varied when purchases were ordered online (MRatio online = .52, 
SD = .20) compared to when they were bought offline (MRatio offline = 
.62, SD = .25; F(1, 37219.35) = 2441.20; p <.001). Furthermore, we 
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show the robustness of this effect by looking at the effect at (1) dif-
ferent levels of total spending and for (2) twenty-four different food 
categories (see Summarizing Results Table – Panel B and Panel C). 
With the exception of “alcoholic beverages” and “weight loss prod-
ucts and supplements” for which there were no differences in the va-
riety chosen for online and offline purchases, our result show that the 
proposed effect of shopping channel holds for both the tempting and 
unhealthy product categories (e.g., cookies, candies, chips and salty 
snacks) and the less tempting, healthier categories (e.g., fruit and 
vegetables, fruit juices, bread, meat and flour products). It suggests 
that the tendency of variety seeking is higher offline than online. In 
an online shopping context, when purchasing from a product cat-
egory, shoppers are likely to select multiple of the same items rather 
than spreading their choices across the available choice options. 
Nevertheless, real online and offline stores differ in many aspects, 
besides their presentation mode. For example, mixed-channel shop-
pers might have different motivations for shopping online versus of-
fline, which may be reflected in their shopping baskets. If presenta-
tion mode contributes to the observed difference in variety seeking 
online versus offline, then a similar difference should be detected in a 
lab environment, where only the presentation mode differs. 

The goal of Study 2 was to replicate this effect in a controlled 
laboratory environment. Hereto, we set up a between-subjects de-
sign with two conditions (shopping channel: online vs. offline). For 
this study, we recruited 110 master students from a large Western-
European University (38 men, Mage = 21.75 year) whom participated 
in return for partial course credit.

In this study, we told participants that we were interested in 
developing the ideal salty snack mix. In both the online and offline 
conditions, we presented them with five typical salty snacks and told 
them that they could compile their ideal snack mix. In total, they 
could fill five slots, one by one, with their preferred salty snack. In 
other words, they could choose five times the same salty snack if 
they wanted to. In the online condition, participants where shown 
five pictures, one for each of the available salty snacks, and were five 
times instructed to select one. After each choice, the same five pic-
tures were shown along with the preceding choices they had made. 
In the offline condition, five boxes of each of the five salty snack 
mixes were placed in front of the participant. Participants could fill 
a five-compartment box by consecutively selecting five snacks and 
pouring them – one at a time – into the compartments. 

We measured variety using the number of unique snacks each 
participant had chosen. The results support our hypothesis that par-
ticipants’ salted snack mix was less varied when it was composed 
online (MOnline = 3.80, SD = .91) compared to when it was composed 
offline (MOffline = 4.10, SD = .78; t(108) = 1.75; p = .08).

In Study 3 we aim to replicate the results of Study 2. Moreover, 
we will test whether the effect replicates across vice and virtue assort-
ments (Wertenbroch 1998; Milkman, Rogers and Bazerman 2010), 
as past research shows that the effect of presentation mode may differ 
between vice and virtue food products (Loewenstein 1996). 

Seventy-seven participants (29 men, Mage = 25.86 year) whom 
were recruited through the Consumer Panel of a large European 
university, participated in this study in return for a small monetary 
compensation. Participants were randomly assigned to the online 
versus offline condition, which served as a between-subjects factor 
in this study. Participants were either consecutively exposed to four 
online assortments, each comprising six products, or were exposed 
to the same snack assortments depicted on a shelf in the lab. Of the 
four product assortments, we composed two vice assortments (e.g., 
candies, candy bars) and two virtue assortments (e.g., fruits and veg-
etables and cereal biscuits). In both conditions, participants selected 

six snack items from each assortment. It was explicitly indicated that 
they could select the same item multiple times.

Similar to Study 2, we calculated the number of unique snacks 
that each participant had chosen as the dependent variable in a mul-
tilevel model that accounts as each participant provided four data-
points. In line with our predictions, participants’ choices were less 
varied when they were made online than when they were made of-
fline (MOnline = 2.96, SD = 1.05 and MOffline = 3.40, SD = .98; F(1,75) = 
7.89; p = .006). Importantly, when looking at the variation in partici-
pants’ choices in the tempting (MOnline = 3.03, SD = 1.17 and MOffline = 
3.58, SD = .93; F(1,75) = 7.86; p = .006) and non-tempting (MOnline = 
2.89, SD = .92 and MOffline = 3.22, SD = 1.00; F(1,75) = 3.38; p = .07) 
assortments separately, the effect replicates. 

In Study 4, we aim to replicate the finding while making partic-
ipants’ choices consequential. Hereto, we told participants that they 
had a 10% chance to receive the products they chose in this study 
two weeks after participation. This design also made sure that the 
products were available with a similar delay in both conditions rul-
ing out differences in order lead time online and offline as an alterna-
tive account for the observed effect of shopping channel (Milkman, 
Rogers and Bazerman 2010).

In total, 75 participants (27 men, Mage = 23.69 year) from the 
Consumer Panel of a large European university participated this 
study in return for a small monetary compensation. We again manip-
ulated whether participants made choices online versus offline and 
instructed participants to select snacks from the assortment in line 
with their preferences. All participants read this same scenario and 
were then asked to choose seven snacks from the available assort-
ment. In the online condition, the snack assortment was displayed to 
the participants on the following page in the survey. For the offline 
condition, we constructed the snack assortment on a retail shelf in 
the consumer lab and participants were asked to look at this assort-
ment and to indicate their choices on a separate paper, while seated 
in front of the assortment. The assortment consisted of 22 different 
snacks with both healthy and unhealthy snacks. 

As in the previous studies, we calculated the number of unique 
snacks each participant had chosen. In line with our main hypothesis, 
participants’ choices were less varied when they made their choices 
online compared to when they made choices offline (MOnline = 5.00, 
SD = 1.23 and MOffline = 5.60, SD = 1.30; t(73) = 2.00; p = .05). 

General Discussion
In sum, this research demonstrates that consumers’ food choic-

es and purchases are less varied online than offline. We show that 
the effect holds for both tempting and non-tempting food products 
(Study 3) and rule out order lead time (Study 4) as an alternative ac-
count for the observed effect of shopping channel (Milkman, Rogers 
and Bazerman 2010). 

This research responds to a recent call for research that com-
pares consumers’ purchases online and offline (Sevilla, Lu, and Khan 
2019) and, as such, contributes to the stream of research compar-
ing both shopping channels (e.g., Degeratu et al. 2001; Danaher et 
al. 2003; Chu, Chintagunta and Cebollada 2008; Chu et al. 2010;; 
Huyghe et al. 2017). Importantly, unlike many other studies that 
compared online versus offline customers using a between-subject 
design,  in this research we analyzed mixed-channel customers—
customers that purchased in both the online and offline stores of the 
same retailer. This is crucial as a between-subject comparison is dif-
ficult to rule out many of the potential confounds resulted from the 
inherent differences between customers who shop online and those 
shopping offline.  
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We propose that the shopping channel difference in variety 
seeking is the result of a difference in anticipated satiation online 
versus offline. Past research shows that vivid product presentations 
trigger more intense product desire and higher levels of temptation 
(Loewenstein 1996; Huyghe et al. 2017). We show, somewhat coun-
terintuitively, that vivid product presentations (in offline stores) are 
not only more tempting, they also lead consumers to anticipate a 
more rapid decay in future consumption enjoyment and thus include 
more varieties in their purchases.

Our findings also provide important practical implications for 
retailers and product and brand managers which might help to im-
prove their decision-making on their online and offline marketing 
and promotion strategies. Indeed, nowadays retailers strive to extend 
their offer online as well as offline to attract and please customers. 
Yet, the present findings suggest that consumers do not actually reap 
the variety they choose to have online; instead they do make more 
varied choices in brick-and-mortar stores.  
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EXTENDED ABSTRACT
This conceptual paper proposes a sociomaterial lens for under-

standing how surveillance functions and produces outcomes in plat-
form organizations, and draws attention to this performative process 
of knowledge generation in healthcare. Platform organizations en-
able distant and asynchronous monitoring of people as assemblages 
of data (Zwick and Denegri-Knott, 2009). With this surveillant as-
semblage, purposes and hierarchies of begin to shift from one-sided 
power disparities (Foucault, 1979) to more complex surveillance net-
works (Haggerty and Ericson, 2000) because those who were once 
under surveillance, and thereby disciplined, now enact surveillance 
themselves. Questions emerge concerning how platform organiza-
tions constitute a surveillant assemblage that challenge the existing 
practices and power relations for medical knowledge constitution. 
Conventional theories of surveillance do not suffice to describe the 
complexity of the contours and effects of surveillance phenomena 
observed in the datafication of everyday life, as the effects of and 
responses to surveillance are much more complex than resistance 
and compliance (Brivot and Gendron, 2011). Hence a need to move 
beyond a dichotomous and reactive view of surveillance (Visser et 
al., 2017), and focus on how patients, the surveilled, can enact sur-
veillance is warranted; a perspective often missing in surveillance 
literature (Visser et al., 2017).

With the emergence of participatory medicine, Web 2.0 tech-
nologies transform the ways patients manage their health by tracking 
health data in real-time and enabling big data generation. Hierarchies 
of knowledge production become leveled with increased access to 
medical knowledge (Rier and Indyk, 2006). Questions emerge con-
cerning how platform organizations constitute a surveillant assem-
blage of humans and technology, and its outcomes, which challenge 
the existing practices and power relations for knowledge production. 
Sociomateriality is a useful lens for exploring the materiality and 
performativity (Jones, 2014) of surveillant assemblages and their 
outcomes as enacted in the practices and relations of human and 
nonhuman actors (Callon, 2008; Orlikowski and Scott, 2015). The 
inextricably related material, digital and social outcomes of surveil-
lance in knowledge constitution (Barad, 2003; Orlikowski, 2007; 
Orlikowski and Scott, 2008) yield both material and social effects, 
which draws attention to the performativity of surveillance technolo-
gies, a key concept related to sociomateriality (Jones, 2014). 

Sociomaterial lens in information systems and organizational 
research emphasizes the relationality and the constitutive entangle-
ment of humans and technology (Barad, 2003; Orlikowski, 2007, 
2010; Orlikowski and Scott, 2008, 2015) that enact performances 
via their practices (Barad, 2003), which is rarely studied (Gond et al., 
2015) yet is critical for studying the constitution of knowledge as a 
sociomaterial practice (Barad, 2003; Orlikowski, 2007; Orlikowski 
and Scott, 2008). With advancement in digital technologies, wear-
able devices, and tracking tools, scholars may study the performativ-
ity of different sociomaterial arrangements and their consequences 
for a more distinct sociomaterial theorizing and understanding the 
change of power dynamics in these arrangements (Cecez-Kecma-
novic, 2014). Furthermore, studies in marketing and consumer re-
search focus on performativity by exploring how marketing tools 
and models shape markets (Kjellberg and Helgesson, 2006; Mason 
et al., 2015) as well as how consumer-enacted performativities (Mar-
tin and Schouten, 2014; Scaroboto, 2015) shape markets. However, 
less attention is given to the constitutive entanglement of humans and 

technologies (Orlikowski and Scott, 2008; Kjellberg and Helgesson, 
2006) that enact performances (Barad, 2003) at micro/meso/macro 
levels, and how these outcomes reshape existing practices and trans-
form power dynamics among market actors (Cecez-Kecmanovic et 
al., 2014; Orlikowski and Scott, 2015).

The emergence of alternative healthcare platforms (e.g., Pa-
tientsLikeMe, trackmystack, myhealthteams, 23andme, raremark) 
for medical knowledge generation is a good example to study the 
different performances and their related sociomaterial outcomes 
at micro/meso/macro levels. Surveillant assemblage on these plat-
forms operates via different levels and involvement of multiple ac-
tors, human (e.g., patients, physicians, caregivers, platform opera-
tives, pharmaceuticals, researchers, and state) and non-human (e.g., 
genetic reports, symptom tracking tools, mood maps, doctor visit 
sheets, disease rating scales, disease outcome measures). At the mi-
cro and meso levels, patient practices are configured by surveillance 
technologies and exist through material artefacts (e.g., doctor visit 
sheets produced on platforms and used in clinical settings, symptom 
trackers to track patient well-being), and their outcomes yield ma-
terial (e.g., application of new treatments, patient self-tracked data 
influence his and others’ bodily experiences), and social (tracking 
tools organize relations among patients and new forms of interaction 
between patients and doctors in clinical settings) effects. Patients use 
tracking tools to gain a deeper sense of self and others (Moore and 
Robinson, 2015) - a potential of surveillance and its reflexive nature 
(Iedema and Rhodes, 2010). Self-tracking is the result of a dynamic 
sociomaterial arrangement (Bode and Christensen, 2016).  Digital 
tracking tools predict patient diagnostic/prognostic data as patients 
quantify and visualize their data, and shape their management of 
care and relations in material and social terms (Callon, 2008; Or-
likowski and Scott, 2008). Outcome measures shared with other pa-
tients and healthcare stakeholders make surveillance more relational 
than ever. They improve communication on patient care with diverse 
stakeholders in clinical settings, influence patient embodied practices 
and organizing relations to others accordingly, prevent hospitaliza-
tion or wrong treatments, hence producing both social and material 
outcomes in and beyond the platform. Institutional actors (pharma-
ceuticals) also track patient data, recruit patients for clinical trials, 
track drug effectiveness and side effects, and partner with patients for 
improving self-tracking tools. At the macro level, patient practices 
such as directly reporting drug side effects to government agencies 
using surveillance technologies further shape state pharmacovigi-
lance of pharmaceuticals, and patient generated medical research via 
surveillance technologies inform scientific medical research. Hence, 
multiple performativities of the surveillant assemblage demonstrate 
the potential for shaping the practices of its actors, organizations and 
their markets (Callon, 2008; Orlikowski and Scott, 2008).

Sociomaterial performativity of a surveillant assemblage also 
draws attention to the performative struggles (Callon, 2007) or coun-
terperformativities (Mackenzie, 2007) in the era of datafication. Mi-
cro/meso counterperformativities include the exclusion of illiterate 
patients in the surveillant assemblage. Platforms may also create a 
“technology of the self” via self-tracking, which may lead to ma-
nipulation of data by users. Data (il)literacy is also an important per-
formative struggle, as it may obstruct decisions concerning patient 
care and scientific knowledge production, as well as power dynam-
ics. Future research should work on to explore the impact of these 
counter-performativities in alternative markets.
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EXTENDED ABSTRACT
Two recent tragedies received worldwide attention: the Cyclone 

Idai and the Notre-Dame Cathedral fire. While the former ranks as 
one of the deadliest tropical cyclones on record, the latter, though 
tragic for its cultural significance, did not affect people’s access to 
pressing needs. Yet, members of the elite donated approximately ten 
times more to the rebuilding of the Notre-Dame Cathedral than to 
the victims of the cyclone (Martin 2019; Walsh 2019). Although cel-
ebrated by some, the enormous amounts donated to the Notre-Dame 
Cathedral have also triggered a massive public backlash (Sullivan 
2019). At the center of the criticism was the question: which social 
causes are worthy of philanthropy for the rich? In this research, we 
shall demonstrate how a basic psychological process (i.e., sensitivity 
to need) may help explain this intriguing question.   

Individual experiences have been shown to largely shape dona-
tion preferences (Radley and Kennedy 1995). Small and Simonsohn 
(2008), for instance, showed that past experiences with a friend’s 
misfortune increases sympathy towards other victims from the same 
plight. However, since social class often shapes personal experiences 
in a relatively homogeneous way (Kraus et al. 2012), it may well 
mold people’s relative sensitivity to particular sets of misfortunes 
and thereby influence their prosocial choices. 

Given that lower-class individuals are embedded in contexts of 
generalized scarcity (Piff et al. 2012), we reasoned that they would 
present a greater sensitivity to the degree of need of social causes 
relative to their higher-class counterparts. Implicit in this reasoning 
is the idea that going from scarcity to abundance changes not only 
the amount of resources one has to give, but also the dimensions 
consumers are more sensitive to during the donation process. Among 
the poor, scarcity-based experiences should increase the donor’s sen-
sitivity to need. As a result, they should be more inclined to donate 
to more pressing causes (e.g., helping the homeless find shelter) than 
to relatively less pressing ones (e.g., promoting cultural activities). 
Among the wealthy, abundance-based experiences should reduce the 
donor’s sensitivity to need and enhance the weight of other factors 
(e.g.,  social signaling; Sargeant and Woodliffe 2007). We test this 
possibility across 5 field studies with residents from extremely poor 
and wealthy areas of Brazil.  

In study 1, participants received five R$2.00 bills in return for 
their participation. Upon completion of a filler questionnaire, respon-
dents learned that research assistants were collecting resources for 
two campaigns, one to help the homeless find shelter (a pretested 
pressing need) and the other to help promote cultural activities (a 
pretested non-pressing need). Participants were then given two enve-
lopes containing a pictorial depiction of each cause and instructed to 
deposit the money they were willing to donate (including any) in the 
designated envelope. As expected, higher-class consumers donated 
less than their lower-class counterparts to a cause concerned with 
the homeless but donated more when the cause concerned cultural 
activities. 

Study 2 uses another combination of causes (food and culture) 
and provides initial process evidence. This study relies on the same 
procedure as study 1 except that half of the participants received an 
envelope containing a neutral pictorial appeal, whereas the other half 
received an envelope containing a visceral graphic appeal. If find-

ings from study 1 are indeed explained by a sensitivity gap, then 
presenting the causes in a way that makes the degree of necessity 
emotionally/viscerally salient to all participants would make both 
higher- and lower-class consumers more likely to donate to the most 
pressing cause. That was indeed the case. When assigned to the neu-
tral condition, higher-class participants donated more to culture than 
food, whereas the opposite held true for their lower-class counter-
parts. However, when assigned to the visceral condition, both groups 
became more charitable to the food-related cause. 

Study 3 replicated the procedure of study 2 in a hypothetical 
scenario and asked participants to indicate not only the social cause 
they would contribute more money, but also the reason why they 
chose to donate more to one cause or the other (degree of need, af-
finity, or other motive). Beyond replicating findings from study 2, 
results also showed that the effect of the viscerality manipulation on 
patterns of giving was explained by the increase in the sensitivity to 
need among the wealthy in the visceral (vs. neutral) condition. 

Study 4 relies on a distinct approach to examine the mechanism. 
Participants were offered the opportunity to donate to one of two 
causes in a hypothetical scenario. For half of the participants, the 
tradeoff hinged upon shelter and sports, whereas for the other half 
the options were safety and sports. A pretest showed that lower-class 
consumers experience much higher scarcity in the access to shelter 
than their higher-class counterparts, but both groups share similar 
scarcity experiences in terms of safety. Since our rationale predicts 
that higher scarcity experiences prompt a higher sensitivity to need, 
we reasoned that lower-class participants would donate more to the 
most pressing cause than their higher-class peers when the pair of 
available causes were shelter and sports but not when the pair of 
causes were safety and sports. This prediction was fully supported. 

Our final study adopts a framing strategy to provide further evi-
dence for the proposed mechanism. Participants were offered the op-
portunity to donate to a shelter-related cause and/or a sports-related 
cause in a hypothetical scenario. Whereas for half of the participants, 
the shelter-related appeal emphasized the benefits inherently con-
nected to having access to adequate shelter (e.g., well-being), for the 
other half the appeal centered on the idea that reducing homelessness 
might help promote safety in the city. As expected, emphasizing the 
safety-related benefits of helping homeless people increased sensi-
tivity to need, and thereby donation amounts, among the higher-class 
more than among the lower-class. 

This research offers two main contributions. First, we move be-
yond the question of who behaves more prosocially to assess when 
and why members of contrasting socioeconomic backgrounds act the 
most on behalf of others. Second, we extend the finding that personal 
experiences shape sympathy towards specific causes by showing 
how it can reflect a group-based phenomenon. 
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EXTENDED ABSTRACT
A mother’s autonomous status has a substantial influence on 

a child’s educational attainment (Korupp, Ganzeboom and Lippe 
2002), survival (Fantahun et al. 2007), and health condition (Senara-
th and Gunawardena 2009). However, scant research has been done 
to investigate the impact of mothers on their children’s educational 
spending. Research in economics and psychology addressing this 
topic suggests that a mother’s autonomous status is a critical determi-
nant of investment made for their children’s future (Mencher 1988). 
In this paper, we (a) consider the impact of a mother’s level of em-
powerment on educational issues, (b) explain how access and use of 
social media influences a mother’s empowerment and thus children’s 
outcomes (Figure 1) and (c) test our hypotheses with mothers in both 
India and the United States. 

Study 1- Mother’s Empowerment In India
Educational spending was measured by summing up the expen-

ditures on education (₹) for the oldest child between the ages of 11 
and 17. The expenses include tuition, school fees, books, transporta-
tion to school, other school materials, and test preparatory services. 
According to Zimmerman (1995), to fully understand empowerment, 
both forms of empowerment, intrapersonal empowerment, and in-
teractional components, should be considered. We used a developed 
scale to capture this (Liu 2016). We recorded mother’s use of social 
media on Yes, Sometimes or No. Other relevant background control 
variables were captured, including the self (wife) and husband’s in-
come, the number of children, work status of the mother, and wife 
and husband’s education level.  

The average age of the 301 respondents was 38.5 years (SD = 
6.23). Majority of the children (78.7%) were enrolled in a private 
school. Forty-two percent of the surveyed women stated that What-
sApp was their primary social media option. About 70% of the What-
sApp users are a part of their child’s school group or other educa-
tional related online communities, and 34% of these women reported 
either “always” or “mostly” use WhatsApp for this purpose. 

A confirmatory factor analysis (CFA) was conducted with a 
bootstrap resampling procedure with 2000 samples and 95% bias-
corrected confidence interval. Our model presented a good fit (χ2 
(26) = 53.11, p < .05; CFI = .98; RMSEA = .06, NFI = .96; Hu and 
Bentler 1999; Jöreskog and Sörbom 1993). The results suggest that 
less social media use had a significantly reduced effect on the latent 
variable, interactional empowerment (-.48; p < .05), but not intrap-
ersonal empowerment. Children’s school grades decreased (.96; p 
< .05; reverse-scored) as their mother’s intrapersonal empowerment 
levels increased, and they also spent less on educational expenditures 
(-.99; p < .05). Meanwhile, higher levels of interactional empower-
ment significantly increased educational expenditures (.21; p < .05) 
while not significantly affecting their child’s school grades. There 
were no indirect effects of media use. The control variable school 
type had a significant effect on expenditure, while the gender of the 
child had a significant impact on grades.

Study 2- Mother’s Empowerment In The United States
To understand how the use of social media impacts empower-

ment in the US, we captured active or passive usage of Facebook, 
Instagram, Twitter or other social media sites (Li 2016). Educational 

expenditure was captured using the question- “Please consider the 
following educational expenses: tuition, private tutoring, books, and 
other school materials, test prep services, transportation to school” 
on a scale with 1 = < $250 to 9 = $2000+ with increments of $250. 
An individual’s social needs, recognition needs, and cognitive needs 
were also captured to understand the motivation of seeking social 
media (Leung 2009) and children’s grades in school. Out of the 182 
participants, 98% of the mothers owned a smartphone, and all par-
ticipants had access to some form of social media. Ninety percent of 
the participants used social media regularly, while others used social 
media occasionally. 

Our CFA model had a good fit (χ2 (40) = 66.66, p < .05; CFI = 
.94; RMSEA = .06, NFI = .86). The results suggest that the mother’s 
active social media use had a significant effect on the latent vari-
able, intrapersonal empowerment (.26; p < .05), but not interactional 
empowerment, as we had expected. Our results show that passive 
social media use had a significant and positive effect on the latent 
variable, interactional empowerment (.17; p < .05). Increased intra-
personal empowerment reduced their child’s school grades (.73; p 
< .05; reverse-scored) while interactional empowerment increased 
educational expenditures (1.81; p < .05). We also find that recogni-
tion (.28; p < .05) and social needs (.36; p < .05) significantly impact 
active social media use while cognitive needs (.36; p < .05) leads to 
passive media use.

Discussion
By having a mere presence on social media (via passive use) 

helps women develop interpersonal relations and propel collective 
action (related to interactional empowerment). These outcomes posi-
tively influence children’s future since with increase in interactional 
empowerment, more expenditures are spent related to children’s 
education. Also, it is worth noting that cognitive needs drive passive 
use of social media, possibly relying on social media as a critical 
source of information. However, mothers relying on active use of so-
cial media without the relational bonds (created through interactional 
empowerment), may negatively result in (a) reduced expenditures on 
children’s education in India, and (b) their children performing more 
poorly in school (lower school grades), which was revealed in both 
in India and US. Our paper is informed by traditional marketing theo-
ries of consumer and media socialization and psychological theories 
of empowerment and places the family, especially the mother and her 
media use, central to a child’s welfare. 
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EXTENDED ABSTRACT
This research focuses on the interplay of consumption and 

production practices with religious discrimination/segregation. Al-
though works of Izberk-Bilgin (2012) and Sandikci and Ger (2010) 
consider religion as an ideological tool for consumers’ identity proj-
ects, we analyze a context where a pernicious, discriminating struc-
tural order prevents the use of religion as an ideological tool. Instead, 
the neoliberal market discourses are implicated, which, ironically 
leads to reproduction of discrimination. We situate this work in prior 
research on marketplace exclusion (Scaraboto and Fischer 2012), 
redlining (D’Rozario and Williams 2005), spatial exclusion (Castil-
hos 2019), and stigmatization (Sandikci and Ger 2009). Our central 
research questions are: (a) How does religious discrimination shape 
consumption and production practices of the discriminated? (b) How 
do these consumption and production practices, in turn, influence 
segregation and discrimination?

The study is set in Ahmedabad (India), which has history of 
several interreligious conflicts, and majority of its population lives 
in religiously homogeneous neighborhoods (Field et al. 2009). As 
the context deals with aspects of distinction (between Hindus and 
Muslims) and spatial segregation, Bourdieu’s ‘thinking tools,’ such 
as capital, doxa, interest, and symbolic violence, and Wacquant’s 
analyses of territorial stigmatization, are useful in analyzing the data 
(Grenfell 2014; Wacquant, Slater and Pereira 2014). 

Data. Using QGIS application, public/private amenities were 
mapped onto each of 48 wards of Ahmedabad (Figure 1). This map-
ping helped us analyze the peripheralization that extends beyond the 
well-researched residential segregation - to that of access to main-
stream marketplaces. We also interviewed 16 Muslims who have 
been living in Ahmedabad since the 2000s. Participants provided in-
depth details on the marketplace discrimination experienced in their 
everyday lives - segregated housing, schooling, employment, bank 
loans, and public facilities. Furthermore, the authors gained a richer 
understanding by participating in several inter-community events, 
thus traveling to otherwise invisible parts of the city. The analyses 
followed a hermeneutic approach (Thompson 1997) by identifying 
themes within and between interviews and connecting these themes 
with theory.

Findings. Marketing is suggested to favor the in-group through 
marketing mix, store location, delivery modes, etc. (Bennett et al. 
2016). The GIS map and interviews illuminate redlining (paucity of 
retail stores, restaurants, and banks) in Muslim majority areas, lead-
ing to significant differences in amenities between Hindu and Mus-
lim majority areas. Participants also mentioned being underserved 
by public or private schools and paying higher prices for electricity. 
Markets become a tool for expressing the religious doxa and repro-
ducing field positions through spatial segregation (Bourdieu 1986, 
Wacquant et al. 2014). Such structuring influences production/con-
sumption opportunities of the dominated. Interestingly, such a pro-
cess not only leads to inferior outcomes for Muslim consumers, but 
also hurts businesses that accommodate inefficiency/losses to main-
tain social legitimacy (by not serving Muslim dominant areas). Thus, 
markets forego ideals of profit maximization and customer satisfac-
tion to align with discriminating structural forces.

To redress their dominated positions, stigmatized Muslim pro-
ducers rely on neoliberal logics of entrepreneurship, individual ef-
fort, and market-mediated solutions for overcoming discrimination. 
“Forced entrepreneurs” (in the words of a participant) emerge as they 
develop alternative markets for schools, supermarkets, and real es-
tate, among others. Participants worked in their ‘interest’ to improve 
their field positions by relying on ‘market doxa’ to redress the infe-
rior position imposed through ‘religious doxa’. Thus markets, and 
not religion, provide necessary ideological and material resources to 
subvert structural discrimination. 

We find that even if our informants had the economic means to 
out-migrate, they found it difficult, if not impossible. Barriers to mo-
bility were either institutionally sanctioned or culturally legitimized 
(prohibition of meat consumption in many residential localities). A 
participant running a food business could not expand his business 
as he was denied a larger commercial space in Hindu majority area. 
Likewise, participants mention about not being granted loans eas-
ily because they live in ‘negative areas’, along with issues in school 
admissions. Bourdieu (1986) argues that the value of one form of 
capital lies in its ease of conversion to other forms of capital. We find 
that location (physical capital) inhibits the conversion of economic 
capital into symbolic capital. This non-conversion of capital ‘freezes’ 
the position of the dominated in the field, thus aggravating distinc-
tion and symbolic violence. 

Success stories of a few entrepreneurs provided inspiration to 
rely on one’s effort to overcome discrimination. This valorization 
and internalization of market logic (individuality, self-reliance) made 
participants feel responsible for their condition. Thus, market logic 
promoted the consideration of structural and arbitrary as natural and 
self-inflicted, thereby precluding any collective action against sys-
temic disadvantages. In doing so, market logic becomes complicit 
in reproducing discrimination by replacing collective efforts towards 
structural change with individual efforts towards personal change. 

The struggle of the participants to redress the stigmatization re-
sulted in entrepreneurial initiatives enveloped in an “identity dance” 
(Weinberger 2015) of selective fore-/back-grounding of religious 
markers. Some Muslim entrepreneurs navigated inter-communal 
boundaries by keeping non-Muslim names for their businesses (e.g., 
Ruby/Best-Mart) to “pass for normal” (Goffman 1963). Unlike 
Crockett and Wallendorf (2004), some entrepreneurs assigned Mus-
lim names to their businesses (e.g. Bismillah) to reinforce collective 
Muslim identity, but only when catering to a Muslim clientele. 

Discussion. Our work contributes to theory in the following 
ways. First, we uncover how lack of legitimate physical capital 
inhibits the conversion of economic capital into symbolic capital. 
Thus, we address the limited attention Bourdieu (1986) accords to 
physical space. Second, we uncover the dual role of markets, in the 
way they help survive discrimination by enabling means of living but 
foreclose opportunities of collective action and structural changes, 
through individualization and responsibilization. By foreclosing col-
lective action, the market’s neoliberal ethos appears to reproduce dis-
tinction and segregation.

Our work also informs contexts wherein spatial segregation is 
institutionally or culturally legitimized (refugee camps, gated com-
munities, redlining, etc.). Often, it is believed that market logic will 
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eventually resolve underlying segregation/discrimination. We found 
that without efforts through other collective means, the market may 
aggravate the conditions it is meant to alleviate. We attempt to un-
cover the complex interplay between marketplace activities of in-
dividuals and structural aspects of discrimination/segregation, thus 
informing theory and public discourse on these issues. 
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EXTENDED ABSTRACT

Introduction
 The concept of the sharing economy is more than just a buzz-

word. By 2025, the sharing economy is expected to be valued at $335 
billion (Kindergan 2015). The term ‘shared services’ in our study 
is with regards to the services provided in the sharing economy 
such as ride-sharing (e.g., Uber and Lyft), accommodation sharing 
(e.g., Airbnb and Couchsurfing), task-sharing (e.g., Taskrabbit and 
Airtasker), closet-sharing (e.g., Rent the Runway and Style Lend) 
and many more. These types of services are labelled as ‘shared ser-
vices’ because they provide access without ownership (Eckhardt et 
al. 2019, Kumar, Lahiri, and Dogan 2018). 

With the support of digital and mobile technology, these shared 
services apps (mobile applications) offer consumers an easier access 
to a variety of on-demand goods, services and underutilized assets 
for monetary gains. We know that consumers will repeat their ser-
vice usage if they find that the company provides some sort of value 
(intrinsic and/or extrinsic) to them. For example, Uber reported their 
“Monthly Active Platform Consumers” (MAPCs) of 91 million in 
the fourth quarter of 2018. These are users who were found to take 
at least one ride on Uber or buy at least one meal on Uber Eats (Sa-
linas and Feiner 2019). For explaining individual’s frequent usage of 
such shared services, we posit that the difficulty (or ease) of use and 
the overall experience of using shared services plays a major role in 
influencing their usage behavior. 

To date, little is known about individual’s shared services fre-
quent usage behavior.  The focus of the extant literature seems to be 
more inclined towards the motivations and barriers for using shared 
services and overlooks the importance of understanding individual’s 
frequent usage behavior of these services. Past scholarly work done 
on understanding of human behavior seem to emphasize on the 
intention-behavior relationship (Ajzen 1991, Godin and Kok 1996, 
Sheeran and Orbell 1998, 2000b, Warshaw and Davis 1985, Sheeran 
and Orbell 2000a) and have yet to consider actual frequent usage be-
havior. The more frequent and recent an individual’s usage behavior 
(Bagozzi and Dholakia 2002), the more likely he/she will repeat their 
usage behavior again in the future. 

With regards to adoption of technology, many studies have pri-
marily focused on perceived ease of use (PEOU) (Fagan, Neill, and 
Wooldridge 2008, Luarn and Lin 2005, Saadé and Bahli 2005, Ven-
katesh 1999, Gefen, Karahanna, and Straub 2003, Hansen, Saridakis, 
and Benson 2018) and limited studies have considered perceived 
difficulty of use (PDOU) in terms of understanding consumer’s us-
age behavior (Trafimow et al. 2002, Barnard et al. 2013, Venkatesh 
2000). However, in actual reality, it is the perceived difficulty of use 
(PDOU) that influences frequent usage of the adopted services. This 
is because we postulate that it is much easier for individuals to ex-
press their difficulty in using shared services rather than the ease in 
using these services. Besides, it was found that consumers showed 
higher intentions to purchase when they had favorable past purchas-
ing experiences (Weisberg, Te’eni, and Arman 2011). Thus, we also 
examine the role of the experience in making consumers use the 
same services frequently.

Based on the above backdrop, the aim of our research is to un-
derstand individual’s consumption of shared services particularly 
their frequent usage behavior, and the role of perceived difficulty of 

use (PDOU) and their experience of using shared services. There-
fore, to address these research gaps, our study is guided by four re-
search questions. These questions are: What influences people to fre-
quently consume shared services? How the perception of difficulty 
in using the shared services affects frequent usage behavior? What is 
the role of past experience in consumption of shared services? How 
social norms affect intention to participate or not to participate in the 
sharing economy? 

Conceptual Framework
According to Ajzen and Fishbein (2005),  human behavior is 

guided by attitudes and therefore, attitudinal theories are needed to 
understand and explain individual’s consumption of shared services. 
Our research framework draws advances from attitudinal theories 
explaining individuals’ frequent usage behavior together with extant 
knowledge of shared consumption. We grounded our research frame-
work on Theory of Trying (TT) by Bagozzi and Warshaw (1990) and 
Extended Model of Goal-Directed Behavior (EMGB) by Perugini 
and Corner (2000) together with frequent usage behavior, perceived 
difficulty of use (PDOU) and experience of using shared services to 
explain individual’s shared services behavior. Applying one theory 
to the domain of the other has potential to generate novel insights. 
According to Mayer and Sparrowe (2013) in order for integration 
to be successful, it is important for a clearly articulated link be-
tween the theory and the new domain to be present as it allows for 
productive dialogue. We propose an integration of both mentioned 
theories as they complement each other. TT’s three determinants: 
attitude toward success, attitude toward failure and attitude toward 
the process also known as the pre-factual attitudes allow a better 
understanding of individual’s shared services frequent user behav-
ior when integrated with EMGB. Individuals using shared service 
may experience impediments and that could drastically affect their 
shared services usage frequency. On the other hand, EMGB is said 
to have outperformed the TPB and has shown substantial predictive 
power (Perugini and Corner 2000, Lee et al. 2012). To the best of 
our knowledge, this is a first empirical study to integrate two attitu-
dinal theories: Theory of Trying (TT) and Extended Model of Goal-
Directed Behavior (EMGB) to further explain individual’s frequent 
usage of shared services. 

Method
Data for the study were collected using a mall-intercept survey 

using structured questionnaire. Measures for all the variables used 
in this study were drawn from well-established literature and were 
modified to suit the present study. Out of 500 respondents partici-
pated in the mall-intercept survey, 393 responses were found to be 
usable. Partial Least Squares based Structural Equation Modelling 
(PLS-SEM) was used to test all the hypotheses in the conceptual 
framework. The SmartPLS 3.0 software was used for the testing 
of both measurement model and structural model. PLS based SEM 
technique was used mainly because it provides a useful estimate 
for a complex framework with many constructs and many indica-
tors (Chin 1998, Hair et al. 2011, Ringle, Sarstedt, and Straub 2012). 
Moreover, Hair et al. (2011), Hair et al. (2014), Henseler, Ringle, and 
Sinkovics (2009), highlighted that PLS-SEM has been widely used 
in marketing research and also been used in many top-tier and other 
leading journal publications.
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Discussion
Our findings offer new insights for understanding individual’s 

consumption of shared services particularly their frequent usage be-
havior, the role of perceived difficulty of use (PDOU) and experi-
ence of using shared services. Consequently, our research augments 
the Theory of Trying (TT) and Extended Model of Goal-Directed 
Behavior (EMGB) in several ways. Empirical findings of the study 
prove to show the proposed framework of the study developed by in-
tegration of theories was successful in explaining individual’s shared 
services frequent behavior.

Pre-factual attitudes towards success (feelings towards success, 
expectation of success and evaluation of success), attitude towards 
failure (feelings towards failure), attitude towards the process (feel-
ings towards process) were found to influence individual’s attitude 
towards using shared services. Similarly, we found attitude towards 
use, subjective norms and group norms significantly influence in-
dividual’s desire for using shared services. Desire to use shared 
services and perceived behavioural control were found to influence 
individual’s intention for using shared services. Besides that, we also 
found intention to use and subjective norms significantly influence 
individual’s frequent usage of shared services. Perceived difficulty 
of use (PDOU) on the other hand, was found to be negatively associ-
ated with individual’s frequent usage behaviour of shared services 
and experience of using shared services was found to be negatively 
associated with PDOU.

Conclusions
As mentioned earlier, the primary objective of this study was to 

understand individual’s consumption of shared services particularly 
their frequent usage behavior, and the role of perceived difficulty of 
use (PDOU) and experience of using shared services. Our findings 
show that individual’s pre-factual thought process influences their 
attitudes towards using the sharing services. How individual’s feel, 
expect, evaluate success or failure and their overall thought process 
of using shared services highly depends on the sharing service pro-
viders’. Moreover, perceived difficulty of use (PDOU) and experi-
ence of using shared services were found to play an important role in 
terms of influencing individual’s frequent consumption of the shar-
ing services.

There are three main contributions of our study from the per-
spective of academia. The first contribution is in terms of the expla-
nation for the frequent consumption (usage) of shared services. Sec-
ond contribution is in terms of the inclusion of perceived difficulty of 
use (PDOU) variable in the existing behavioral models which have 
primarily considered perceived ease of use (PEOU). The third contri-
bution comes from explaining the role of experience of using shared 
services in the frequent usage behavior.

 This study also provides several practical implications for the 
key stakeholder of the shared economy, such as shared service pro-
viders (operators). It is imperative for the sharing service providers 
to create a positive brand experience and minimize service failures. 
This is vital because experience of using shared services not only 
affects individual’s perceived difficulty of use (PDOU) but also their 
frequent usage behavior. 

It is important for the sharing service providers to educate con-
sumers on using the features of their mobile apps such as by includ-
ing step-by step video of use in the app itself especially for the older 
consumers who often have anxiety towards technology adoption. 
The findings of our study are indeed valuable not only for future 
scholars who are keen to study similar technology adoption but also 
provide useful guidelines for the sharing economy practitioners.
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EXTENDED ABSTRACT
People often complain that they have plenty to do, but not 

enough time to do it. Yet, time is not the only resource that limits 
daily productivity. People also have limited mental energy. Approxi-
mately 20% of Western adults experience mental fatigue on a regu-
lar basis (Lerdal et al., 2005; Pawlikowska et al., 1994). Despite the 
importance of mental energy, and the fact that many daily tasks are 
naturally depleting, consumer research on how to replenish mental 
energy is limited. 

Mental energy is defined as momentary feelings of alertness that 
supports the ability to remain focused on and complete ongoing cog-
nitive tasks (O’Connor 2006; Ryan and Frederick 1997). Existing 
research investigates the exogenous source of energy replenishment 
(i.e., a source that is independent of the energy-consuming task) such 
as taking a rest (Helton and Russell 2017) and engaging in intrinsi-
cally interesting activities (e.g., leisure activities) (Reis et al., 2000). 
We suggest an endogenous source of energy replenishment – the 
completion of a goal-directed task – and propose that energy replen-
ishment at task completion depends on the value of task rewards. 
People’s energy level increases compared to pre-completion levels 
when completing high-reward tasks, but not low-reward tasks. We 
argue that task completion is the time when people obtain and reflect 
upon task rewards (Gollwitzer 2012; Heckhausen and Gollwitzer 
1987), which creates mental energy. As suppression of one’s needs, 
or regulation of the behavior that meets one’s needs, consumes men-
tal energy (Baumeister et al. 1998; Vohs and Faber 2007), it is pos-
sible that satisfying one’s needs (e.g., rewards) boosts mental energy.

We further suggest two moderators of the effect of reward value 
on energy replenishment: task effort and task focus (reward vs. mere 
completion). Reward is a consequence of cognitive control during 
goal pursuit, which is subjectively costly and influences people’s re-
sponses toward the rewards (Botvinick and Braver 2015; Inzlicht et 
al. 2018). When task effort is high, task completion should generate 
mental energy only when reward value is high because the invest-
ment of energy was worthwhile. When effort is low, energy replen-
ishment should be less sensitive to reward value and will occur at the 
completion of both high-reward and low-reward tasks because both 
tasks were worthwhile given the minimal investment of effort.

Finally, we propose that there are two sources of the reward 
experienced at completion: the act of completing the task itself and 
the rewards associated with completing the task. If this is true, men-
tal energy replenishment should be a function of reward value when 
people focus on the rewards associated with task completion; when 
people focus on the mere act of task completion, mental energy 
should be replenished as long as the task is completed, regardless of 
task reward.

Study 1 demonstrated that mental energy is replenished upon 
completion of a high-reward task, but not a low-reward task. The 
task involved finding the best deals (i.e., lowest price) for five prod-
ucts. Task reward was manipulated by whether or not participants 
learned that they would get a $0.1 bonus for each best deal they 
found. Participants reported higher mental energy post-completion 
than pre-completion (i.e., before searching for the 5th product) when 
reward value was high (p<.001) but not when reward value was low 

(p=.88; interaction: p=.011). Felt achievement and competence did 
not differ across conditions.

Study 2 showed behavioral implications of energy replenish-
ment – persistence in a subsequent task. Participants completed the 
same deal-finding task, except that task completion was manipulated 
between-subjects by whether or not telling participants that the deal-
finding task was completed after they finished the 5th deal-finding 
task. Then all participants were directed to a book-evaluation task 
where they could choose to quit at any time. Task persistence was 
measured by the number of books participants evaluated before they 
quit. Participants who were informed of task completion evaluated 
more books than those who were not when reward value was high 
(p=.031) but not when reward value was low (p=.31; interaction: 
p=.025).

Study 3 tested moderation by task effort. The task involved 
learning good sources of six micro-nutrients among five groups of 
food. Within each group, participants saw six food items and their 
nutrition facts and needed to identify items that were good sources of 
each nutrient. Nutrition facts of different foods were listed in % daily 
value per serving that can be directly compared (low-effort) or in dif-
ferent serving sizes that required additional calculation (high-effort). 
The food was either easy to find in grocery stores (e.g., watermelon, 
blueberries; high-reward) or not (e.g., Kiwano, Loquat; low-reward). 
In the high-effort condition, mental energy was higher post-comple-
tion than pre-completion (i.e., before working on the 5th group) in the 
high-reward task (p=.001) but not in the low-reward task (p=.914; 
interaction: p=.016). In the low effort condition, however, mental 
energy was replenished regardless of reward value (main effect of 
completion: p=.043; interaction: p=.561). Study 3 also ruled out al-
ternative explanations of positive affect, felt achievement, and com-
petence.

Study 4 tested moderation by task focus. Participants were 
asked to 5 hand-written ship logs into digital texts. Reward value was 
manipulated by framing the task as helping scientists input important 
historical data (high-reward) or as digitizing logs that were not very 
useful (low-reward). Task focus was manipulated by adding visual 
cues that emphasized task completion (an arrow pointing to an icon 
signaling the end of the task), or not adding such cues, so that task re-
ward was more salient (similar to prior studies). In the reward-focus 
condition, mental energy was higher post-completion than pre-com-
pletion in the high-reward task (p=.011) but not in the low-reward 
task (p=.511; interaction: p=.023). However, in the completion-focus 
condition, mental energy was replenished regardless of reward value 
(main effect of completion: p=.058; interaction: p=.536). 

Our findings suggest that mental energy can be replenished in 
accordance with the reward experienced at task completion. This 
energy replenishment strategy could be conceptualized as an evo-
lutionary advantage, as it is an endogenous source that sustains the 
completion of a sequence of tasks. These insights suggest the need 
for a broader conceptualization of the generation of mental energy.
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EXTENDED ABSTRACT
Recent years have witnessed the rapid expansion of beauty 

industries. Yet, limited research has shed light on when and why 
consumers are motivated to manage their appearance. The current 
research examines how self-concept clarity, a structural feature of 
self-concept, shapes appearance management.

Self-Concept clarity is defined as the possession of “clearly 
defined, temporally stable, and internally consistent self-views” 
(Campbell et al. 1996). Maintaining a clear self-concept is an essen-
tial psychological need and can guide how consumers behave. Thus, 
when lacking self-concept clarity, consumers strive to understand 
who they are and what to do. Because social standards and evalua-
tions can serve as a reference (Cooley 1902), low self-concept clarity 
increases consumers’ sensitivity to social information. Indeed, when 
experiencing low self-concept clarity, consumers are more likely to 
engage in social comparisons, adopt social standards and ideals, and 
conform to others’ expectations to seek social approval (e.g. Mittal 
2015). These behaviors manifest the tendency to view the self as em-
bedded in social contexts, which is termed as public self-conscious-
ness (Fenigstein, Scheier and Buss 1975). It triggers the self-presen-
tation motive which drives consumers to build and exhibit a positive 
self-image to others (Schlenker and Weigold 1990). To the extent 
that physical attractiveness is one of the most observable, explicit 
factors in social judgment (Freeman and Ambaby 2011), consumers 
with strong public self-consciousness tend to be highly involved in 
appearance management to obtain social approvals. 

Taken together, we predict that low-concept clarity increases 
appearance management by heightening public self-consciousness. 
This effect will be attenuated when appearance management entails 
negative self-presentational value (i.e. brings unfavorable social 
judgments).

Five studies using a survey, archival data, and experiments test-
ed these propositions. Study 1 (N = 300; Mturk) showed that dispo-
sitional low self-concept clarity was associated with more frequent 
appearance management behaviors (e.g. tanning; B = .117, p < .001) 
and stronger preferences for three appearance-improving products 
(ps < .001).

Study 2 (N = 113; Chinese college students) used a two-condi-
tion (self-concept clarity: low vs. high), between-subject design to 
test the causal effect of self-concept clarity on interest in getting in-
formation regarding appearance management. We also explored the 
role of global self-esteem. Results showed that low self-concept clar-
ity increased interest in learning more about appearance management 
(Mlow = 6.00, SD = 1.02 vs. Mhigh = 5.46, SD = 1.22; F(1,112) = 6.43, 
p = .013, d = .48) without affecting self-esteem (Mlow = 4.58, SD = 
1.01 vs. Mhigh = 4.74, SD = .97; F(1,112) = .73, p = .394, d = .16). 
Also, the effect of self-concept clarity on appearance management 
held when controlling for global self-esteem (p = .011), suggesting 
that self-esteem was not a likely mediator.

We then investigated the underlying mechanisms of the effect. 
Using a secondary data set (the Midlife in the United States survey), 
Study 3 examined the link between low self-concept clarity, public 
self-consciousness, and appearance management. Regression results 
showed that dispositional low self-concept clarity was associated 
with greater public self-consciousness (N = 2651; B = .608, SE = 
.033; p < .001). Among female respondents who indicated how much 
they worried about being less attractive (N = 1413), we found that 

low self-concept clarity predicted greater concerns about physical 
attractiveness (B = .143, SE = .022; p < .001). More importantly, 
mediation analysis using SPSS PROCESS macro Model 4 revealed 
that the indirect effect of public self-consciousness did not contain 
zero (95% CI = [.04, .07]), suggesting that public self-consciousness 
mediated the association between low self-concept clarity and con-
cerns about physical attractiveness. 

Next, Study 4 (N = 219; Mturk) causally tested the mediating 
role of public self-consciousness. We manipulated self-concept clar-
ity using a typing task which ostensibly assessed typing speed and 
accuracy. Participants typed in six sentences describing high or low 
self-concept clarity word by word. After completing the manipula-
tion check and measures on public self-consciousness, participants 
read an introduction to cosmetic procedures and indicated their inter-
est in cosmetic procedures (Henderson-King and Henderson-King 
2005). Then, they responded to items on private self-consciousness 
and global self-esteem. As predicted, low self-concept clarity led to 
greater interest in cosmetic procedures (Mlow = 2.47, SD = 1.82 vs. 
Mhigh = 2.06, SD = 1.54; p = .072, d = .24). Mediation analysis using 
PROCESS macro Model 4 suggested that this effect was mediated by 
heightened public self-consciousness (indirect effect: 95% CI = [.01, 
.31]) but not global self-esteem (95% CI = [–.12, .05]) or private self-
consciousness (95% CI = [–.12, .08]).

Finally, Study 5 (N = 394; Mturk) employed a process-by-mod-
eration approach to further test the proposed mechanism. Participants 
were randomly assigned to one of four conditions in a 2 (self-concept 
clarity: low vs. high) × 2 (self-presentational value: positive vs. neg-
ative), between-subject design. Participants first completed a writing 
task which manipulated self-concept clarity. Then, those in the posi-
tive (negative) self-presentational value group read about how Botox 
could lead to “more compliments” (“being judged as inauthentic”). 
Next, participants indicated their interest in Botox. Results revealed 
a significant main effect of self-concept clarity (F(1, 390) = 4.35, p 
= .038, ηp

2 = .011), no main effect of self-presentational value (F(1, 
390) = .95, p = .329, ηp

2 =.002), and a significant interaction (F(1, 
390) = 5.84, p = .016, ηp

2 = .015). A planned contrast suggested that 
when Botox led to positive social evaluations, participants in the low 
self-concept clarity condition showed greater interest in Botox (Mlow 
= 2.62, SD = 1.98 vs. Mhigh = 1.85, SD = 1.61; p = .002). However, 
when negative social evaluations were highlighted, self-concept clar-
ity had no effect (Mlow = 2.04, SD = 1.61 vs. Mhigh = 2.09, SD = 1.62; 
p = .810). 

Theoretically, the current work extends research on self-con-
cept, public self-consciousness, and appearance management. Practi-
cally, our findings suggest that beauty industries could benefit from 
combating stereotypes and stigma associated with beauty striving. 
Moreover, to tackle consumers’ beauty obsession, it is vital to elimi-
nate the overemphasis on physical attractiveness and promote more 
inclusive and diverse beauty in society. 
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EXTEND ABSTRACT
Individuals experience uncertain at a high frequency for all 

ages. It seems that people make almost all of the key decisions with 
various kinds of uncertainty, such as investment and life planning. 
Uncertainty has a great influence on consumers’ emotion, judgement, 
decision making and behavior. How does uncertainty influence con-
sumers’ product preference, particularly for experiential vs. material 
preference?

Uncertainty increases reliance on emotional attachment when 
making decisions (Faraji-Rad and Pham 2017), repetition behavior 
for uncertain reward (Shen, Hsee and Talloen 2019), resource invest-
ment (Shen, Fishbach and Hsee 2015), and motivations to maintain a 
stable self-concept (Savary and Dahr 2019). Building on these find-
ings, we propose that uncertainty leads to a loss of psychological 
ownership by impairing belonging, self-identity and self-efficacy 
(Elstak et al., 2015; Pierce et al., 2001). Compared to material prod-
uct, experiential product provides shorter longevity (Tully, Hersh-
field, and Meyvis 2015; Weidman and Dunn 2016), lower identity 
association (Dommer and Swaminathan 2013; Morewedge and Gib-
lin 2015; Weiss and Johar 2013, 2016) and is unalterable (Rosenz-
weig and Gilovich 2012). Thus, to some extent, experiential product 
would have lower psychological ownership than material product. 
Therefore, for experiential vs. material product preference under un-
certainty, there might be two competitive accounts: 

1) From loss aversion perspective, sense of uncertainty should 
reduce experiential (vs. material) product preference to avoid further 
loss of psychological ownership. 

2) For complementary consumption perspective, sense of un-
certainty might increase material (vs. experiential) product prefer-
ence to restore lost psychological ownership.

Across five studies, we attempt to examine how sense of un-
certainty influences experiential vs. material product preference and 
which account driven this effect. 

Study 1 examined the relationships between participants’ gen-
eral sense of uncertainty and experiential (vs. material) product pref-
erence. Students (N = 260) completed different kinds of insecurity 
(Wittkowski 2001) as a proxy of uncertainty perception. Then, expe-
riential product preference (Ryan, Paulina and Ravi 2012). Results 
showed that general sense of uncertainty was negatively related to 
preference for experiential product (b = -.29 (.09), t(258) = -3.18, p 
= .002). Study 2 tested the main effect of uncertainty on experiential 
(vs. material) product preference. Participants (N = 226) firstly com-
pleted the certainty manipulation task (Faraji-Rad and Pham 2017). 
Then participants read descriptions of experiential or material grills 
(Tully and Sharma 2018) depended on which condition they were in 
and then evaluated the grill. A 2 (state) x 2 (product type) ANOVA 
revealed predicted significant interaction between state and product 
type (F(1, 222) = 4.38, p = .037, ηp

2 = .02). When the product was 
experiential-oriented, compared to certainty condition (M = 5.56, SD 
= 1.49), uncertainty lead to a marginally more negative attitude to-
ward the outdoor grill (M = 5.10, SD = 1.29, t(222) = 1.89, p = .060, 
d = .33 ). However, when the product was material-oriented, product 
evaluation did not differ between certainty (M = 5.43, SD = 1.29) and 
uncertainty condition (M = 5.69, SD = 1.07, t(222) = 1.07, p = .287, 
d = .22 ). These findings provide direct evidence that uncertainty de-
creases experiential product preference rather than increases material 
product preference. 

To further confirm this effect is driven by uncertainty’ aversion 
effect rather than certainty’s complementary effect, the next study 
added a pure control condition to further examine these two competi-
tive accounts and tested the mediating role of psychological owner-
ship. Participants (N = 308) were randomly assigned to one of the 
three certainty manipulation conditions and then made a choice from 
a laptop and a travel. After that, they completed the psychological 
ownership measure. Results showed that participants in uncertainty 
condition (M = 44.33%) were marginally less likely to choose travel 
than participants in certainty-condition (M = 57.43%; b = -. 53 (.29), 
z = 1.84; p = .066) and in control condition (M = 61.26%, b = .69 
(.28), z = 2.43; p = .015). There was no significant difference between 
certainty (57.43%) and control condition (61.26%, b = -.16 (.28), z = 
0.57; p = .570). In addition, the impact of uncertainty on experiential 
product aversion is driven by relative sense of psychological owner-
ship from experiential vs. material product. We ran two process mod-
el and in support of our hypothesis, relative perceived psychological 
ownership mediated the effect of sense of uncertainty on experiential 
product preference. 

Study 4 investigated the moderator of perceived psychologi-
cal ownership. Participants (N = 290) completed certainty manipu-
lation, gift choice and perceived relative psychological ownership. 
Results showed a significant interaction between state and relative 
psychological ownership (b = .33(.17), z = 1.96, p = .051). Floodlight 
analysis showed that those perceived experiential product had lower 
psychological ownership compared to material product (relative 
psychological ownership score of 2.86 or lower) were more likely 
avoid to choose travel as the gift under uncertainty condition. Once 
perceived relative psychological ownership of experiential product 
increases, this negative effect would disappear. 

Study 5 directly manipulated psychological ownership in a real 
choice context. Students (N = 231) completed certainty manipulation 
task, psychological ownership manipulation task, and then made a 
real choice between an umbrella (material product) and motive ticket 
(experiential product, pretested). Logistic regression showed a mar-
ginally significant interaction between state and relative perceived 
psychological ownership (b = 1.05(.54), z = 1.93, p = .054, ηp

2 = .02). 
Decomposing this interaction showed in the control condition, par-
ticipants were less likely to choose a film ticket as a bonus when they 
were uncertain (34.55%) than when they were certain (M = 50.85%; 
z = -1.75, p = .081). However, in the high psychological ownership 
condition, participants showed no preference difference for the film 
ticket and the umbrella when they were certain (33.33%) and when 
they were uncertain (M = 42.11%; z = .98, p = .328).

Taken together, these studies provide consistent and convincing 
evidence that sense of uncertainty leads people to less prefer experi-
ential product because experiential product is associated with lower 
psychological ownership compared to material product.
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EXTENDED ABSTRACT
Every consumer faces the risk to experience (unexpected) nega-

tive life event (i.e., job loss, divorce). Such negative events often 
come with financial consequences, and can significantly affect the 
financial situation of consumers (McKay and Kempson 2003). The 
best way to (financially) prepare would be to create a “safety buffer”. 
However, evidence suggest that many consumers are financially un-
prepared (Macrae et al. 2017; Peetz and Buehler 2009). One of the 
main reasons for this “lack of preparation” is that they are unable or 
unmotivated to imagine their future (Gilbert and Ebert 2002).

One strategy to help consumers to prepare for negative life 
events is to expose them to simulations of the future. Loewenstein 
(1996) theorized that a vivid impression of a future situation can sub-
stantially affect people’s current behavior. Exposing consumers to a 
simulation of a future event should enable them to better imagine its 
occurrence, and may eventually motivate them to (financially) pre-
pare for that event. Traditionally, firms used videos to simulate those 
events. However, the development of new technologies provides dif-
ferent opportunities to immerse people. There are many examples for 
VR use to simulate negative life events (i.e., an UK insurance com-
pany exposes consumers to a house fire to encourage the purchase of 
an insurance). 

Initial evidence suggests that Virtual Reality (VR) can indeed 
effectively simulate future events and encourage people to adapt 
their behavior. For instance, Hershfield et al. (2011) showed that ex-
posing people to an age-progressed avatar of their future selves in 
VR increases their willingness to save money for retirement. 

While such findings shed a positive light on the ability of using 
VR simulations to motivate and enable saving behavior, using VR 
could have downsides: Not only is creating VR stimuli costly, but 
the high level of immersion such simulations produce could lead to 
some unexpected risks. Increased immersion entails that the experi-
ence is more confronting. For instance, experiencing an extremely 
realistic simulation of being laid off, is likely perceived to be painful 
and uncomfortable. Imaging a very negative life event might trigger 
cognitive defenses (Miceli and Castelfranchi 1998), with the result 
that consumers underestimate the likelihood of the event or deny 
its impact (Parfit 1984; Taylor 1991). Thoughts such as “this would 
never happen to me” could in the worst case even be demotivating. 

This leads us to the following three hypotheses:

Hypothesis 1: Exposure to more immersive simulations (VR vs. 
video) of negative future events decreases saving 
motivation.

Hypothesis 2: Exposure to more immersive simulations (VR vs. 
video) of negative future events triggers cogni-
tive defenses, which in turn lead to a decrease in 
saving motivation.

Hypothesis 3: Framing the negative life event as more positive 
can attenuate the negative effect of immersion 
on saving motivation.

We conducted a series of stimuli pretests and two laboratory 
experiments to examine whether and how using VR to simulate life 
events affects saving behavior. Together with a professional VR 

company and an actor with many years of industry experience, we 
designed a simulation of a negative live event, namely the temporar-
ily loss of employment. We used this negative life event as it 1) has 
the strongest negative impact on consumers financial situation (com-
pared to e.g., parenthood, divorce, or bereavement), 2) is a negative 
life event that many consumers experience at some point in their life, 
3) can occur in different stages of one’s life. During the simulation, 
consumers “walked” into an office, took a seat across from their boss, 
and were informed that their work contract would be changed, and 
that they would experience a significant decrease in income for a 
six-month period. 

In study 1, we exposed participants (n = 237, 48.1% female, Mage 
= 19.98) to that stimulus in high immersion (VR) and low immersion 
video (video). We assessed their self-reported saving motivation, and 
an incentive-conform measure of saving behavior. We also tested an 
intervention to provide some evidence of the suggested process of 
activated cognitive defenses, and included a negatively-framed ver-
sion of the life event, as well as a positively-framed version. 

In study 2 (n = 333, 52.9% female, Mage = 20.18), we replicated 
the procedure of Study 1 and further included an additional condi-
tion: a negative scenario (both in video and VR) with an intervention 
aimed to remove possible cognitive defenses. As argued, participants 
likely use arguments such as “this will never happen to me”. To 
mitigate this, we asked participants after exposure to the negative 
scenario to provide one or more reasons why such a temporary un-
employment is likely to occur to them.

Our results show that the prevailing notion “the more immer-
sion is always better” might not always be true. For negative life 
event, less immersive technologies than VR (such as video simula-
tions) can be more efficient to stimulate saving behavior. The un-
derlying reason is that a too realistic simulation of a negative event 
triggers cognitive defenses in consumers. Should the use of VR still 
be considered, accompanying the simulation with a task to remove 
these cognitive defenses is advised to attenuate the negative effect of 
immersion on saving motivation. This seems to be a more effective 
strategy than framing the negative event as more positive.

This manuscript makes important contributions to 1) the litera-
ture examining the potential of VR to change consumer behavior; 2) 
research aiming to better (financially) prepare consumers for their 
future; 3) research on positive versus negative information, and 4) 
literature on cognitive defenses. In sum, it supports the growing lit-
erature on the intersection of financial, technological and behavioral 
sciences.

The insights of our studies should inform both companies and 
public policy makers, and ultimately consumers. Our results provide 
concrete guidelines in designing the best instrument to better prepare 
customers for the financial implications of (negative) life events. 
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EXTENDED ABSTRACT
Recycling presents a real way to combat climate change, but 

can something as simple as your mood influence your likelihood to 
recycle? We suggest that positive moods increase one’s likelihood to 
recycle with behavioral evidence observed both in the lab and on an 
aggregate level in the community.

Every day people are faced with disposal decisions: whether to 
keep, trash, or recycle an object. The US EPA concludes that recycling 
provides a real way to help address climate change. Unfortunately, 
much of what ends up in landfills could have been recycled (US EPA 
2012). Prior research has shown a number of cognitive factors that 
influence one’s decision to trash versus recycle (product form, Tru-
del and Argo 2013; identity-relevance, Trudel, Argo, and Meng et al. 
2016a; proximity, Catlin and Wang 2013), but what about affective 
factors? Research has seldom explored affective influences on sus-
tainable behaviors. Ad/image-induced negative emotions (sadness/
guilt) from environmental campaigns have been shown to increase 
environmental concern (Schwartz and Loewenstein 2017; Sevillano, 
Aragonés, and Schultz 2007), other work has shown that people are 
waste averse and consume less resources to avoid negative emotions 
from wasting (Sun and Trudel 2017), but research has yet to explore 
the influence of incidental affect on disposal decisions. In this work, 
we examine whether affect, specifically mood, influences consumers’ 
disposal decisions: the choice to trash vs. recycle an object.

Across four studies, we examine if and in what manner mood 
may influence recycling behavior. In our first two studies, using 
historical recycling collection data (i.e., community refuse pickup 
amounts), we test for evidence of a relationship between macroeco-
nomic events that influence mood (e.g., sporting event outcomes, 
weather) and observed/measured recycling behavior. Next, we ex-
plore the causal direction of this hypothesized relationship in the lab 
by observing participants’ decision to recycle versus trash a piece of 
scrap paper after being induced into a positive, negative, or neutral 
mood state. Lastly, we propose that one of the mechanisms driving 
the effect of mood on recycling behavior is consumers’ ability to cor-
rectly categorize products at the point of disposal decision (i.e., de-
ciding if the object should go into the recycle vs. trash bin), as posi-
tive moods engender more flexible cognitive categorizations (Isen 
and Daubman 1986).

STUDY 1
Recycling is a highly observable behavior in that it is quantified 

on both an individual and aggregate level. Consumers in charge of 
their own recycling collections deposit it at a recycling facility and 
pay fees according to the weight of the recycled content, while com-
munity

collections do this on an aggregate scale, keeping records of 
daily, weekly, and monthly recycled content. Provided this wide-scale 
quantification of recycling behavior, we first examined whether it is 
possible to observe a relationship between mood and observed re-
cycling collection amounts. While it is not possible to measure each 
individual’s mood when considering wide- scale community collec-
tion observations, there are certain types of events that can impact 
the general mood of a community. Prior research suggests that sport-
ing event outcomes significantly impact mood (Edmans, Garcia, and 

Norli 2007), and thus we examine the impact of sporting event out-
comes on a community highly invested in the outcomes of a specific 
sport: college basketball. Using collegiate basketball game results 
as a proxy for mood, we examine the effect of historical basketball 
game outcomes on observed college campus recycling collections.

Method
We collected daily recycling collection amounts (lbs), span-

ning 2012-2016, from four U.S. universities whose men’s basket-
ball teams were ranked in the top 30 of the 2016 pre-season NCAA 
Division 1 Men’s College Basketball Rankings. Looking at the first 
recycling collection date following each historical basketball game 
from 2012-2016, school-specific campus recycling collections were 
regressed on basketball game outcomes (wins vs. losses/ties) to test 
for any relationship between mood and recycling behavior.

Data and Variables. Each university had a different recycling 
collection schedule (e.g., Monday/Thursday, Tuesday/Friday, etc.), 
resulting in each collection date (i.e., the day recycling was collected 
from the bin and weighed by the city) representing the amount col-
lected over a varied period of days. To create a dependent variable 
comparable across schools at the collection date level, we calculated 
the average daily recycling amount for each collection date by sim-
ply dividing the total weight (lbs) of recycling content collected on 
each school-specific collection date by the number of days content 
accumulated in the recycling bin (i.e., # of days since last collection 
date). This resulted in our dependent variable of average daily recy-
cling (lbs/day) for each collection date. Our final dataset included 
373 collection day observations.

Historical game outcomes (win, loss, tie) were matched to the 
first recycling collection date immediately following the date of the 
game. In some cases, more than one basketball game occurred before 
a single recycling collection date; to account for this, we calculated 
a “Majority Wins” independent variable characterizing whether the 
majority of games occurring before the collection date were wins 
(Majority Wins=1) or losses/neutral (Majority Wins=0).

Results and Discussion
We used a linear mixed effects model (ML estimation) with 

game wins (Majority Wins) as the fixed effect predictor and both 
school and season (i.e., 2012-2013) as random effects to analyze 
their association with daily average recycling. Basketball game wins 
were associated with a significant increase in average daily recycling 
(b=1,096.14, SE=523.25, t=2.10, p=.037), suggesting a positive cor-
relation between mood and recycling behavior.

STUDY 2
We next sought to replicate the results of the prior study us-

ing another historical data analysis employing a different macro-
level proxy for mood: weather. Weather has been shown to influence 
people’s moods, with good weather bringing about positive moods 
and inclement weather prompting negative moods (Hirshleifer and 
Shumway 2003; Schwarz and Clore 1983). Using precipitation as a 
proxy for negative mood, we examine the effect of historical precipi-
tation levels on neighborhood recycling collection amounts. Lastly, 
unlike Study 1, we were able to obtain data about trash collection 
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amounts from our source and thus incorporate the effects of trashing 
behavior in our analysis of recycling.

Method
One year (4/1/2015-3/31/2016) of daily curbside trash and re-

cycling collection amounts (metric tons) were obtained for 14 neigh-
borhoods in a London suburb, resulting in a total of 2,831 curbside 
collection date observations across 203 individual collection dates. 
These daily collection amounts were regressed upon daily precipita-
tion (mm) data for the London area for the same dates.

Data and Variables. Since the neighborhoods operated accord-
ing to different collection schedules (e.g., Monday/Thursday, Tues-
day/Friday, etc.), in the same vein as Study 1, a dependent variable 
of average daily recycling (metric tons/day) was created to allow 
for comparisons across neighborhoods by collection date. We cre-
ated an average daily trash (metric tons/day) variable in the same 
manner. Trash served as a covariate in our analysis to evaluate the 
independent effect of precipitation on recycling absent any effects 
from trash. Daily precipitation (mm) was averaged over the days 
contained within each collection period (i.e., period between prior 
collection date and current collection date – days over which content 
accumulated in the bin) and served as our independent variable of 
average daily precipitation (mm/day).

Results and Discussion
We used a linear mixed effects model (ML estimation) with av-

erage daily precipitation as a fixed effect predictor and neighborhood 
as a random effect. We also controlled for average daily trash col-
lected, holiday occurrence, and collection pickup schedule (Monday/
Thursday vs. Tuesday/Friday) by adding them as fixed effects in the 
model. Our analysis revealed that increases in precipitation (i.e., a 
proxy for increased negative mood) was associated with a signifi-
cant decrease in the amount of recycled content collected (b=-.001, 
SE=.0003, t=-3.36, p=.001). This suggest that negative mood has a 
negative impact on recycling, supporting the same conclusion from 
Study 1 that mood is positively correlated with recycling (i.e., recy-
cling moves in the same direction as mood).

While the covariate of average daily trash had a significant pos-
itive relationship with recycling (b=.214, SE=.006, t=34.88, p<.001), 
a separate analysis with trash as the dependent variable revealed that 
precipitation had a negative effect on average daily trash collected 
(b=.004, SE=.001, t=-4.75, p<.001). Together, these results suggest 
that the negative association of precipitation and recycling holds 
over and above precipitation’s influence on trash collected.

Additionally, an analysis using standardized variables con-
firmed that the negative effect of precipitation on recycling (β=-
.074) was greater in magnitude than that of precipitation on trash 
(β=-.064).

STUDY 3
While Studies 1 and 2 provide correlational evidence of the re-

lationship between mood and recycling behavior in the real-world, in 
this study we use a controlled lab environment to show that mood di-
rectly causes changes in recycling. Additionally, it is not clear if the 
positive correlation between mood and recycling is due to positive 
moods increasing recycling or negative moods decreasing recycling. 
By adding a neutral mood condition, we can disentangle the effect of 
positive versus negative moods on recycling.

Method
Participants and design. Undergraduate participants (N=234) 

were randomly induced with either a positive (n=69), negative 

(n=74), or neutral (n=69) mood and their disposal behavior of a piece 
of scrap paper was recorded.

Procedure. Participants sat at a lab computer and were provided 
with a small piece of paper (3x1.5 inch) with a 3-digit code. This 
small paper was used because although paper is recyclable, small 
prices of paper have been shown in prior research to often be trashed 
rather than recycled (Trudel & Argo 2013), providing a refuse ob-
ject that is capable of being either recycled or trashed and for which 
people show inherent variance in their disposal behavior. Depending 
on their assigned condition, participants were asked to read a posi-
tive, negative, or neutral online news article (Fishbach and Labroo 
2007) and then asked to reflect on their own experiences and write 
a short news-like article detailing one of the saddest, happiest, or a 
typical day in their life, respectively. Upon finishing the mood ma-
nipulation task, participants were told to “dispose of their paper on 
the way out.” Directly outside the lab were two disposal bins, labeled 
“Trash” and “Recycle.” Data was collected at the end of the day by a 
research assistant who counted the number of pieces of paper in the 
trash versus recycling bins. The codes on each disposed paper was 
used to link participant disposal behavior with assigned condition.

Results and Discussion
Twenty-two participants left with the paper, leaving 212 ob-

servations (59.4% female; Mage=19.84 years). A binary logistic re-
gression (Trash=0, Recycle=1) revealed that mood influenced recy-
cling (χ2(2)=9.83, p=.007). Participants recycled significantly more 
when in a positive mood (44.9%) than in a negative (25.7%; β=.86, 
p=.017) or neutral mood (21.7%; β=1.08, p=.004; See Figure). Dis-
posal behavior between the negative and neutral mood conditions 
did not differ (β=.22, p=.581). These results provide causal support 
for the positive relationship between mood and recycling and sug-
gest this effect is driven by a positive mood increasing recycling, 
rather than a negative mood discouraging recycling.

STUDY 4
Various affective, motivational, and cognitive mechanisms may 

underlie the observed effect of mood on recycling behavior. Since re-
cycling and trashing are associated with positive and negative affect, 
respectively (Sun and Trudel 2017), people in positive moods may 
be more likely to recycle in order to maintain their positive mood 
state (Wegener and Petty 1994).

Additionally, as recycling is often a more effortful task than 
trashing, since positive moods have been shown to increase effort 
(Erez and Isen 2002; Fishbach and Labroo 2007), this suggests peo-
ple with positive moods may be more likely to recycle. We suggest 
that despite these affective and motivational mechanisms, we believe 
part of the reason positive mood increases one’s likelihood to recycle 
is cognitive. The decision to recycle, itself, is a cognitive one: when 
faced with an article of refuse, a consumer must decide to either 
recycle or trash the object.

However, consumers often erroneously categorize recyclable 
items as trash and throw them in the trash bin rather than the re-
cycling bin (Trudel, Argo, and Meng 2016b). Positive moods lead 
to more flexible categorizations (Isen and Daubman 1986) and we 
suggest that consumers in positive moods will be more likely to cat-
egorize fringe exemplars (e.g., smashed cans, scrap paper; Trudel 
and Argo 2013) correctly as something to be recycled rather than 
trashed. In this study, we evaluate whether mood influences how 
consumers categorize fringe exemplars of recyclable products (i.e., 
scrap paper), as correct categorization should theoretically drive cor-
rect disposal.



780 / The Environmental Consequences of People’s Moods: Positive Moods and Disposal Behavior 

Method
Participants and design. Undergraduate participants (N=166) 

were randomly induced with either a positive (n=56), negative 
(n=55), or neutral (n=55) mood and asked about their categorization 
of a piece of scrap paper.

Procedure. Analogous to Study 3, participants sat at a lab com-
puter and were provided with a small piece of paper (3 x 1.5 in) 
with a 3-digit code before being induced with a positive, negative, or 
neutral mood. The same mood manipulation from Study 3 was used. 
Participants were then asked to focus on piece of paper and indicate 
“how much is the paper like trash?” (1=Not at all like Trash; 5 = 
Exactly like Trash), a measure used to investigate the categorization 
of recyclable material (Trudel et al. 2016b).

Results and Discussion
ANOVA results revealed differences in categorization between 

mood conditions (F(2, 163) = 4.78, p = .010). Specifically, partici-
pants in a positive mood (M = 2.59, SD = 1.33) were less likely to 
rate the scrap paper as typical of trash compared to participants in a 
negative mood (M = 3.27, SD = 1.18; p = .003) or neutral mood (M= 
3.04, SD = 1.02, p = .048). There was no difference in categorization 
of the scrap paper between participants in the negative and neutral 
mood conditions (p = .297). Supporting our claim, these results show 
that people in positive moods are more integrative in their categori-
zation and less likely to erroneously categorize a small piece of paper 
as trash. This proper categorization (as not trash) should theoreti-
cally lead to proper subsequent disposal (i.e., recycling), suggesting 
that positive moods should drive an increase in one’s likelihood to 
recycle.

GENERAL DISCUSSION
Overall, we show that mood significantly impacts recycling 

behavior, both on an individual and aggregate level, with posi-
tive moods increasing recycling both among experimental induced 
moods and naturally occurring mood states from macro-level events. 
We find that positive moods make consumers more likely to recycle 
a recyclable object (Study 3), and believe this greater likelihood to 
properly recycle objects (rather than trash them) underlie the positive 
relationship between mood and recycled content observed in Studies 
1 and 2 (i.e., recycled content can only increase by more recycling-
capable content being placed in the bin). While affect regulation and 
motivational mechanisms may certainly play a role in the impact 
of positive moods on recycling, we suggest that reduced improper 
categorization of recyclable products as trash under a positive mood 
(Study 4) underlies the observed increase in recycling associated 
with positive mood.

This work adds to prior research noting the mixed effects of 
mood on traditional prosocial behaviors focused on helping oth-
ers (e.g., donating, volunteering, helping with a task; Salovey and 
Rosenhan 1989; Carlson, Charlin, and Miller 1988), by exploring the 
impact of mood on a sustainable behavior (i.e., recycling), a decid-
edly both self- and other-helping behavior. Lastly, in addition to the 
more cognitive (Jenkins et al. 2003; Reschovsky and Stone 1994; 
White, MacDonnell, and Dahl 2011), social (Goldstein, Cialdini, and 
Griskevicius 2008) and convenience-based (Halvorsen 2008) ante-
cedents of disposal decisions, we find that affect, specifically inci-
dental mood influences one’s decision to recycle.
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EXTENDED ABSTRACT
In marketing, the study of how markets evolve through different 

dynamics or logics has been well developed (Ertimur and Coskun-
er-Balli, 2015). In most of these studies, institutional perspectives 
have been adopted for examining processes of market legitimacy 
creation, evolution, and maintenance (see Humphreys and LaTour, 
2013; Humphreys, 2010; Kates, 2004; Scaraboto and Fischer, 2012). 
However, the process of legitimacy maintenance has been neglected. 
Also, while the process of legitimacy across the three areas of mar-
ket creation, evolution and maintenance has been conceptualized, the 
relationships between these processes have not been empirically ex-
amined. Such an omission is important as markets are not static, thus, 
we would expect movement between and within these concepts. Fur-
thermore, market maintenance requires ongoing effort over time, 
suggesting a process of evolution which may require elements of 
market creation. Therefore, in highlighting the need to examine mar-
ket maintenance we also highlight the need to examine the process of 
legitimacy as a whole to understand the role of market maintenance 
within this process not in isolation from it.

To achieve this we focus on discursive aspects of legitimacy to 
consider power relations and struggles (Vaara and al, 2006; Vaara 
and Tienari, 2008; Vaara and Monin, 2010; Johnson, 2017). Indeed, 
some research understands legitimacy as a process of discursive 
struggle through which discourses both attempt to either resist or 
reproduce and reinforce legitimacy (Laine and Vaara, 2017). We 
specifically draw on Critical Discourse Studies (CDS) considering 
discourse as a practice of constructing the social world and mean-
ings (Fairclough and Wodak, 1997; Jorgensens and Phillips, 2002). 
From this perspective, the market could be considered as an entirely 
discursive formation: it provides concepts, objects, and subject posi-
tions (Fairclough, 1992; Phillips and Hardy, 1997). The three pro-
cesses of market creation, evolution and maintenance would neces-
sarily be linked to the discursive constructions of concepts, objects 
and subject positions. The context of discursive struggles over these 
three differing constructs will shed light on the market as dynamic 
across the processes of legitimacy. Such an approach will reveal how 
market as a discourse is (re)created and evolving and the resultant 
relationship and impact on market maintenance.

To examine these discursive processes, we focus on the context 
of meat consumption, which has a long history of critique (Spencer, 
2000) right up to present day links between meat consumption and 
climate change (Springmann et al, 2018). Although consumers have 
been converting to vegan, vegetarian and flexitarian diets in increas-
ing numbers, demand for meat is increasing globally (Godfray et al, 
2018). In this paper we ask how a food source that has been chal-
lenged over a significant time period has managed to maintain its 
legitimacy.

We draw on a ‘discourse-historical approach’ (Wodak, 2001; 
Reisgl, 2018; Reisgl and Wodak, 2015) that puts emphasis on histori-
cal anchoring and how discourses are subject to diachronic change. 
We conducted a historical discourse analysis from 1944 to 2019, 
gathering media articles on meat consumption from two French 
newspapers. The specific perspective of Laclau and Mouffe (1985) 
regarding hegemony and discourses is used to analyze the data and 
for developing theoretical insights.

We outline our findings across three key time periods repre-
senting points of discursive struggle between opposing ideologies in 
relation to meat (non)consumption and resulting challenges to legiti-
macy maintenance:

1944-1980: Meat as an industrial product
During this period we observe the creation, evolution and main-

tenance of meat as a legitimate industrial farm product articulated by 
commodity and scientific signifiers. Counter-hegemonic resistance is 
lacking and economic discourse is dominant, indeed, meat consump-
tion is considered vital to support economic development.

1980-2019: Safe to eat?
The period from 1980 represented a ‘period of dislocation’ 

(Laclau and Mouffe, 1985) where two major events, namely, ‘hor-
monal veal’ (1980) and ‘mad cow disease’ (1996) resulted in legiti-
macy threats in relation to the conceptualization of farm animals as 
objectified and industrialized. To maintain market legitimacy we ob-
serve the creation of a new discourse of ‘Happy Meat’, countering 
animal suffering while maintaining the position of meat as a food 
source. Accordingly, the subject position of ‘Compassionate Carni-
vore’ is created affording a humane identity to meat consumers.

2000-2019: Climate crisis
The mainstreaming of discourse around climate change position 

overconsumption of meat as unsustainable and unhealthy. From this 
we observe the creation of ‘flexitarian’ as a new moral and dominant 
subject-position enabling the construction of a responsible identity. 
Here the market created ‘meat substitutes’, offering a ‘fake meat’ 
product. In doing so, the concept of farm animal is gradually disar-
ticulated from the concept of meat, the new meat- substitute market 
completely erases the animal signifier. Through this new market, 
negative signifiers associated with farm animals and livestock sec-
tors are, therefore, not co-opted, rather erased. Such a creation, main-
tains the position of ‘meat’ as food while shifting what the object 
of meat is in terms of what it comprises, either as plant based meat 
substitutes or lab meat grown from animal cells.

Our findings reveal that the process of legitimacy is dynamic 
across market creation, evolution and maintenance and that to main-
tain legitimacy requires engagement with creation and evolution in 
a non-linear circling between concepts. In this process we see dis-
cursive struggles forcing market creation and the evolution of mean-
ing and relevance. Thus, to maintain hegemonic legitimacy necessi-
ties a continuously crafted discourse embedded within cultural and 
historical contexts, constantly arranging and recreating legitimacy 
through new articulations or reinforced processes of differentiation 
and chains of opposition.

We also develop a post-structural institutional understanding of 
individual resistance and agency toward a hegemonic market that 
could direct future research. Indeed where discourse is studied in 
research on market evolution, it is constructed by researchers as 
an instrument for actors to impact markets (see e.g., Giesler, 2012; 
Thompson, 2004; Kates, 2004; Press et al, 2014) or conceptualized 
as a reflector of underlying normative change (see Humphreys,



Advances in Consumer Research (Volume 48) / 783

2010). This ignores the role of discourse as a vehicle for change 
in itself and as constitutive of social reality (Larsson, 2019). Here, 
we find that individual actors convey either dominant or alternative 
discourse through performing subject positions and could, therefore, 
be seen as instruments for market maintenance.
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EXTENDED ABSTRACT
To manage calorie intake and achieve weight-related health 

goals, consumers often monitor calories expended and consumed 
(Campbell and Warren 2015; Jia et al. 2020). We identify a novel 
factor biasing calorie assessments and subsequent food choice: the 
estimation mode consumers use to evaluate calories burned during 
exercise or contained in a food portion.

We distinguish between two modes consumers use to estimate 
caloric consumption and expenditure—forming ordinal calorie es-
timates (i.e., “very few” to “very many” calories) versus forming 
absolute calorie estimates (i.e., numeric response). We propose that 
calorie estimates systematically diverge as a function of estimation 
mode, with important consequences for consumers’ choices aimed 
at managing caloric intake. In addition, because both approaches are 
used interchangeably by researchers (Carels et al. 2006; Chernev, 
2011; Liu et al. 2019), some conclusions based on prior findings may 
be moderated by estimation mode.

Type and Quantity as Inputs to Caloric Judgments 
Calorie estimates are a function of both what a stimulus is in 

terms of its “type” (e.g., healthy vs. unhealthy food; easy vs. dif-
ficult exercise) and its “quantity” (e.g., food portion size; exercise 
duration). Prior research has found that information on type is “pri-
mary” in that it is processed before information on quantity (Liu et 
al. 2019). 

We propose that consumers differentially rely on type versus 
quantity depending on whether they form ordinal or absolute esti-
mates. First, we theorize that ordinal estimates involve categorical 
thinking driven by scale compatibility (Tversky et al. 1988; Fischer 
et al. 1999). That is, ordinal estimates anchor on type (more vs. less 
healthy food), and as this information is compatible with the ordinal 
estimate response scale (few vs. many calories), information on type 
is incorporated into their estimate (i.e., healthier food = fewer calo-
ries; less healthy food = more calories). After spontaneously consid-
ering type, we suggest that ordinal estimates then fail to adjust much 
for quantity. By contrast, we suggest that absolute estimates involve 
continuous thinking. Specifically, although type information is pri-
mary, this information is not compatible with the absolute estimate 
response scale (i.e., number of calories), and thus we suggest that 
forming absolute estimates prompts people to consider other infor-
mation beyond type, leading them to incorporate quantity into their 
calorie estimate. 

When Will Ordinal and Absolute Calorie Estimates 
Reverse? 

If ordinal and absolute calorie estimates are differentially sen-
sitive to type versus quantity information, these estimation modes 
should lead to calorie estimate reversals when type and quantity di-
verge. That is, estimates should diverge when considering calories 
burned by difficult, shorter (vs. easier, longer) workouts, or when 
considering calories contained in smaller, healthier food portions (vs. 
larger, less healthy portions). We test this theory across six studies 
(five pre-registered; see table 1a) by examining whether the effect 
of estimation mode (ordinal vs. absolute) diverges as a function of 
type/quantity. 

Study 1 examined divergence in ordinal versus absolute esti-
mates of calories burned for different exercises. Participants indicat-

ed both ordinal estimates (“very few” to “a lot of” calories burned) 
or absolute estimates (numeric response). Ordinal estimates were 
greater for more intense, shorter exercises (e.g., 10-minutes of mod-
erate biking) than for less intense, longer exercises (e.g., 30-min-
utes of slow biking) (F(1, 395) = 52.75, p <.001), which reversed 
when forming absolute estimates (F(1, 395) = 5.18, p = .023), despite 
equivalent objective calories burned across intensity/duration. Stud-
ies 2-6 examined this prediction within the food domain. 

Study 2 assessed calories in a larger portion of healthier food 
(200-calorie almond snack plate) and a smaller portion of less 
healthy food (100-calorie chocolate covered almond snack plate). 
Participants indicated either ordinal estimates (“very few” to “many” 
calories) or absolute estimates (numeric response). Ordinal estimates 
of almonds (vs. chocolate covered almonds) were significantly lower 
(t(121) = 6.50, p < .001); this pattern attenuated for absolute esti-
mates (t(120) = .99, p = .325). This divergence affected actual food 
choice: when choosing a snack plate with fewer calories to eat in 
the lab, more participants chose the larger portion of almonds when 
forming ordinal (vs. absolute) estimates (59.8% vs. 46.3%; χ2(1, 243) 
= 4.48, p = .034).

Study 3 replicated this effect and demonstrated consequences 
for consumer research by testing for moderation of an existing find-
ing in the literature. First, we replicated a previous finding (study 2 
in Chandon and Wansink 2007) that people forming absolute esti-
mates estimate more calories in a Subway 12-inch turkey sub (larger, 
healthier) than in a McDonald’s cheeseburger (smaller, less healthy) 
(t(136) = 1.90, p = .059). However, this pattern reversed when as-
sessing ordinal calorie estimates, wherein people estimated fewer 
calories in the Subway’s sandwich (vs. McDonald’s cheeseburger) 
(t(139) = -9.27, p < .001). 

Studies 4-6 demonstrate evidence for our underlying process. 
First, study 4 fully crossed type (almonds vs. chocolate covered al-
monds) and quantity (small vs. large portion), demonstrating that 
ordinal estimates are more sensitive to type (F(1, 586) = 14.36, p < 
.001), whereas absolute estimates are more sensitive to quantity (F(1, 
586) = 28.12, p < .001). 

Study 5 examined moderation within ordinal estimates by 
quantity primacy. Increasing the primacy of quantity information led 
those forming ordinal and absolute estimates to both estimate more 
calories in a larger portion of healthier food (vs. smaller portion of 
less healthy food). Lastly, study 6 examined moderation within ab-
solute estimates by intuitive (vs. deliberative) mindset (e.g., Wool-
ley and Risen 2018). Adopting an intuitive mindset (quick, imme-
diate response) led those forming absolute and ordinal estimates to 
both estimate fewer calories in a larger portion of healthier food (vs. 
smaller portion of less healthy food). 

Overall, six studies identified a novel bias in consumers’ calo-
rie estimates as a function of whether they made ordinal or absolute 
estimates. Depending on calorie estimate mode, we document pre-
dictable divergences between ordinal and absolute calorie estimates 
when evaluating stimuli that tradeoff on type and quantity. These 
findings are of consequence to consumers, as whether consumers use 
ordinal versus absolute estimates can affect their food choices, and 
for researchers, as the method of evaluating calories matters in terms 
of how consumers incorporate type and quantity.
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EXTENDED ABSTRACT
From Kraft’s creation of “the smile noodle” to Herta’s promo-

tion of the “Herta makes a meal happy” campaign, smile is an es-
sential marketing tactic for firms to better engage consumers. Indeed, 
smile is widely believed to activate positive emotions and generate 
favorable feedback in service and promotion contexts (e.g. Bugen-
tal 1986; Cheng, Mukhopadhyay, and Williams 2020; Mueser, Grau, 
Sussman, and Rosen 1984). 

Smiles are not expressed in a vacuum. Consumers decode emo-
tional expressions based on a set of emotion decoding rules in the 
communication context. While burgeoning research has explored 
how emotional expressions may elicit consumers’ reactions in a 
variety of domains (Barger and Grandey 2006; Small and Verrochi 
2009; Wang, Mao, Li, and Liu 2017), little is known about how the 
interplay of emotional expressions, displayer characteristics, and 
contextual factors collectively impact consumer inference. This re-
search addresses this gap by highlighting the important roles of the 
displayer’s social rank and consumers’ decision time in consumers’ 
interpretation of smiles.

Study 1 (N = 294) provides initial evidence of the proposed 
role of social rank in the interpretation of smiles. This study uses a 
2 (smile type: slight vs. big) x 2 (rank: lower vs. higher) between-
subjects design. To manipulate smile type, we showed participants a 
photo featuring a male employee’s slight or big smile. To manipulate 
rank, the job position of the employee was either an office assistant 
or a manager. The rank manipulation was confirmed by a pretest with 
the same subject pool (p = .02). As expected, there was an interac-
tive effect between smile type and rank (F = 6.93, p = .01), such that 
when the employee was an office assistant (lower rank), participants 
liked him more if he had a big rather than slight smile (p = .04). 
When the employee was a manager (higher rank), nevertheless, par-
ticipants liked him less if he had a bigger smile (p = .06). 

Study 2 (N = 229) replicates the proposed effects in an advertis-
ing context and extends the investigation to purchase intentions.  We 
also investigate the moderating role of processing time. Consumers 
often make decisions under time pressure (Cristol and Sealey 1996; 
Dhar and Nowlis 1999). Consistent with the heuristic-systematic 
dual-processing model, consumers focus on fewer informational 
cues when they have limited time (Dhar and Nowlis 1999). When 
the processing time is shorter, we propose that consumers should 
focus on the overall communications and be less likely to process 
peripheral informational cues, such as social expectations for emo-
tional displays. 

This study has a 2 (smile type: slight vs. big) x 2 (rank: lower 
vs. higher) between-subjects design. Participants were shown one of 
four ads with a female displayer promoting a black tea. The female 
had either a big or a slight smile (confirmed by a manipulation check) 
and was titled as either doctor (pretested to have higher rank) or first 
name (pretested to have lower rank). We also measured processing 
time as a continuous variable by recording the time that participants 
spent on viewing the ad. 

The three-way interaction effect (smile type x rank x processing 
time)  on consumers’ choice was significant (Wald’s χ2 (1) = 5.11, p = 
.02).  Specifically, when participants spent longer time (1 SD above 
the mean) viewing the ad, they chose to buy the tea more often if the 

displayer addressed by her first name had a bigger smile (p = .01) 
but less often if the displayer addressed by her doctor title showed a 
bigger smile (p = .03). When participants spent less time (1 SD below 
the mean) viewing the ad, the smile type x rank interaction was not 
significant (p = .66). Additional analyses also revealed a significant 
three-way interaction (processing time x rank x smile) on consum-
ers’ purchase likelihood (p = .04). Similar patterns of results were 
observed.  

Study 3 (N = 166) directly tests the mediation path and extends 
our investigation to emoji characters and brand rank.  This study uses 
a 2 (smile type: slight vs. big) x 2 (rank: lower vs. higher) between-
subjects design. We operationalize the rank by brand names and con-
firmed the effectiveness of this manipulation by pretests. Consistent 
with our main proposition, the analysis of liking as a function of rank 
and smile type yielded an interaction effect (F = 10.02, p = .002). For 
the lower-rank brand, participants liked the design better if the emoji 
had a big smile (p = .014). For the higher-rank brand, participants 
liked the design more if the emoji had a slight smile (p = .051). More 
importantly, a mediation analysis (Model 8; Hayes 2013) directly 
supported our hypothesis about the mediating role of expectations 
for emotion displays concerning rank and smile type. 

Study 4 (N = 214) extends our proposed effects to a field setting. 
This study has a 3 (smile type: slight vs. big vs. no smile) x 2 (rank: 
lower vs. higher) between-subjects design. Amazon Mechanic turk-
ers were approached after they finished a paid task. We then pleaded 
them to participate in another task without extra payment. Following 
the same manipulations of smile type and rank in Study 3, we tracked 
the percentage of participants who accepted our request to finish the 
voluntary survey. In particular, when we introduced ourselves by a 
first name along with a big (vs. slight or no) smiley face at the end of 
the request description, participants had a higher compliance likeli-
hood. However, when we introduced ourselves as a Ph.D. researcher, 
a slight smile led to a higher compliance rate (Wald’s χ2 (1) = 6.64, p 
= .01 for the interaction). 

In conclusion, when a big (slight) smile is displayed matching 
the displayer’s low (high) rank, consumers perceive a higher level of 
consistency with social expectations for emotion displays. Therefore, 
they like the displayer better and are more likely to purchase the as-
sociated product or service. As important evidence supporting this 
proposed conscious process, these results hold only when consumers 
have enough time to decode the emotional expression cues (smiles) 
in the communication process. 
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EXTENDED ABSTRACT
While the industrial revolution has heralded an age of unprec-

edented affluence and choice abundance, it has also unfortunately 
increased wastefulness. Trashing products mean that not only did we 
not utilize the full potential of the raw material, but that we will be 
imposing further stress on our landfills and incineration facilities. 
Thus, it is of critical importance to understand how consumers can 
be encouraged to recycle more. 

Consumers’ decisions to recycle (vs. trash) a product are sub-
ject to a variety of influences, which range from consumer-centric 
to societal-level factors. Consumer factors, such as knowledge (e.g., 
Andrew et al. 2013) and concerns for the environment (Schultz and 
Oskamp, 1996), product-level factors, such as product form distor-
tion (Trudel and Argo 2013) and identity-relevance (Trudel et al. 
2016), and finally, social-class and cultural variables (e.g., Laidley 
2013) have all been shown to affect consumers’ decisions to trash 
or recycle. 

We explore how a specific post-ownership experience, evalu-
ations (positive vs. negative), influences consumers’ disposal deci-
sions. We evaluate products all the time and even share our evalua-
tions. While our evaluations play a fundamental role in affecting our 
future engagement with products, these evaluations could also affect 
our disposal decisions—whether we trash or recycle a product? For 
example, while the evaluation of a drink’s taste is likely to affect 
consumers’ propensity to repurchase the drink, would it also impact 
their decision to recycle the container?

From a material-value perspective, there should be no reason to 
expect any difference in disposal propensity. If consumers are aware 
that a product (e.g., a drink’s bottle) is recyclable, then, normatively, 
their disposal decisions should be independent of the product’s eval-
uation (tastes good or bad). However, we argue that consumers will 
be more likely to recycle products that they evaluate positively (vs. 
negatively), and, thus, will be more likely to recycle a bottle when 
they evaluate the drink’s taste positively. 

We propose that this effect emerges because people are more 
likely to respect a product with positive (vs. negative) evaluations, 
and it is this respect that drives them to recycle (vs. trash). Respect 
is earned and is often based on reasons (Dillon 2007). We propose 
that a product associated with positive (vs. negative) evaluations will 
also be accorded greater respect by consumers. Furthermore, we be-
lieve that products that are respected more will also be given a more 
respectful burial—recycling (vs. trashing) may be a more respectful 
way to dispose of a recyclable product. In summary, we propose that 
people are more likely to respect a product associated with positive 
(vs. negative) evaluations, which would increase likelihood of recy-
cling (vs. trashing).

In study 1 (N = 173), participants were randomly assigned to 
one of two conditions. In the positive (negative) evaluation condi-
tion, participants were informed that a brand of bottled water was 
very well (poorly) rated with an evaluation score of 4.8/5 (2.2/5) be-
cause most consumers liked the taste (did not like the taste). In both 
cases the product was priced the same. Participants then indicated 
how would they dispose of the bottle if they received a free sample 
and finished it. As shown in Table 1, consumers were more likely to 
recycle the bottle, and believed the bottle was more worthy of recy-
cling when its taste was evaluated positively.

To investigate whether respect mediated the effect, we used 
an Implicit Association Test (iatgen via Qualtrics, Carpenter et al. 
2018) to examine the positive association between the concepts of 
respect and recycling (vs. trashing) in study 2. The goal of this study 
was to assess if respondents associate “Recyclable materials” with 
“Respect” and “Non-recyclable materials” with “Disrespect.” We 
provided participants (N = 208) with 5 words belonging to each of 
the four categories and ask them to categorize stimuli. In the “com-
patible” block, “Recyclable material” and “Respect” were on the 
one side, while “Non-recyclable material” and “Disrespect” were 
on the other side. In the “incompatible” block, the combinations 
were switched. As shown in Table 1, the association occurred more 
quickly in the compatible than in the incompatible block therefore, 
confirming our predictions.

In study 3, we replicate these effects in a context with real re-
cycling behaviors, demonstrating external validity. We recruited 153 
undergraduates to complete this study in an individual lab room to 
avoid distractions. We provided each participant with a piece of ori-
gami paper and asked them to make an origami fox following a tuto-
rial. Then they were required to take their finished origami fox to 
the lab assistant. The lab assistant took pictures of their work and 
told them that an auto-grading system would score their work (but 
in fact the grade was assigned randomly). Thus, half the participants 
received a positive grade (8.5/10), while the other half received a 
negative grade (4.5/10). We then asked them to dispose of their work 
in the bins (a recycling bin and a trash bin) in the individual lab 
room. After that, they indicated their respect level toward the origami 
work. Unbeknownst to participants, after they left, the lab assistant 
recorded whether they recycled or trashed their fox and removed it 
to retain the same presets for each participant. As shown in Table 1, 
more of the participants who received a manipulated positive (vs. 
negative) evaluation score recycled (vs. trashed) their origami work, 
and respect toward their origami work mediated these effects. 

We introduce a novel effect of product evaluations on consumer 
recycling behavior—consumers are more likely to recycle a prod-
uct when it is positively evaluated. Overall, we believe this research 
makes important contributions from both theoretical and practical 
perspectives. From a theoretical perspective, this research explores 
the impact of intangible characteristics related to the product itself—
product evaluations. We expand the literature on disposal decision 
making by demonstrating how a novel product-level characteristic 
— product evaluations — impact disposal decisions to trash or recy-
cle. From a practical perspective, we believe it is of great importance 
to understand what drives consumers to recycle more. Our research 
adds to the growing discourse on environmental issues.  
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EXTENDED ABSTRACT
Consumers may use perceived heaviness as a clue to diagnose 

the durability and quality of a tangible product  (Krishna, 2006; Lin, 
2013; Togawa, Park, and Ishii, 2016). Extant research has found that 
product-related attributes such as size (Murray et al., 1891), color 
lightness (Hagtvedt, 2019), or location of the product image on a 
package (Deng & Kahn, 2009) affect individuals’ perception of prod-
uct weight. In this research, we theorize and demonstrate a new as-
pect- the temporal orientation of a product (the perception of it as be-
ing from the past or the future)-that influences consumers’ perception 
of product weight, and ultimate product choice. 

Our theory about how product temporal orientation affects 
perceptions of heaviness is a processing-based one. Compared to 
the future, consumers can think of many more specific events that 
have happened in the past. Hence, one’s memories and the facts 
related to one’s past are specific and detailed (Muehling, Sprott, & 
Sprott,2004). Thinking about the past will inevitably trigger recol-
lection and reflection on these specific facts and experiences (Van 
Boven, Kane, & McGraw, 2010). However, thinking about the fu-
ture, no matter the extent of imagination or planning involved, is 
more uncertain and less specific (Epley & Dunning, 2000; Wilson et 
al., 2000). The different temporal orientation of products may trigger 
us to retrieve our experiences (past versus future) and we recollect 
more specific facts from the past, which we argue feels heavier, and 
may influence how we perceive the heaviness of a product we are 
considering. 

When consumers are considering a product that is temporally 
oriented to the past, they are more likely to retrieval their sensory 
experiences and memories about events that happened in the past 
(Deng, Han, and Wang, 2019). The immediate experience of recall-
ing details of events evokes simultaneously muscular thinking, which 
renders inner experience felt to be heavy (Winnicotti, 1971). The 
more details consumers consider, the heavier they will feel during 
this thinking/processing. The feeling of heaviness will be projected 
to the object which leads to thinking (Jostmann, Lakens, & Schubert, 
2009). In contrast, when exposed to a more futuristic product, con-
sumers are less likely to perceive heaviness because less processing 
of details happens when thinking about the future.

Hypothesis 1: Compared to the product with a future temporal 
orientation, consumers will perceive a product 
with a past temporal orientation as heavier.

Hypothesis 2: The specificity of thinking related to product 
temporal orientation mediates the influence of 
the product’s temporal orientation on perceived 
weight. 

Based on processing fluency theory, consumers will be more 
fluent in processing a weight-related stimulus that matches their cur-
rent state of thinking of based on temporal orientation (Labroo et al., 
2008). 

Hypothesis 3: Consumers are more likely to buy a product with 
a past (future) temporal orientation when it is 
designed to be heavier (lighter). 

We tested our hypotheses through three lab experiments and 
a field experiment.  Study 1 examined the impact of the product’s 
temporal orientation (past vs. future) on perceived product weight. 
A total of 75 undergraduates participated in this experiment. The 
experiment followed a two-cell (product temporal orientation: past 
vs. future) between-subjects design. We manipulated the temporal 
orientation, informing participants that a newly-designed notebook 
either “was launched in the market six months ago” (past) or “will 
be launched in the market in six months” (future). Then participants 
rated their perceived weight of the notebook using 9-point scales 
(1 = relatively light and 9 = relatively heavy). The results revealed 
a significant effect of product temporal orientation on perceived 
weight (F(1,73)=37.62, p<0.001). Participants in the past condition 
perceived the product to be heavier than those in the future condition 
(Mpast = 5.72, SDpast = 2.08, Mfuture = 3.03, SDfuture = 1.68). 

Study 2 examined the robustness of H1 and the mediating role 
of specificity of thinking in the impact of product temporal orienta-
tion on perceived weight. A total of 114 undergraduates participated 
in this experiment. The experiment followed a two-cell (product 
temporal orientation: past vs. future) between-subjects design. As 
predicted, participants in the past condition perceived the product 
to be heavier. Mediation analysis showed that the indirect path of 
temporal orientation on perceived weight via specificity of thinking 
was significant. 

Study 3 was to verify the impact of the match of temporal orien-
tation and product weight on purchase intention (H3). A total of 148 
undergraduates participated in this experiment. The experiment fol-
lowed a 2 (product temporal orientation: past vs. future) × 2 (product 
weight: heavy vs. light) between-subjects design. Participants were 
asked to imagine a scenario of lamp purchase. Temporal orientation 
was manipulated by asking participants to look for either an antique 
lamp or a futuristic lamp. The product description was designed for 
the manipulation of the product weight (2500g net weight vs. 500g 
net weight). As predicted, an ANOVA revealed a significant interac-
tion of temporal orientation and product weight on purchase inten-
tion (F(1,144)=13.57, p<0.01). 

Study 4, a field experiment, was designed to examine H3 in a 
real shopping situation. We examined consumers’ actual purchase by 
cooperating with a university souvenir shop selling bookmarks for 
four weeks. The experiment was a two-way mixed design, with a 
two-level between-subjects factor (temporal orientation: past vs. fu-
ture) and a two-level within-subjects factor (product weight: heavy 
vs. light). The dependent variable was the real purchase of the book-
marks. Our results revealed a significant effect of the interaction of 
temporal orientation and product weight (χ2 = 6.23, p<0.05) on prod-
uct purchase. Specifically, in the past condition, a majority of the 
shoppers preferred the heavy bookmark (68.6%, [35/51]), whereas 
in the future condition, a majority of the shoppers chose the light 
bookmark (55.8% [29/52]), thus supporting H3.
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In summary, four studies support the predicted relationship 
between product temporal orientation and perceived weight. Spe-
cifically, compared to a product with a future temporal orientation, 
consumers perceive a product with a past temporal orientation to be 
heavier, which was mediated by the specificity of thinking related to 
temporal orientation.  Furthermore, consumers had higher purchase 
intention, and more actual purchases, when the product’s temporal 
orientation matched its actual weight.
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EXTENDED ABSTRACT
Company moral transgressions are prevalent in today’s mar-

ketplace (e.g., Nike’s poor labor practices, Volkswagen’s emission 
scandal). With the Internet and social media, such company moral 
transgressions rapidly receive public scrutiny (Crockett 2017), which 
can cause considerable damage to transgressing firms (e.g., Frooman 
1997).

However, not all consumers have the same level of concern to-
ward company moral transgressions. Moral norms are often subjec-
tively determined by one’s moral system (Trevino and Nelson 2016) 
with moral judgments varying substantially across individuals and 
cultures (Haidt and Joseph 2004; Schein and Gray 2018). The cur-
rent research examines how, when, and why power distance belief 
(hereafter, PDB), which is the extent to which people accept and en-
dorse inequality and hierarchy in society (Hofstede 1980), influences 
consumer response following company moral transgressions. Equal-
ity is a prominent moral principle, and a moral transgression can be 
conceptualized as a powerful transgressor (corporations) harming 
vulnerable victims (Gray and Wegner 2009). Hence, we propose that 
PDB will affect how individuals react to company moral transgres-
sions with empathy toward the transgression victims as the underly-
ing mechanism. 

Empathy is an other-oriented emotion that arises from witness-
ing someone in distress that subsequently motivates an effort to help 
(Batson 2011; DeSteno 2015). We theorize that i) low-PDB individu-
als are motivated to minimize social inequality and tend to feel empa-
thy for the vulnerable in society (Winterich and Zhang 2014), such as 
transgression victims, whereas high-PDB individuals tend to defend 
social hierarchy and status quo (Jost, Banaji, and Nosek 2004) and 
hence may perceive transgression victims as less warranting of care 
and empathy (Lee, Winterich, and Ross 2014), and ii) the experience 
(or lack) of empathy further influences how negatively consumers 
evaluate transgressing companies. Thus, low- (versus high-) PDB 
consumers, due to their greater empathy for transgression victims, 
will have less favorable evaluations of transgressing companies.

Consistent with this theorizing, we propose that the effect of 
PDB is attenuated when the company moral transgression does not 
have a salient victim as even low-PDB consumers do not focus on 
victims, thereby suppressing empathy. We also investigate company 
response strategies and propose that neither an apology nor remedy 
alone dampens the PDB effect but a combined apology and remedy 
can attenuate the effect by signaling the company’s empathy for vic-
tims.

In study 1, we examine search data regarding the Volkswagen 
emission scandal together with country-level cultural values (Hof-
stede 2018) to test the impact of PDB on consumer response to the 
scandal. Using Google Trends, we performed the topic search of 
“Volkswagen emission scandal” across all global regions. The PDB 
scores along with other cultural values were obtained from Hof-
stede’s (2018) website and matched to the search data along with 
other controls (e.g., political freedom, GDP). Based on a one-year 
event window following the scandal, PDB had a negative effect on 
the search index (b=-.41, t(54)=-3.93, p < .001); that is, people from 
lower PDB countries were more likely to search for the scandal, con-
sistent with greater concern for the moral transgression. This pattern 

remained when including control variables and conducting robust-
ness checks with different event windows.  

In Study 2, participants completed a PDB manipulation (Zhang, 
Winterich, and Mittal 2010) and read about two fitness brands, one 
with a moral transgression (poor labor practice), and the other with 
a non-moral transgression (poor product quality) and indicated their 
response. Consistent with our prediction, low PDB consumers made 
less favorable evaluations (Mlow PDB =4.94 vs. Mhigh PDB =5.47, F(1, 
245)=5.41, p=.021). Participants also had a chance to win a $25 gift 
card to the brand of their choice: low PDB consumers were margin-
ally less likely to choose the morally transgressing brand (Mlow PDB 
=68.6% vs. Mhigh PDB =79.0%, χ2(1)=3.12, p=.077).

Study 3 tests the empathy mechanism. Participants completed 
the same PDB manipulation as study 2 and then read about a differ-
ent moral transgression (environmental harm), followed by measure-
ment of their response and empathy toward victims (Batson 1987). 
As expected, low-PDB participants responded less favorably (Mlow 

PDB =1.93 vs. Mhigh PDB=2.34, F(1, 207)=4.53, p=.035) and expressed 
greater empathy (Mlow PDB=5.67 vs. Mhigh PDB=5.15, F(1, 207)=4.47, 
p=.036), and the effect of PDB on consumer response was mediated 
by empathy. 

Study 4 uses an established empathy manipulation (high vs. 
control) to demonstrate moderation-of-process (Spencer, Zanna, and 
Fong 2005). Participants read about a company moral transgression 
(poor labor practice), with an empathy manipulation embedded, and 
then indicated their response and PDB (measured with Yoo et al. 
2011). Results revealed the expected interaction between measured 
PDB and manipulated empathy (b=-.16, t(198)=-1.98, p=.049): low-
er PDB participants responded less favorably in the control condition 
(b=.33, t(198)=2.80, p=.006) but, as expected, the PDB effect was 
attenuated in the high empathy condition (b=.01, t(198) =.07, p>.05).

Study 5 manipulates victim salience by using two transgressions 
that vary naturally in victim salience: mistreating employees (high) 
vs. disrespecting traditions (low). Consumer response and PDB were 
measured as in study 4. We found the expected interaction (b=.21, 
t(305)=2.67, p=.008): lower PDB participants responded less favor-
ably when victim salience was high (b=.49, t(305)=5.20, p < .001) 
but not when victim salience was low (b=.08, t(305)=.67, p>.05).

In Study 6, participants read about the a moral transgression 
(environmental harm) and were randomly assigned to either no re-
sponse, an apology, a remedy, or a combined apology and remedy, 
with consumer response and PDB measured as in studies 4-5. Results 
revealed the expected interaction between PDB and firm response 
(F(3, 397)=7.73, p<.001): an effect of PDB following no response 
(b=.73, t(397)=7.73, p<.001), an apology (b=.74, t(397)=7.89, 
p<.001), or a remedy (b=.58, t(397)=5.73, p<.001), but not after a 
combined apology and remedy (b=.16, t(397)=1.65, p>.05).  

In six studies, we find robust support for our theorizing across 
various consumer samples, operationalizations of PDB, and trans-
gression contexts. In doing so, this research makes important con-
tributions to the literature on corporate social (ir)responsibility and 
consumer/marketplace morality in a cross-cultural context. This re-
search also has implications for marketers to understand when and 
why consumers have negative reactions to company moral transgres-
sions, as well as guidance for company response strategies.
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EXTENDED ABSTRACT
Most resources are limited, which is presumably why most so-

cial systems evolve mechanisms for resource allocation (Cook and 
Hegtvedt 1983). A primary goal of an effective allocation mechanism 
concerns how fair people perceive the allocation of resource to be. 
Indeed, people care about fairness so much that they would sacri-
fice their own interests (and punish others) for the sake of fairness 
(Dawes et al. 2007).

A common practice to achieve fairness is to proportionally al-
locate resource based on the performances of the entities involved 
(Adams 1963; Hatfield et al. 1978; Ma and Roese 2013). Consider 
a sales contest in which two salespersons—A and B—compete for 
a total bonus of $1,000. A has sold 9,000 units in the contest, and 
B has sold 10,000 units. Based on the proportion rule, the fairest 
allocation of the bonus is A receiving $474 (9/19 of $1,000) and B 
receiving $526 (10/19 of $1,000), and the less an allocation deviates 
from the fairest allocation, the fairer people should perceive it to be. 
Therefore, it can be inferred that people perceive A receiving a small 
compensation amount (e.g., A receives $100 and B receives $900, a 
small-large allocation) to be fairer than A receiving no compensation 
(e.g., A receives $0 and B receives $1,000, a none-all allocation).

However, we find that the opposite is true: in a study (N=130), 
participants perceived A receiving no compensation ($0) to be fairer 
than A receiving a small compensation amount ($100; 4.02 vs. 3.08, 
F(1, 128) = 8.05, p = .01). Study 2 replicated this finding with an 
incentive-compatible design. Participants (N=147) were invited to 
compete with another participant in a math-addition task to win an 
extra bonus. They also learned, before the competition started, that 
the person who answered more questions correctly would receive 50 
cents, whereas the other person would receive 0 cents (the none-all-
allocation condition) or 1 cent (the small-large-allocation condition). 
Participants were not really in a competition—they were all told at 
end of the task that they lost (by 1-3 questions, randomly determined) 
and thus received a bonus of 0 cents or 1 cent. Supporting our hy-
pothesis, participants in the none-all-allocation (vs. small-large-al-
location) condition rated the allocation rule as fairer (4.28 vs. 3.57, 
F(1, 145)=5.13, p=.03) and were more likely to do the task one more 
time with the same participant and the same allocation rule (71% vs. 
53%; χ2(1)=4.99, p=.03).

We argue the reason is that a small-lage allocation (e.g., $100-
$900) invokes the proportion rule, and prompts people to calculate the 
proportion of the allocation (e.g., $100/$900=1/9) and compare it to 
the proportion of performance (e.g., 9,000 units/10,000 units=9/10). 
Because of the drastic difference between these two proportions, 
people likely infer that the small-large allocation violates the propor-
tion rule to a large extent and thus perceive it as unfair. In contrast, 
when the low performer receives no compensation, people tend to 
infer the allocation rule is binary (e.g., the winner takes all) and are 
less likely to pay attention to the proportion of performance. Because 
the actual allocation is binary and thus consistent with the inferred 
allocation rule, people perceive the none-all allocation as fair.

Study 3 (N=573) had two goals. First, to test the proposed 
mechanism, we added another condition in which the resource al-
location perfectly followed the proportion rule. Although in both this 
and the none-all-allocation condition, the allocation aligned with the 
inferred allocation rule, because the proportion rule ensures equity 

and is perceived to be fairer than the binary rule in most cases (Cook 
and Hegtvedt 1983; Berkowitz et al. 1987), we predicted that par-
ticipants would perceive the perfectly proportional allocation as even 
fairer than the none-all allocation. Second, we tested a boundary con-
dition: if people are prompted to use the binary rule regardless of the 
actual resource allocation (e.g., performance itself is evaluated in a 
binary way, such as pass/fail), those faced with a small-large alloca-
tion tend not to calculate or compare the proportions. We predicted 
that in such case, the difference between the none-all-allocation and 
the small-large-allocation conditions would be smaller. Study 3 rep-
resented a 3 (allocation: none-all vs. small-large vs. proportional) × 2 
(performance: binary vs. control) between-subjects design. Support-
ing our hypotheses, in the control condition, participants perceived 
the small-large allocation to be less fair than the none-all allocation 
(2.47 vs. 4.34, F(1, 567)=56.51, p<.001), which was less fair than 
the proportional allocation (4.34 vs. 6.33, F(1, 567)=66.95, p<.001). 
Critically, in the binary-performance condition, the difference be-
tween the small-large-allocation and the none-all-allocation condi-
tions became smaller  (4.37 vs. 4.95, F(1, 567)=5.60, p=.02; partial 
interaction: F(1, 567)=13.61, p<.001). 

Study 4 examined another boundary condition. In a non-com-
petitive setting where individuals collaborate rather than compete 
with each other, the binary allocation rule may not be applicable, 
attenuating our effect. In a 2 (allocation: none-all vs. small-large) × 
2 (context: competition vs. non-competition) between-subjects de-
sign, participants (N=342) imagined that they submitted a research 
proposal to either a competition where researchers competed against 
each other for research grant or a symposium where researchers in-
teracted with each other. They learned that proposals with 80 or more 
votes (out of 100) would receive a grant of $500,000, while those 
with fewer than 80 votes would receive either no grant (none-all) 
or $10,000 (small-large). They then learned that their own proposal 
received 78 votes and received no grant or $10,000. We found that in 
the competition condition, participants perceived the none-all alloca-
tion to be fairer than the small-large allocation (4.36 vs. 3.78, F(1, 
338)=4.58, p=.03), while in the non-competition condition, the effect 
disappeared (3.76 vs. 4.18, F(1, 338)=2.32, p=.13; interaction: F(1, 
338) = 6.66, p = .01).

This research presents a novel effect regarding resource alloca-
tion that a small compensation amount (vs. no compensation) may 
backfire. It contributes to the literature on fairness perception by 
demonstrating that people may infer different allocation rules from 
the actual allocations of resource, which can have important conse-
quences on fairness perception and behavior.
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EXTENDED ABSTRACT
In this paper, we investigate why certain quintessential tourist 

spots, shops, and retailing outlets become an instant magnetic site on 
social media and attract a large number of pious followers. Within 
the urban consumptionscape in Shanghai and many other metropolis 
in China, huge groups of consumers may spend an average of over 
5 hours, and as long as 7 hours waiting in line in order to purchase 
a cup of bubble tea, a snack, a Chinese pancake, or even a piece of 
cookie. The zeal for such retail outlets is often fueled by Chinese 
social media such as Tiktok, the Little Redbook, WeChat, Weibo, and 
online forums. Such avid desire can only be matched by the devo-
tions of religious pilgrimage (e.g., Turner and Turner 1978).

In particular, we examine consumption rituals at these places 
and discuss implications for understanding pilgrimage in the market-
place as a simulated form of consumer deceleration (e.g., Husemann 
and Eckhardt 2019; Rosa 2013). We seek to understand: whether or 
not the perceived slowed-down temporal experience can be achieved 
in the marketplace and without the expected detachment from one’s 
social worlds as have been previously suggested. 

Pilgrimage is a journey to the sacred place containing the ac-
tual sacred relics from the past, which has the power to contaminate 
pilgrims with magical cure or positive energy (Turner and Turner 
1978). Consumers seek spirituality and self-transformation through 
religious pilgrimages (Hamilton and Higgans 2011; Higgans and 
Hamilton 2016). More importantly, these physically demanding 
and sacred journeys allow consumers to escape from their acceler-
ated social life (Rosa 2013) and to engage in consumption practices 
that help them to slow down (Husemann and Eckhardt 2019). Such 
deceleration is a temporal consumption experience that is achieved 
through immersing in extended geographic journeys far away from 
home and ideally from the market. In this paper, we argue that such 
temporal experiences of slowing down may be achieved through the 
simulation of deceleration in marketplace pilgrimage. 

In this study, we adopted both ethnographic and ethnographic 
approaches (Kozinets, 2015), to understand marketplace pilgrimage. 
We used emergent design, multiple sites, purposive sampling, and 
field interviews in the process of data collection. Our data collec-
tion started in Spring 2017 and continued into Summer 2019. The 
research team visited various cult food shops in Shanghai and par-
ticipated in the waiting. This helped them to reflect upon the observa-
tions and to develop a better understanding of consumer experiences. 
We observed different waiting lines outside different cult food stores. 
Pictures and interviews were combined with detailed observation 
notes. Our total dataset consists of 35 depth interviews, 120 pages of 
fieldnotes, 257 images from our fieldwork, and over 300 social media 
accounts that describe consumption experiences of these cult food 
stores. Our data analysis proceeded in an iterative process (Spiggle 
1994). We focus on consumers’ experiences and seek to understand 
why consumers spent prolonged periods of time waiting in line. 

The experiences of prolonged waiting in line at the shops are 
commonly understood and interpreted by our informants as a “pil-
grimage”. Many come with friends and collectively participate in the 
pilgrimage. We found that similar to religious pilgrimage, market-
place pilgrimage is structured by varied rituals, including anticipa-
tion, participation, evaluation, and dissemination. Marketplace pil-
grimage involves efforts and bodily labor that transform consumer 
desire and consumption experience into an ephemeral form of so-

cial capital that can then be competed and displayed in social media 
space. It gives visual forms to consumers’ formless and exhausting 
labor of waiting. In this case, consumers do not deliberately seek to 
slow down and to escape from the accelerated social life. It is ori-
ented toward social media conspicuity and is an extrinsic form of de-
celeration that does not aim at introspection and reflection. The cult 
shops that attract pilgrims are characterized by scarcity, difficulty of 
access, ability of being traced on social media, or their potential for 
visual transportation and transformation, as well as endorsement of 
social media celebrity. We refer to the quintessential qualities of such 
pilgrimage space as social media magnetism. 

In this paper, we extend previous literature on consumer de-
celeration by highlighting the simulation of consumer deceleration 
through pilgrimage in the marketplace. Our notion of social media 
magnetism explains why certain retailing space becomes an instant 
spot of such devotion. Together, we contribute to consumer culture 
theories on the sacralization of commercial spaces by highlighting 
the transient value of marketplace pilgrimage on social media in the 
era of assess-based consumption (e.g., Bardhi and Eckhardt 2017).
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EXTENDED ABSTRACT
Advertising sustains the contemporary system and people’s de-

sire to consume despite recurring financial crises and the ongoing cli-
mate crisis (e.g. Pradham 2009, UNFCC 2019).  Advertisers remain 
key cultural intermediaries and taste makers (Cronin 2004, Cayla 
and Eckhardt 2008).  The conduct of Cambridge Analytica, widely 
covered in the press and through the documentary The Great Hack 
(2019), have highlighted the ability of advertising in manipulating 
all areas of public life.  Corporate scandals have been blamed on 
the advertising industry and its professionals (e.g. Business Insider 
2016).  Consumption’s direct link with climate crisis (see Carlson-
Kanyama and Gonzalez 2014), stereotyping and racism (see Thomas 
and Jones, 2019) thus require to further critical engagement with the 
advertising industry.  

Previous literature has often focused on creativitiy in adver-
tising (e.g. Nyilasy, Kreshel, and Reid 2012), creative identities 
(Hirschman 1989, McLeod et al. 2009), gender in advertising prac-
tice (Nixon and Crewe 2004, Windels and Lee 2012), advertisers’ 
perceptions of gender portrayals in advertisements and ethics (Za-
yer et al. 2015) and managing creatives (Gotsi et al. 2010, Hackley 
and Kover 2007, Hirschman 1989). In particular, Nixon and Crewe 
(2004) and Hackley and Kover (2007) illustrate how advertisers ne-
gotiate competing identities.  Here, we study how advertisers view 
their own jobs in light of the recent global state of affairs. 

Stigma and taint are associated with tasks of dubious virtue 
(e.g., exotic dancer, bill collector, pawnbroker) or with jobs that are 
“deceptive, intrusive, confrontational, or that otherwise defy norms 
of civility” (Ashforth & Kreiner, 1999, p.415) (e.g., paparazzo, tele-
marketer). As such, advertising can easily be classified as a stigma-
tized job as it is about managing sometimes deceptive perceptions 
that may not necessarily be based on the actual properties and ben-
efits of products/services/brands. There is limited literature related to 
how the occupation holders themselves who are in morally stigma-
tized jobs view their jobs (see Zayer et. Al 2015 and Drumwright and 
Kamal 2016 for exceptions).  If stigma and taint reduce occupational 
prestige (see Ashforth & Kreiner 2014), what are the ways in which 
advertisers view their profession and themselves?

This on-going qualitative study draws on data from Turkey, an 
emerging economy with a workforce of 28 million.  The studies on 
the advertising industry in the Global South are still limited. Excep-
tions are Kaptan (2013), Cayla and Eckhardt (2008), and Drum-
wright and Kamal (2016). Here, in-depth interviews with 20 adver-
tisers are completed. A maximum variation purposeful sampling is 
used, where age, department within the agency, tenure and type of 
agency (network vs. local boutique) is varied.   The data are analysed 
by the authors using a hermeneutic approach (Thompson 1989) and 
interpretation followed the guidelines of Miles and Huberman (1994) 
and Spiggle (1994). 

Our emergent findings point to a nuanced understanding of ad-
vertisers’ own work as stigmatized and precarious, and the emerging 
circumstances under which they may or may not feel the pressure 
this brings. In particular, the advertisers view their jobs as stigma-
tized and precarious.  They view their job to be stigmatized to the 
degree of being immporal because they create artificial needs. Dar, a 
40 year old senior creative, says: “afterall it is about selling people 
crap they do not need… people look at me like I am evil”.  Do, 40, is 
of a similar opinion “..it is what it is. It is not helping anyone in any 

real sense”.   On the other hand, excessive working hours express 
themselves as precarity: Goz, 41, account manager,  illuminates the 
precarious aspect of her job “..i’m trying to manage the feelings of 
everybody… trying to write emails that will not damage the relation-
ship with the client” and Fah, creative, seconds: “we do the ugly job… 
so many people’s feelings and irrelevant and irrational thoughts to 
manage 24/7, via email, via whatsapp, via everything else that I feel 
like I am just wasting the time”.  Do also explains “you can’t just not 
take part in a tender, although it may not lead anywhere, you work on 
it for months, concurrently with other tenders too”.

The preliminary data analysis reveals that the advertisers from 
various ages and job specialisms view their job as stigmatized. In 
particular, they have a dual view of their job as stigmatized and pre-
carious; where precariousness feeds into their perceptions of taint. 
This study extends the previous literature on creative identities (e.g. 
Hackley and Kover 2007, Gotsi 2010) by focusing on a middle to 
high income morally tainted line of work – advertising. Previous 
studies focused on physically and socially stigmatized jobs (e.g. 
Dick 2005, Simpson et al. 2014), here, we extend the inquiry into the 
moral arena.  Limitations of this study are that it is a snapshot in time 
and it is bound by its context. For example, in light of the Covid-19 
crisis, have the advertisers view of their jobs worsened? Future work 
could seek to investigate whether this perception also holds across 
other settings in the Global south and in the Global North and what 
coping strategies advertisers cultivate to manage taint.  
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EXTENDED ABSTRACT
Authenticity, typically defined as being “real”, “genuine”, or 

“true” (Dutton 2003; Sharpley 1994; Taylor 1991; Vannini and Fran-
zese 2008), is a desirable state for individuals (Gino, Kouchaki, and 
Galinsky 2015) and a cherished attribute of products (Newman and 
Dhar 2014). Many recent social criticisms argue that our society is 
experiencing an authenticity deficit because of the overflow of mean-
ingless market offerings (Boyle 2004). To overcome this deficit, 
people increasingly search for authenticity in brands, products, and 
experiences (Arnould and Price 2000; Beverland 2005; Morhart et al. 
2015). As a result, authenticity has “…overtaken quality as the pre-
vailing purchasing criterion” (Gilmore and Pine 2007, 5) and become 
“one of the cornerstones of contemporary marketing . . .” (Brown, 
Kozinets, and Sherry 2003, 21). In response to consumers’ craving 
for authenticity, marketers are enthusiastic in cultivating products 
and services that are experienced as authentic (Goldman and Papson 
1996; Grayson and Shulman 2000).

It is therefore important to ask the following questions: From 
consumers’ perspective, what kind of products can connect them with 
a real, honest and genuine self-view (i.e., self-authenticity)? From 
marketers’ perspective, how to make their products experienced by 
consumers as real, honest, and genuine (i.e., product authenticity)? 
These two questions are interrelated, as prior research has shown that 
consuming authentic products can increase self-authenticity (Hahl, 
Zuckerman, and Kim 2017); also, a product that connects consumers 
with their true self is perceived to be symbolically authentic (Morhart 
et al. 2015). We therefore ask the following question encompass-
ing both self and product authenticity: how to increase experienced 
authenticity in consumptions? We posit that inducing nostalgia in 
consumptions can lead consumers to experience a greater level of 
authenticity.

A plethora of research has documented the benefits of nostalgia, 
such as social connectedness (Wildschut et al. 2010), meaningfulness 
(Routledge et al. 2012), empathy (Zhou et al. 2011), and patience 
(Huang, Huang, and Wyer Jr 2016). A majority of consumer research 
has shown that nostalgia toward a brand could increase brand prefer-
ence, respect, trust ( Merchant and Rose 2013; Muehling and Sprott 
2004), and the likelihood of purchase and recommendation (Nam et 
al. 2016). However, as far as we know, there is limited research on 
how nostalgia may influence consumers’ experience of authenticity.

Drawing upon research linking past autobiographical memories 
with intrinsic self-focus (Baldwin, Biernat, and Landau 2015) and 
pure self-view (Gino and Desai 2012), we argue that nostalgic con-
sumptions will offer a window to one’s original self, a self that is 
real, honest and true, a self that preserves one’s intrinsic nature as a 
person that is not yet tainted by any external constraints. The recol-
lection of past experiences can set the tone for understanding and 
anchoring individual identity. Following these arguments, we predict 
that consumptions that have been woven into consumers’ personal 
histories are likely to be perceived as embodiment of their true self 
(i.e., self-authenticity); a logical corollary is that, products that can 
elicit nostalgic feelings are likely to be perceived as real, honest, and 
genuine (i.e., product authenticity). We therefore posit that inducing 
nostalgia in consumptions (e.g., nostalgic descriptions or advertise-
ments) can potentially enhance experienced authenticity.

Across six studies, we examined how nostalgic consumptions 
enhanced experienced authenticity. We first demonstrated that prod-
ucts that made consumers feel authentic (vs. products that consumers 
liked) were more nostalgic (Study 1 N=63). Building on this finding, 
we further tested the causal effect of nostalgia on experienced au-
thenticity using both controlled (Study 2 N=107) and freely recalled 
consumptions (Study 3 N=190). Moreover, we identified the un-
derlying mechanism by showing that nostalgic consumptions could 
remind consumers of their intrinsic nature, which in turn led to in-
creased experienced authenticity (Study 3). We also found that self-
concept clarity moderated the effect, such that the positive relation-
ship between nostalgia and experienced authenticity was stronger 
among consumers with ambiguous self-views (Study 4 N=51). We 
then applied the findings to a purchase decision context and showed 
that highlighting the importance of authenticity would lead consum-
ers to favor nostalgic products over novel ones (Study 5 N=159). 
Finally, applying natural language processing to analyzing over 5000 
real-world products on Kickstarter, we showed that invoking nostal-
gia when pitching for a product could potentially make the product 
appear more authentic (Study 6 N=52997). 

Taken together, our research contributed to the literature on au-
thenticity and nostalgia by unveiling the relationship between them, 
the underlying mechanism, and the boundary condition. Moreover, 
our findings have implications for marketers who want to appeal to 
consumers with authentic market offerings and consumers who are 
in search for authenticity. Also, to the extent that authenticity is a 
positively valenced psychological state, the current research also 
contributes to the literature on consumer well-being.
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EXTENDED ABSTRACT
In today’s increasingly competitive marketplace, firms deploy a 

range of sales promotion tactics to encourage purchases by provid-
ing consumers with extra benefits or incentives. The sales promotion 
literature suggests that monetary tactics, such as price discounts, and 
non-monetary tactics, such as bonus packs, distinctively influence 
consumers’ purchase behaviors. Bonus packs which offer more prod-
uct volumes are generally preferred by consumers over price dis-
counts which offer lower prices (Diamond and Sanyal 1990; Mishra 
and Mishra 2011), because the former tend to be framed as pure gains 
while the latter tend to be framed as reductions in losses according 
to prospect theory’s value function (Kahneman and Tversky 1979). 

 We propose that regulatory orientation (Higgins 2000) 
plays a moderating role in consumers’ preferences between bonus 
packs and price discounts. Specifically, the default preference for a 
bonus pack does not hold for individuals with a prevention orien-
tation. A price discount provides an opportunity to reduce the eco-
nomic cost and thus aligns with a prevention orientation to minimize 
losses. In turn, individuals with a prevention orientation are expected 
to experience a regulatory fit between the prevention orientation and 
the price discount, resulting in a preference for a price discount over 
a bonus pack. 

In contrast, a bonus pack provides incremental product benefits 
and thus aligns with a promotion orientation to maximize gains, in-
dividuals with a promotion orientation are expected to experience a 
regulatory fit between the promotion orientation and the bonus pack, 
resulting in a preference for a bonus pack over a price discount. Such 
a preference is in line with the default preference in favor of a bonus 
back based on differential framing (i.e., a bonus pack is framed as 
a pure gain while a price discount is framed as a reduction in loss). 
However, we argue the regulatory fit cue may not be as accessible as 
the differential framing cue to influence the preference. 

We present two studies, including a field study, to test the pro-
posed effects. Study 1 investigates the joint effect of regulatory ori-
entation and promotion format on purchase intention and the mediat-
ing role of regulatory fit. We recruited 387 participants on Mturk. 
The study adopted a 2 (promotion format: discount vs. bonus pack) × 
2 (regulatory orientation: promotion vs. prevention) between-partici-
pants design, with two product replicates to enhance generalizability.

Results demonstrated that neither promotion format nor regu-
latory orientation had main effects, but there was a significant in-
teraction effect. Participants in the prevention-orientation condition 
were more likely to purchase the product when the promotion was 
in the discount format than in the bonus pack format. Participants 
in the promotion-orientation condition were more likely to purchase 
the product when the promotion was in the bonus pack than in the 
discount format. The analysis of regulatory fit revealed a significant 
interaction effect such that participants in the prevention-orientation 
condition felt the discount was more “right” than the bonus pack. 
There was no difference in regulatory fit between the discount and 
bonus pack in the promotion-orientation condition. Results of the 
mediation analysis showed a significant moderated mediation effect. 
Specifically, the indirect effect was significant while the direct ef-
fect was not significant in the prevention-orientation condition. The 
indirect effect was not significant, but the direct effect was significant 

in the promotion-orientation condition. These results indicate that 
regulatory fit mediates only the effect of prevention orientation on 
preference for promotion format, but not the effect of promotion ori-
entation on preference. The direct effect in the promotion-orientation 
condition can be explained by consumers’ inherent preference for a 
bonus pack over a price discount, due to the prospect theory-based 
framing conceptualization.

Study 2 was designed to replicate the findings shown in Study 
1 in a field setting. In addition, instead of using percentages, we used 
an equivalent absolute value in the two promotion formats. The study 
adopted a 2 (promotion format: discount vs. bonus pack) × 2 (regula-
tory orientation: promotion vs. prevention) between-participants de-
sign. We collaborated with a medium-sized supermarket to conduct 
this study over a one-week period. We set up a table in the entrance/
exit area of the supermarket and put a sign on the table reading, “By 
completing our marketing survey, you can receive a $5 voucher.” 
Participants were asked to read three sentences either related to their 
hopes and aspirations (i.e. “I want to do grocery shopping,” “It is 
enjoyable to do grocery shopping,” “Doing grocery shopping is 
interesting.”) or to their duties and obligations (i.e. “I ought to do 
grocery shopping,” “It is an obligation to do grocery shopping,” “Do-
ing grocery shopping involves a feeling of duty.”). Participants were 
then told that today the supermarket was running an in-store promo-
tion for a store gift voucher. The promotion was framed as either a 
discount (i.e. “you buy a $12 gift voucher and get $2 off, you pay 
$10 cash”) or a bonus pack (i.e. “you pay $10 cash to get $2 bonus, 
you get a $12 gift voucher”). Participants indicated their choice of 
whether to purchase the gift voucher.

Results showed an interaction effect. In the prevention-orienta-
tion condition, 58.5% of participants in the discount condition and 
40.0% of participants in the bonus pack condition chose to purchase 
the gift voucher. In contrast, in the promotion-orientation condition, 
40.6% of participants in the discount condition and 58.5% of partici-
pants in the bonus pack condition chose to purchase the gift voucher. 
Again, participants in the prevention-orientation condition felt the 
discount promotion was right more than the bonus pack. Those in 
the promotion-orientation condition felt no difference in terms of 
how right participants felt in the discount and bonus pack conditions. 
Similar to Study 1, results indicate that regulatory fit mediates only 
the effect of prevention orientation on preference for promotion for-
mat, but not the effect of promotion orientation on preference. 

One limitation of our research is that regulatory orientation was 
primed across two studies. To enhance the robustness of our findings, 
further research could assess consumers’ chronic regulatory orienta-
tion to see whether the moderating effect of regulatory orientation on 
consumer preferences for promotion tactics still hold. 
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EXTENDED ABSTRACT
Why do we stay in unsatisfying relationships with brands (Er-

dem and Keane 1996, Erdem, Keane, and Sun 2008), hold onto los-
ing stocks even when they have little likelihood of improving (Odean 
1998, Shefrin and Statman,1985), take extra flights to stay with air-
lines that delay us regularly, or remain in frustrating jobs or inter-
personal relationships? We conceptualize such “devil you know” 
situations as equilibrium goals, in which we prioritize status quo 
maintenance even when changing our state would be more likely to 
offer positive utility than remaining. 

Three studies have been completed to substantiate the unique 
nature of equilibrium goals. We first identify consistent characteris-
tics of equilibrium goals across domains. Study 1 (n = 460) followed 
a five (scenario: job, relationship, diet, budget, cancer treatment) by 
two (goal: equilibrium vs. disequilibrium) between-subject design. 
For example, participants in the equilibrium job condition read: 
“Suppose that your current job is boring and involves tedious work 
and you have been working in the position for 5 years. You could 
change jobs, but you choose to continue to go to work and do well 
enough to stay in this job.” By contrast, participants in the disequilib-
rium job condition read the same information with reversed actions.

Participants reported that in both goal conditions they were pur-
suing a goal to an equivalent extent and had a similar level of past in-
vestment in pursuit of that goal. However, disequilibrium goals (e.g. 
changing jobs) involved a higher focus on change, stronger motiva-
tion, and higher anticipated utility than equilibrium goals (bfocus on change 
= -.023, p < .001; bmotivation = -.026, p = .002; butility = -.033, p < .001). 
By contrast, remaining in equilibrium as opposed to disequilibrium 
goals required greater self-control (bself-control = .039, p < .001). Thus, 
it appears that equilibrium goals create an undesirable situation for 
consumers: while their self-control costs are high, their motivation 
and utility are low. 

To prompt consumers to release their equilibrium goals, we 
examined literature on maintenance goals (Yang, Stamatogianna-
kis, and Chattopadhyay 2015) and consumer lock-in (Johnson and 
Russo 1984, Johnson, Bellman, and Lohse 2003, Zauberman 2003). 
This literature suggested that consumers in equilibrium goals may 
perceive higher switching costs than necessary. If this is the case, 
lowering perceptions of social and cognitive switching costs should 
weaken consumers’ hold on equilibrium goals. 

Study 2 (n = 1782) tested this prediction using a three (cogni-
tive cost: control, high, low) by three (social cost: control, high, low) 
by three (scenario: airline, retailer, partner relationship) between-
subject design. For example, in the airline scenario, the equilibrium 
goal related to staying in an airline reward program that regularly 
provided less-than-optimal service. We manipulated the perceived 
social and cognitive switching costs as high or low via cost-related 
messages. No cost information was provided in the control condi-
tions. Participants reported how likely they would be to end their 
relationship and start over with another airline or do what it takes 
to maintain their relationship from 0 (definitely keep status) to 100 
(definitely end the relationship). 

A mixed-effects model predicting this likelihood with cognitive- 
and social-cost conditions as predictors and scenarios as random ef-
fects revealed significant main effects of cognitive costs (F(2, 1771) 
= 14.17, p < 0.001) and social costs (F(2, 1771) = 32.65, p < .001), 
but no significant interaction (F(4, 1771) = .47, p = .75). Compared 

to control conditions, people in the high social- and cognitive-cost 
conditions were less likely to switch away from equilibrium goals 
(bhigh social cost = -7.41, p < .001; bhigh cognitive cost = -3.04, p = .038) and peo-
ple in the low social- and cognitive-cost conditions were more likely 
to do so  (blow social cost = 4.13, p = .005; blow cognitive cost = 5.19, p < .001). 
Thus, manipulating both types of switching costs can independently 
shift individuals’ likelihood to persist in equilibrium goals.

To replicate this finding in a more consequential setting, Study 3 
(n = 228) established a “work partnership” with cost-related interven-
tions in the lab. The experiment followed a two (cognitive cost: high 
vs. low) by two (social cost: high vs. low) between-subject design. 
Participants worked together in “teams” to obtain points, such that 
they could maximize their final bonus that would be determined by 
their own points and their team points. All participants were assigned 
the role of “receiver” and received points allocated by their paired 
deciders who was ostensibly on the same team. We held constant 
point allocations across conditions such that an equilibrium goal situ-
ation was created for all participants: the decider was systematically 
underallocating to participants, such that little utility could be gained 
by staying in the partnership. After three rounds of point allocations, 
participants read, in the high (low) cognitive (social) cost condition, 
“The average rating of cognitive (social) costs of switching from pre-
vious surveys was 7 (3) out of 10.” Participants then had the opportu-
nity to switch partners who were on an opposing (the same) team in 
the high (low) social cost conditions.

Despite the fact that participants had evidence that their decid-
er was unlikely to offer a high chance to maximize their outcomes, 
only 58.7% decided to switch partners, leaving 41.3% pursuing the 
equilibrium goal. Participants in the low social-cost conditions were 
significantly more likely to switch partners, thus releasing an equi-
librium goal, than those in the high social-cost conditions (blow social cost 
= 1.85, p < .001). Participants in the low cognitive-cost conditions 
were marginally more likely to switch partners than those in the high 
cognitive-cost conditions (blow cognitive cost = .91, p = .08). As before, no 
interaction was observed (binteraction = -.70, p = .30). 

We show that manipulating perceived goal-switching costs ef-
fectively shifted people away from equilibrium goals in both mar-
ketplace and collaboration contexts. Our findings contribute to tra-
ditional goal and motivation literature with a new framework that 
helps understand the mechanisms of equilibrium goal-pursuit behav-
ior. Future research will extend these findings to other consequential 
equilibrium goals, in the hope that we can learn more about ways to 
enhance consumers’ goal pursuit and overall well-being.
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EXTENDED ABSTRACT
Consumers often hold multiple social identities (Crisp and 

Hewstone 2007). For example, immigrants are simultaneously iden-
tified with their country of origin and the new country; students may 
hold identities associated with the multiple schools that they have 
attended. When these identities are simultaneously activated and the 
contents of these identities are perceived incompatible, consumers 
experience social identity conflict (Hirsh and Kang 2016). 

Despite the ubiquity and importance of consumers experiencing 
such conflict, research that examines whether and how this experi-
ence may affect consumer choices remain relatively scarce. In this 
research, we explore how social identity conflict might alter one’s 
perception of self, and in turn affect his/her planning time horizon 
in consumption decisions. Specifically, we predict that experiencing 
social identity conflict leads consumers to focus more on here and 
now, thus showing greater preference for short-term products and 
service plans. This preference shift occurs because experiencing so-
cial identity conflict undermines a clear sense of self (Campbell et al. 
1996), which lays the foundation of a temporally stable self (Dunlop 
2017; Jiang, Chen, and Sedikides 2019). A less enduring sense of self 
in the temporal dimension, in turn, leads to less willingness to plan 
for the distant future. 

Study 1 surveyed 225 Mturkers to directly test the relationship 
between social identity conflict and planning horizon. Participants 
indicated the extent to which and how often they felt that their mul-
tiple social identities were in conflict, after we introduced what was 
social identity conflict. We then used three items to measure partici-
pants’ planning time horizons (e.g. “I focus more on the proximate 
future when I am making the decisions”) and found that social iden-
tity conflict was positively correlated with shorter planning time ho-
rizons (b = 0.128, p = .001), controlling for demographic variables. 

Study 2 employed a lab study where 94 participants first read 
a diary written by a college student about her experience after mov-
ing to a different city from her hometown and imagined themselves 
being the student. Participants were randomly assigned to a conflict 
condition where the diary described that the college student often 
experienced identity conflict because of the different norms of the 
two places, or a no conflict condition, where the diary described that 
the student comfortably navigated between the two identities and no 
conflict experience was mentioned. Next, in an ostensibly unrelated 
task, participants were told to write down their future plans. We in-
tentionally kept the instructions vague and did not specify any time 
period for the “future”. Their answers were coded based on the time 
frame and we found that, participants in the conflict condition wrote 
down more plans about proximate future than did those in the no 
conflict condition: 71.8% vs. 47.6%, p < 0.001.

Study 3 moved to school identity. A total of 104 graduate stu-
dents were randomly assigned to either a social identity conflict 
condition where they imagined that they were watching a champi-
onship match between their undergraduate alma mater and their cur-
rent school, or a friendly exhibition match between the two teams. 
Then, participants were asked to indicate their preferences between 
two financial products: a one-year CD offering 1.12% APY and a 
three-year CD offering 1.28%. Results showed that participants in 
the conflict condition were less likely to choose the three-year prod-
uct (MConflict= 2.14 vs. MNo conflict = 3.09, p = .018; higher value denoted 
preference for the long-term product).

Using the Midlife in the United States survey, study 4 found 
that a less clear sense of self was associated with shorter planning 
horizons among 2654 respondents. Further, study 5 directly mea-
sured our proposed mechanism, after the using the same manipula-
tion of conflict as Study 2. Results suggested that experiencing social 
identity conflict increased participants’ preferences for a short-term 
video streaming membership (MConflict = 3.05 (1.50) vs. MNo conflict  = 
3.79 (1.59), p = .011). Furthermore, bootstrapping analyses revealed 
that an unclear sense of self mediated this effect (95% CI = [-0.6973, 
-0.0031]). 

In study 6, we employed a 2 (social identity conflict: conflict vs. 
no conflict) ×2 (bolstering a clear sense of self: yes vs. no) between-
subject design and randomly assigned 231 participants to one of the 
four conditions. We manipulated identity conflict as study 5. Partici-
pants were then asked to describe a personal possession (Morrison 
and Johnson 2011). Specifically, to bolster a clear sense of self, par-
ticipants were asked to describe a possession that reflects one of his/
her important social identities. In the control condition, participants 
were asked to describe a possession which they found useful. We 
then recorded their choice of financial products. We found that when 
a clear sense of self was not bolstered, participants who experienced 
social identity conflict showed greater preference for the short-term 
financial products than did those who experienced no such conflict 
(MConflict = 2.98 (2.05) vs. M No conflict  = 3.92 (2.06), p = .019). However, 
when participants experienced a clear sense of self, the difference 
disappeared (MConflict = 3.83 (2.05) vs. MNo conflict  = 3.75 (1.39), p = 
.642). 

To summarize, by showing consumers who experience social 
identity conflict are more likely to adopt short planning time hori-
zons, our work makes important theoretical contributions and yields 
practical implications for consumer decision-making and well-being.
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EXTENDED ABSTRACT
As firms gradually notice the impact of electronic word of 

mouth (eWOM) on business performance, online review manage-
ment has become more prominent in marketing practice. Rather than 
subtly intervene in eWOM by promotional reviewing (Mayzlin, Do-
ver, and Chevalier 2014), firms start to actively engage in eWOM 
conversations by responding to customer reviews to restore customer 
satisfaction (Gu and Ye 2014) and influence future reviews (Proser-
pio and Zervas 2017) via a manager response (MR) feature.

While MRs are, in theory, directed at reviewers, Murphy (2019) 
finds that 97% of review readers also attend to MRs when they evalu-
ate products online. For this reason, even if managers are responding 
to prior failures, the impact of such highly observable MRs should 
no longer be confined to the focal recipients who wrote the initial 
reviews but should also extend to all customers who observe such 
responses. In the current research, we build on service recovery lit-
erature and hypothesize that the mere presence of MR —with no 
knowledge of the actual content—can positively shape consumer 
responses.

It is well-established that a successful recovery from service 
failure could restore customer satisfaction and enhance repurchase 
intentions (Grewal, Roggeveen, and Tsiros 2008). When firms re-
cover in a way that builds customer trust, customers are more likely 
to make confident predictions about the firms’ future recovery be-
haviors and thus commit themselves to ongoing relationships (Kim, 
Kim, and Kim 2009). As trust could also be acquired by observing or 
learning from previous interactions (e.g., conflicts) that the firm has 
had with others in similar situations (Holmes 1991; Tax et al. 1998), 
we argue that previous recovery episodes should enhance prospec-
tive customer trust and enhance product evaluations on the basis of 
a positive expectation of solving any potential future failures. For-
mally, we hypothesize:

Hypothesis 1: The mere presence (vs. absence) of manager 
response to negative reviews enhances product 
evaluations.

Hypothesis 2: The effect of the presence of manager response 
on product evaluations in H1 is mediated by the 
increase in perceived recovery and subsequent 
customer trust toward the firm.

Three studies examine the hypotheses and the proposed psy-
chological mechanism. In all studies, participants first read identi-
cal product information along with actual hotel or restaurant reviews 
(where we only manipulated the presence of MR) and responded to 
measures on seven-point Likert scales. It is worth noting that we ex-
amine the impact of the mere presence of MR, rather than the effects 
driven by the MR content itself.

Study 1 (N= 258) tested the central hypothesis that the mere 
presence of MR enhances product evaluations with a 3(MR: mere 
presence vs. with content vs. control) between-subjects design. As 
one might question how our findings might compare to the more 
popular practice of having MR response present publicly, we also 
examine a condition in which (a widely used) response content (ac-
knowledgment and apology) is shown in this study. After reading 
the stimulus, participants indicated their product evaluations (α = 
.940). Results supported our prediction (H1). Product evaluations in 

the two MR presence conditions (Mmere = 4.70, F(1, 255)  =2.431, 
p=.016 and Mcontent = 4.75, F(1, 255)=2.776, p=.006) were signifi-
cantly higher than that in the control condition (Mcontrol = 4.34). As 
expected, we found no significant difference in product evaluations 
between the two MR presence conditions (F(1, 255)=.351, p = .726).

Study 2 (N= 273) tested the hypothesized mechanism (H2) with 
a 2(MR: presence vs. control) between-subjects design. We mea-
sured product evaluations (α = .969), trust (α= .960), and perceived 
recovery (e.g., “I expect the [firm] to try to make up for any nega-
tive issues mentioned in the reviews,” α = .843) respectively. As pre-
dicted, the presence of MR increased product evaluations (4.08 vs. 
3.79; t(271) = 1.94, p =.053). A serial mediation analysis (PROCESS 
model 6; Hayes 2018) confirmed our hypothesized process (b = .24; 
95% CI from .0611 to .4273) that the presence of MR made consum-
ers perceive the firm will address the issues mentioned in the review 
(b = .48, t = 2.65, p <.01), which enhanced customer trust toward the 
firm (b = .64, t = 18.73, p < .001) and thus boosted product evalua-
tions (b = .78, t = 19.87, p< .001).

Lastly, study 3 (N= 231) further examined the hypothesized 
underlying process by directly manipulating perceived recovery 
through review valence with a 3 (MR presence: negative reviews 
vs. both positive and negative reviews vs. control) between-subjects 
design. If, as we suggest, MR increases product evaluations by mak-
ing the firm seem more likely to address the negative issues raised 
in reviews and lead to higher trust, then having managers also reply 
to positive reviews should weaken this positive effect from the MR. 
We measured product evaluations (α = .898), trust (α= .916), and 
perceived recovery (α = .836) in a randomized order. As predicted, 
planned contrasts revealed that product evaluations in the condition 
with MRs to negative reviews (M = 4.94) were significantly higher 
than that in the condition with MRs to both positive and negative 
reviews (M = 4.45; F(1, 228) = 2.573, p=.011) and the control condi-
tion (M = 4.43; F(1, 228) = 2.618, p=.009). We found no significant 
difference in product evaluations between the latter two conditions 
(F(1, 228)= .104, p = .917). The serial mediation analysis (PROCESS 
model 6) again confirmed that perceived recovery and customer trust 
mediated the effect of MR on product evaluations (b = .27; 95% CI 
from .0902 to .4711). Overall, H1 and H2 were supported.

In sum, this research contributes to the eWOM literature by 
showing how firms could proactively intervene in the impact of on-
line reviews on consumer responses. To date, no research has exam-
ined the psychological processes underlying the impact of MRs on 
prospective customer evaluations. Hence, by extending key findings 
in the service recovery literature, this research yields important in-
sight into the process explanation and shows how the mere signal of 
response to a negative prior review could influence product evalua-
tions. From a substantive perspective, this research offers clear im-
plications to practitioners, particularly those under pressure to man-
age their online reputation.
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EXTENDED ABSTRACT
Academic research has recognized the general significance of 

space in a retail setting and marketing communications by devot-
ing attention to the study of the downstream consequences of the 
amount of space allocated to products in a display (e.g., shelf display, 
POP/advertising display) (Dreze, Hoch, and Purk 1994; Parker and 
Lehmann 2011). However, this past streams of work have primarily 
focused on either variation in the amount of space dedicated to a 
product display itself (e.g., more or less amount of display space) or 
the alteration in the space-to-product ratio (e.g., high or low intersti-
tial space) in a display. Our research significantly differs from these 
prior investigations in that we examine the impact of the existence 
of space between products (hereafter referred to as “interspace”) as 
opposed to the overall space surrounding products. In our research, 
we hold the amount of display space constant and demonstrate that 
the existence or nonexistence of interspace in a product display has 
unique consequences for judgments of product size. We posit that 
an interspatial (vs. a non-interspatial) product display is likely to in-
crease consumers’ perceived product size. 

Prior research on visual processing demonstrates that space be-
tween entities facilitates an entity’s recognition or increases its de-
lineation from the background (Qiu, Sugihara, and von der Heydt 
2007; Rayner 2011). In this regard, prior research points out that 
objects are more readily recognizable when they are separated by 
background space than when they are connected to each other or 
overlapping (Qiu et al. 2007). In situations where distinction from 
the background is enhanced, this causes increased salience of the 
target stimulus (Nothdurft 2000), which in turn affects the allocation 
of attention to that stimulus (Bacon and Egeth 1994). Overall, prior 
research suggests that when space isolates objects in a visual field 
from the background they are more salient and, thus, attract more at-
tention. We further theorize that such increased attention to products 
in an interspatial (vs. a non-interspatial) product display subsequent-
ly results in greater size perceptions. According to prior research, an 
object appears to be larger and/or of greater quantity when people’s 
attention is automatically directed to this object (Folkes and Matta 
2004). Hagtvedt and Brasel (2017) also show that objects with highly 
saturated colors attract more attention and, thus, are perceived to be 
larger. Taken together, these findings point out that increased atten-
tion devoted to an object prioritizes processing mental resources to 
make size estimation better. 

Study 1 examines the core effect of interspace on product size 
estimates and the underlying mechanism. Participants (n = 103) were 
instructed to view a print ad which included an image of three cans 
of a fictitious brand of wafers. In the interspatial (non-interspatial) 
display condition, the cans were presented with a perceptually recog-
nizable space (vs. no space) between them. Participants then reported 
their perceived product size. As predicted, participants in the inter-
spatial (vs. non-interspatial) display condition estimated a greater 
quantity of wafer rolls per product package (Minterspatial = 23.06 vs. 
Mnon-interspatial = 17.21; t(101) = 2.21, p < .05). Mediation analysis re-
vealed a significant indirect path from interspatial product display to 
product size estimates through attention (95% CI = [.2317, 3.9667]). 
The effect of interspatial product display on product size estimates 
through product popularity and quality were not significant. 

Study 2 aims to replicate the findings of Study 1. Participants 
were asked to imagine going to a store and considering buying mixed 
nuts and then were presented with a shelf image displaying the ficti-
tious brand of mixed nuts. We manipulated interspatial (non-inter-
spatial) product display similar to that of Study 1, with only slight 
modifications. Study 2A (n = 160) kept the number of products and 
the amount of white space between conditions constant. Study 2B 
(n = 87) held the size of the display between conditions constant. As 
expected, participants estimated that one product package contained 
a higher number of servings of mixed nuts in the interspatial (vs. 
non-interspatial) display condition (Study 2A: Minterspatial =  11.38 vs. 
Mnon-interspatial = 9.26; t(158) = 1.99, p < .05; Study 2B: Minterspatial = 6.54 
vs. Mnon-interspatial = 5.28; t(85) = 2.09, p < .05). Mediation analysis 
revealed a significant indirect path from interspatial product display 
to product size estimates through attention (Study 2A: 95% CI = 
[.0525, 1.0726]; Study 2B: 95% CI = [.0319, .8221]). 

Study 3 provides further process evidence by manipulating indi-
viduals’ attention level. Participants (n = 155) first viewed a one-tier 
shelf image displaying HK shampoo. Interspatial (non-interspatial) 
product display was manipulated in a manner similar to that of Study 
1. At the same time, participants’ level of attention was manipulated 
via a distraction task. In the distraction (no distraction) condition, a 
popular song was played (no music was played) while participants 
were exposed to the HK shampoo display. After viewing the image, 
participants then indicated their perceived product size. As expected, 
when participants were not distracted, they estimated the product to 
contain more quantity in the interspatial (vs. non-interspatial) display 
condition (how many washes per bottle: Minterspatial = 58.55 vs. Mnon-

interspatial = 37.71; F(1, 150) = 9.15, p < .01; how long to use up (days): 
Minterspatial = 68.81 vs. Mnon-interspatial = 47.97; F(1, 150) = 6.74, p < .02). 
However, when participants were distracted, there was no significant 
difference in perceived product size between the two conditions (Fs 
< 1). 

From a theoretical point of view, our research contributes to the 
literature by identifying a novel spatial factor, the mere existence of 
interspace in a display, that has unique consequences for judgments 
of product size. Our work also provides significant managerial guide-
lines for the use of space between products in a product display. 
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EXTENDED ABSTRACT
In communication, listeners expect speakers’ utterances to be 

truthful and speakers expect their utterances to be accepted as true. 
Philosophers and linguists consider it a core principle of cooperative 
conversation that speakers should only say what they believe to be 
true (Grice, 1975).  Grice (1989) noted that his other maxims of con-
versation (relation, quantity, and manner) “come into operation only 
on the assumption that this maxim of quality is satisfied” (p. 27). 

In the present research, we challenge this view and introduce a 
distinction between literal and pragmatic truth. To tell a literal truth, 
a speaker should avoid saying anything she does not believe to be 
part of the fact. To tell a pragmatic truth, a speaker should provide 
information that is as close to the fact as possible on the variable that 
is most relevant to the audience. Although the goals of achieving 
literal and pragmatic truth are often aligned, they can conflict in con-
texts where the fact cannot be entirely and precisely communicated, 
e.g., e.g., due to a lack of time, technical difficulties, or the recipi-
ent’s lack of background knowledge. We propose that, in these cases, 
speakers will, and will be expected to, form utterances that maximize 
the pragmatic truth, even at the cost of literal truth. In the present 
research, we pitch statements that are literally true but pragmatically 
false against statements that are literally false but pragmatically true. 
We demonstrate the existence of situations in which pragmatically 
true statements are considered more appropriate than literally true 
statements and discuss the implications of the findings for marketing 
contexts.

In study 1, participants were told that a medicine was recently 
found to have side effects, including dry mouth and heart attack. An 
official misspoke in a radio interview that “the medicine may cause 
side effects such as dry mouth and liver failure.” The editor’s only 
choices were to either broadcast this interview or a trimmed version 
of it: “the medicine may cause side effects such as dry mouth.” The 
original statement is literally false but pragmatically truer because 
liver failure and heart attack are comparable in terms of their se-
verity. As predicted, the majority of participants considered that the 
trimmed version better reflected the facts, but chose the full version 
to broadcast. 

In study 2, participants imagined being a burglar whose task 
it is to warn a partner of any approaching cops. They had agreed to 
position their arms horizontally if no cop is in sight and vertically if 
a cop is approaching. Participants were told that, although no cop 
was approaching, they spotted a hidden surveillance camera when 
their partner was about to commit the crime. In this situation, the 
gesture that indicates an approaching cop could serve as a warning 
even though no cop was seen; it would hence serve the pragmatic 
purpose while being literally false. As expected, most participants 
chose to hold the arms vertically, thus conveying a warning, while 
also agreeing that the explicit prerequisite for this signal (cop ap-
proaching) was not met.

An utterance can be relevant to different listeners in different 
ways. Statements that are pragmatically true to some listeners may 
not be pragmatically true to others, which should affect speakers’ 
choice of utterances. In study 3, participants learned that a typhoon 
hit a Pacific island and destroyed a warehouse and the only seaport. 
Two local officials were interviewed. One stated that a warehouse 
was destroyed and the other stated that a warehouse and the only 
airport were destroyed. Half of the participants were told that the 

interview would be used as part of a call for international charity 
donations; the other half were told that the interview would be used 
to inform the coordinators of international rescue teams. All partici-
pants were asked to 1) choose which interview should be issued, and 
2) identify which statement was more accurate. For donors, it is ir-
relevant if the damage pertains to the seaport or airport as long as the 
severity of damage is comparable. In contrast, whether the seaport 
or the airport is destroyed is crucial for rescue teams, who need to 
approach the island. Accordingly, while most participants in both 
conditions considered “a warehouse and the airport were destructed” 
less accurate, they chose to issue this statement to potential donors 
but not to rescue teams.

Study 4 provides process evidence that a speaker’s choice of ut-
terance is driven by the extent to which she believes that the utterance 
is pragmatically true. Participants learned that a medicine could lead 
to side effects such as dry mouth and heart attack. The official mis-
spoke the side effects either as “dry mouth and liver failure,” “heart 
attack and itchy skin,” or “dry mouth and itchy skin.” All participants 
were given a choice of broadcasting the original version or to trim off 
the second side effect of the corresponding statement. They also rated 
the severity of the four side-effects. When the speaker mentioned 
dry mouth and liver failure, most participants chose to broadcast this 
(literally false) statement over the trimmed version. Their decision to 
do so was mediated by their perceived severity of the side effect. In 
contrast, significantly fewer participants chose to broadcast one of 
the other literally false statements (heart attack and itchy skin or dry 
mouth and itchy skin). 

In sum, the present research highlights the distinction between 
pragmatic and literal truth. When literal truth conflicts with prag-
matic truth under conditions of communication constraints, speakers 
choose the pragmatically true statement over the literally true state-
ment. 
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EXTENDED ABSTRACT
Everything has its strengths and weaknesses. For instance, a 

restaurant may receive an above average rating on food quality, but 
an average rating on service; a job candidate may have better analyti-
cal skills than writing skills. When given an opportunity to improve, 
do people (e.g., the restaurant manager, the job candidate) prioritize 
maximizing strengths (e.g., food quality, analytical skills) or fixing 
weaknesses (e.g., service, writing skills)? Moreover, often times, 
these decisions are made to cater to others’ preferences. For instance, 
the restaurant manager would like to win consumers’ heart; the job 
candidate hopes to get recruiters’ vote. Do the restaurant manager 
and the job candidate make improvement decisions optimally?

We examine decision contexts like these, which involve an 
evaluatee/seller who provides products for others to evaluate or se-
lect, and an evaluator/buyer who evaluates or selects among products 
provided by evaluatees. Evaluatees often make decisions to improve 
an original product (PO) that has strengths and weaknesses. Should 
they prioritize maximizing strengths (MS) or fixing weaknesses 
(FW)? Sometimes the answer is obvious: if the weakness falls below 
the acceptable threshold, then FW will be imperative; if the return for 
improving a certain attribute is higher, then effort should be devoted 
to that attribute. However, in situations where the original product 
(1) is reasonably good such that the weakness is not alarmingly unac-
ceptable and (2) the return of improving either the strength and the 
weakness is similar, what should evaluatees do? To illustrate (figure 
1), consider, in a 5-star evaluation system, a product at the original 
state PO (4.3, 4.0), scoring 4.3 on attribute A (i.e., the strength) and 
4.0 on attribute B (i.e., the weakness). Suppose the evaluatee can 
improve the rating of one (and only one) attribute by 0.3. Should they 
improve attribute A or B?

To answer this question, our empirical approach is to present 
the final products of the two strategies to evaluators, ask evaluators 
to choose, and assess the match. Specifically, maximizing strengths 
will lead to a product with more polarized attributes, some extremely 
strong and some relatively weak (PMS); fixing weaknesses will lead to 
a product with more balanced attributes, all moderately strong (PFW). 
We measure whether evaluators prefer PMS or PFW, as a proxy of their 
appreciation of evaluatees’ effort of MS or FW.

Evaluatees Prefer Fixing Weaknesses More Than 
Evaluators Appreciate

We propose that evaluatees may choose FW more than evalu-
ators appreciate, for the following reasons. To begin with, it is well 
documented that people feel apprehensive (also described as anx-
ious, uneasy, or worried in literature) when being judged by others 
(i.e., evaluation apprehension; Rosenber 1969). Feeling apprehen-
sive, evaluatees may consider more about the negative prospects of 
their decision (e.g., being rejected or disliked by evaluators), rather 
than the positive prospects (e.g., being selected or favored by evalu-
ators). Our proposition is informed by two streams of research. 
First, mood alters cognition (Mayer et al. 1992; Johnson and Tver-
sky 1983): people attend to mood-congruent information, generate 
mood-congruent thoughts, and expect mood-congruent event to be 
more likely to happen. More specifically, apprehension heightens 

sensitivity to potentially threatening information and negative out-
comes: apprehensive individuals detect negative information faster 
(Bradley, Mogg and Lee 1997), interpret ambiguous stimuli in a 
more negative way (Calvo and Castillo 1997; Eysencket al. 1991), 
and perceive higher risks of negative events (e.g., failing an exam, 
catching a disease) (Butler and Mathews 1987; Mitte 2007). Another 
stream of research that informs our proposition is about how moti-
vational orientation (prevention vs. promotion focus; Higgins 1997) 
changes thinking. Specifically, apprehension is associated with a 
prevention-focus (Klenk, Strauman, and Higgins 2011), a “vigilant, 
negative-outcome-focused motivational state,” which makes people 
attend to negative information and work towards avoiding negative 
outcomes (rather than achieving positive outcomes).

Thinking guides action. If follows that, when evaluatees worry 
about the negative prospects of being rejected or disliked, they act on 
the aspect that is more likely to cause it. Because weaknesses (rather 
than strengths) are the more likely causes of the negative prospects, 
evaluatees will act on weaknesses to ensure that they provide no 
grounds for rejection. 

However, evaluators, the other party in the evaluatee-evalua-
tor dyad, do not experience such apprehension and are less likely 
to adopt a negative focus when choosing a product. Compared to 
evaluatees, their attention is less likely to be drawn to the weakness 
attribute, and, consequently, they would not appreciate evaluatees’ 
effort of FW as much.

In sum, our central hypothesis is that, when making improve-
ment decisions, evaluatees tend to fix weaknesses more than evalu-
ators appreciate, because they are in a more apprehensive state and 
engage in more negative thinking. 

Study 1: Job Candidate vs . Recruiter
Study 1 (N = 173) tests our basic hypothesis in the job mar-

ket context, using a one-factor two-level (evaluatee vs. evaluator) 
between-participants design. 

In the evaluatee condition, participants imagined themselves 
hunting for a job and preparing for two equally important job en-
trance tests (A and B). They learned that the total score of each test 
was 150, and that, in a mock test, they scored 120 for test A and 100 
for test B. Participants further supposed that they could improve the 
score on either test by 20 points, and indicated whether they would 
like to improve test A (the strength) or test B (the weakness).

In the evaluator condition, participants imagined being a re-
cruiter and choosing between two candidates. They learned that the 
total score of each test was 150, and that, candidate 1 scored 140 on 
test A and 100 on test B (i.e., the end state of the evaluatee had they 
chosen to improve test A), whereas candidate 2 scored 120 on both 
tests (i.e., the end state of the evaluatee had they chosen to improve 
test B). Evaluators indicated which candidate they would like to re-
cruit. 

Evaluatees who chose to work on test A [test B] were coded as 
preferring MS [FW]; evaluators who selected candidate 1 [candidate 
2] were coded as preferring MS [FW]. A Chi-Square test showed that 
evaluatees preferred FW (63%; 53 out of 84) more than evaluators 
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(45%; 40 out of 89; χ2(1) = 5.73, p = .017, odds ratio = 2.09), lending 
support to our basic hypothesis. 

 Study 2: Vacation Spot Manger vs . Consumer 
Study 2 (N = 402) aimed to explore the main effect in a market-

er-consumer setting. We also examined whether (1) the importance 
of the weakness attribute and (2) whether PFW received perfectly bal-
anced scores on both attributes had an impact. It used a 2 (evaluatee 
vs. evaluator) x 2 (PFW has perfectly balanced attribute scores: yes vs. 
no; conceptual replication factor) x 2 (importance of the weakness 
attribute: high [food]vs. low [entertainment]; conceptual replication 
factor) between-participants design. 

In the evaluatee conditions, participants imagined themselves 
being a manager of a vacation spot with food and entertainment (ab-
breviated to entmt.) as the two major attributes. They can improve 
the rating of one dimension by 0.2. In the evaluator conditions, par-
ticipants imagined themselves making a choice between two vaca-
tion spots which differed in ratings on food and entertainment. In-
formation on attribute values shown to evaluatees and evaluators 
respectively is in appendix A. 

We coded participants’ preferences for MS/FW. The choice 
share for FW broken by cells is shown in appendix B. A 2 (evaluatee 
vs. evaluator) x 2 (PFW has perfectly balanced attribute scores: yes 
vs. no) x 2 (importance of the weakness attribute: high [food]vs. low 
[entertainment]) logistic regression with choice (0 = MS, 1 = FW) 
as the dependent variable yielded neither a three-way interaction nor 
any two-way interactions (all ps > .350). Thus, we collapsed data on 
the latter two factors and ran a chi-square test, finding that evaluatees 
preferred FW (72%, 149 out of 208) marginally more than evaluators 
(63%, 122 out of 194; χ2(1) = 3.50, p = .061, odds ratio = 1.49). 

Collectively, studies 1 and 2 established the main effect, as well 
as demonstrated its generalizability.

Study 3: Testing the Underlying Mechanism
Study 3 (N = 401) aimed to test the proposed mechanism: eval-

uatees consider more about the negative prospects of their decisions, 
leading them to act on the more likely cause (i.e., weakness). In addi-
tion, we generalized the effect to a new domain: Airbnb, with a host 
and a guest as the seller-buyer dyad. This study used a one-factor 
two-level (evaluator vs. evaluatee) between-participants design.

In the evaluator condition, participants assumed the role of an 
Airbnb host who was considering whether to improve the amenities 
or the interior design (i.e., two focal attributes of their apartment). 
Participants learned that their apartment was currently rated 4.0 and 
4.3 on interior design and amenities, respectively, on Airbnb’s 5-star 
rating system. They further learned that they had the resources to 
improve the customer rating of one, and only one, attribute by 0.3. 
Participants then chose one attribute to improve. In the evaluatee 
condition, participants assumed the role of an Airbnb guest who was 
choosing between two apartments. Apartment A was rated 4.0 on in-
terior design and 4.6 on amenities (i.e., PMS). Apartment B was rated 
4.3 on both interior design and amenities (i.e., PFW). 

Afterward, participants indicated (1) whether they experienced 
a negative mentality (“I was worried that guests may not like my 
apartment” and “I felt uncertain about what kind of apartment would 
be preferred by guests.” in the evaluatee condition; “I was worried 
that I may not like the apartment I chose” and “I felt uncertain about 
what kind of apartment I prefer.” In the evaluator condition) and (2) 
whether they adopted a negative focus (“I was worried that guests 
may focus more on the lower rated aspect of my apartment” and “I 
was worried that guests may not choose my apartment because of its 
lower rated aspect.” in the evaluatee condition; “I focused more on 

the lower rated aspect of these apartments” and “I made the decision 
based on the lower rated aspect of these apartments.” in the evaluator 
condition). (1 = completely disagree, 7 = completely agree).

Replicating the findings in Studies 1 and 2, the results showed 
that evaluatees (hosts) preferred FW (49%, 98 out of 201) more than 
evaluators (guests) (30%, 60 out of 200; χ2(1) = 14.77, p < .001; odd 
ratio = 2.22). Evaluatees (M = 4.11, SD = 1.40) experienced a more 
negative mentality than evaluators (M = 3.31, SD = 1.31) (t(399) = 
5.94, p < .001), and adopted a more negative focus (M = 4.36, SD = 
1.77) than buyers (M = 3.39, SD = 1.55) (t(399) = 5.84, p < .001). 
The planned serial mediation (PROCESS Model 6; Hayes 2013) 
confirmed that negative mentality and negative focus mediated the 
impact of role (evaluatee vs. evaluator) on preference for FW (95% 
CI = [.1185, .3355]).

Study 4: Car Manufacturers vs . Car Buyers
Although for simplicity and clarity, we conducted our analysis 

and most empirical work in a two-products and two-attributes con-
text where evaluatees choose to improve one attribute, our theory 
could make predictions in multiple-products and multiple-attributes 
contexts where evaluatees can choose to improve multiple attributes. 
In such contexts, MS means increasing the variance across attributes 
(i.e., making attribute values more polarized), whereas FW means 
reducing the variance across attributes (i.e., making attribute values 
more balanced). 

Study 4 offered such an empirical test, modeling real decisions 
by car manufactures (evaluatees) and buyers (evaluators). We linked 
(1) a unique proprietary data set of multi-attribute rating information 
(fuel consumption, handling, horsepower, exterior styling, interior 
design, comfort, and space), scraped from a leading customer re-
view website, of the top 20% major cars and (2) their corresponding 
monthly sales volumes in the Chinese market, between January 2014 
and October 2019 (70 months). 

Car manufacturers make decisions to improve car models on a 
yearly basis, and thus we coded attribute rating at year-level. Their 
choice of FW [MS] would manifest as a decrease [an increase] of 
variance across attributes (Var) from time t-1 to time t. We note the 
possibility that the whole industry might be shifting to produce cars 
with more balanced (or more polarized) attributes due to external 
factors, and thus standardized Var based on the average variance of 
all the car models in the given year (SVar). We reason that, if car 
manufacturers adopt a FW strategy, then a car with an above-average 
variance last year should have a larger decrease in variance this year. 
Put formally, our dependent variable was the difference of standard-
ized variance between year t and year t-1 for car i (), and our main 
predictor was standardized variance of car i in year t-1 (). We in-
cluded rating valence (), sales volume (), and price () of car i in year 
t as control variables. We also incorporated fix effects for car () and 
for time (). Equation is shown below. 

𝑆𝑆𝑆𝑆𝑆𝑆𝑟𝑟�� � 𝑆𝑆𝑆𝑆𝑆𝑆𝑟𝑟���� � 𝛽𝛽� � 𝛽𝛽�𝑆𝑆𝑆𝑆𝑆𝑆𝑟𝑟���� � 𝛽𝛽�𝑆𝑆𝑆𝑆𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉�� � 𝛽𝛽�𝑆𝑆𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉𝑉�� � 𝛽𝛽�𝑃𝑃𝑟𝑟𝑃𝑃𝑉𝑉𝑉𝑉�� � 𝛼𝛼� � 𝑓𝑓� � �

If manufacturers choose FW [MS], then  should be negative 
[positive]. Our theory predicts that  should be negative. Regression 
results supported our theory (see appendix C).

Car buyers make purchase decisions based on customer review 
information. Because we obtained monthly sales data, we coded 
attribute rating data at monthly level. Our dependent variable was 
sales volume of car i at month t (), and our main predictor was the 
accumulative variance at month t-1 of car i (). Note that we used ac-
cumulative reviews, because when a buyer reads reviews at time t, 
she gets reviews from time 1 to time t. Our control variables included 
accumulated valence from time 1 to time t (), accumulated volume 
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from time 1 to time t (), and price at time t of car i (). In addition, 
to control for the impact of the change in the entire industry, we 
factored in accumulated industry-level variance (Var_industryit) by 
averaging variances in all the accumulated reviews for all cars from 
time 1 to time t. We also incorporated fix effects for car () and for 
time (). Equation is shown below. 

𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆��� � � �𝑆𝑆𝑆𝑆𝑉𝑉_𝑉𝑉𝑆𝑆𝑟𝑟𝑟𝑟𝑆𝑆𝑟𝑟���� � �𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑉𝑉𝑉𝑉𝑆𝑆�� � �𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆𝑆�� � �𝑃𝑃𝑉𝑉𝑟𝑟𝑉𝑉𝑆𝑆��� �𝑆𝑆𝑆𝑆𝑉𝑉_𝑟𝑟𝑉𝑉𝑖𝑖𝑆𝑆𝑆𝑆𝑖𝑖𝑉𝑉𝑖𝑖�� � �� � �� � � 

If consumers appreciate FW [MS], then  should be negative 
[positive]. Our theory predicts that  should be positive. Regression 
results supported our theory (see appendix D).

General Discussion
Across three lab studies and two secondary data sets collected 

in both the US and China, we document a robust effect that evalu-
atees choose to fix weaknesses more than evaluators appreciate. We 
further identify the underlying psychological process: evaluatees ex-
perience apprehension and focus more on negative prospects. 

Our research adds to literature on improvement decision, which 
previously only focused on establishing methods to calculate fi-
nancial returns post hoc (Rust, Zahorik and Keiningham 1995). It 
enriches literature on how roles shape preferences and decisions 

(Weaver, Garcia and Schwarz 2012; Woolley and Fishbach 2018). 
Last but not the least, our research offers clear recommendations 
for managers that they should give prioritize maximizing strengths 
rather than fixing weaknesses.
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EXTENDED ABSTRACT
Charities have been concerned about in-kind donations (vs. 

cash donations) shipped to disaster-affected areas displacing more 
urgent shipments and incurring high logistic costs (Brooks 2018; 
Piper 2019). However, a pre-test (30 participants) revealed that more 
than half of the participants believed that making in-kind donations 
(i.e., food/supplies) was a better way to help disaster-affected area. 
In this research, we sought to provide evidence for and explain the 
underlying mechanism of donors’ preference for in-kind donations. 

Research of imagery has recognized that stimulus plays an 
important role in eliciting imagination (MacInnis and Price 1987; 
Spears and Yazdanparast 2014). Moreover, researchers demonstrate 
that stimulus with higher concreteness is better at inducing imagina-
tion (Burns, Biswas, and Babin 1993; Yoo and Kim 2014). Drawing 
on previous findings, we propose that in-kind donations, which are 
both tangible and concrete, are more likely to induce donors’ imagi-
nation about how their donation can be used. Since people have high-
er confidence about the likelihood of an event happening if they have 
previously imagined the same situation (Anderson 1983; Carroll 
1978), we hypothesize that asking for in-kind donations will increase 
donors’ contribution confidence about their donation’s helpfulness, 
thus increasing donation intention. 

Consumers vary in their imaginal processing ability (Ernest 
1977). Studies that examined the effect of imagery-eliciting strate-
gies on advertising found that advertisements that instructed consum-
ers to imagine were more effective to participants with high imaginal 
ability (Burns et al. 1993). We thus predict that donors with high 
imaginal ability will show a stronger preference for in-kind dona-
tions by better using the stimulus (the in-kind donations) to imagine 
an end result. Low imaginal ability donors, in contrast, have limited 
ability to use stimulus to imagine a similar situation. Consequently, 
we hypothesize that donors’ imaginal ability will moderate the effect 
of donation type on donors’ perceived contribution confidence.

According to construal-level theory, low-level construal leads 
people to construe events in a more concrete manner (Trope and 
Liberman 2010). Since the ease of imagination increases as con-
creteness increases (Sherman et al. 1985), we expect that the ease of 
imagination increases as mental construal decreases. Thus, we hy-
pothesize that the effect of donation type on contribution confidence 
will be attenuated by low construal because low construal encour-
ages imagination regardless of donation type. 

In studies 1a and 1b participants were told to evaluate a situa-
tion where a charity, which was collecting donations for people who 
just suffered an earthquake, approached them at a supermarket. We 
employed a between-subjects design in study 1a and an independent-
samples t-test revealed that donation likelihood was significantly 
higher for in-kind donations (Mphysical = 3.94, SD = 1.11; Mcash = 3.43, 
SD = 1.35; t(159) = -2.60, p = .01). Study 1b used a within-subjects 
design. A paired-samples t-test showed that participants still pre-
ferred in-kind donations (Mphysical= 3.78, SD = 1.27; Mcash = 2.98, SD 
= 1.30; t(79) = - 4.05, p < .001).

Study 2 examined how people react to nonprofits’ ads that re-
quested either cash or in-kind donation by using Google Adwords 
to post charity advertisements. Two advertisements were created 
to raise donations for Chinese residents living in the epidemic area 
during COVID-19 and the advertisements differed only in the first 
headline where we manipulated the donation request as either in cash 

or in in-kind. A third ad was created which instructed people in its 
description to imagine how their cash donation could be used to get 
face masks. Chi-square tests revealed that the likelihood of clicking 
on the in-kind advertisement was higher than the cash advertisement 
(χ2 = 16.89, p < .01). People were also more likely to click the cash 
advertisement that encouraged imagination (χ2 = 6.13, p < .02) com-
pared to that which simply requested cash. We did not observe any 
difference between in-kind and cash advertisement with imagination 
(χ2 = 1.07, p = .30).

Study 3 examined the moderated mediation with mental imagi-
nal ability as a moderator. Participants were presented with a mostly 
identical charitable advertisement. The only difference was the type 
of donation the charity sought (in-kind or cash). We measured par-
ticipants donation likelihood, contribution confidence (Macdonnell 
and White 2015), and imaginal ability (α = .73, scale developed 
by Childers, Houston, and Heckler (1985)). A regression with do-
nation type, imaginal ability, and their interaction on contribution 
confidence (the mediator) revealed a significant interaction effect (β 
= 1.31, p = .01). The moderated mediation through contribution con-
fidence was also significant (indirect effect = .99, SE = .42; 95% CI 
[ .2172, 1.8927]). Participants with high imaginal ability indicated 
higher donation likelihood for in-kind donation as these increased 
their contribution confidence. 

Study 4 examined moderated mediation with construal-level as 
a moderator. Mental construals were manipulated by social distance. 
The charity was either collecting donations (cash or in-kind) for peo-
ple in the participants’ hometown (low construal) or Indonesia (high 
construal). A regression with donation type, construal level, and their 
interaction on contribution confidence revealed a significant inter-
action effect (β = .96, p = .01). The overall moderated mediation 
was also supported (indirect effect = .71, SE = .27; 95% CI [ .1929, 
1.2589]). Participants with high mental construal indicated higher 
contribution confidence and donation intention for in-kind donation. 
We did not observe differences in contribution confidence between 
donation types when participants use low construal.  

Past research mostly focused on the difference between cash do-
nation and volunteering (Liu and Aaker 2008). Our research fills the 
gap by examining the difference between cash and in-kind donation. 
Moreover, our work adds to consumer imagination literature, partic-
ularly in the area of donation. We also provide practical implications. 
Our studies suggest that nonprofits can create advertisements that 
elicit imagination about how cash donations can be used to encour-
age cash donations. The results that construal levels can influence 
people’s preferred donation type also provide guidance to nonprofits 
who target a wide range of donors. There are situations where non-
profits would prefer physical donations, and sometimes nonprofits 
might want to collect in-kind donations from nearby donors and cash 
donation from long-distance donors. In this case, different advertise-
ments could be designed. 
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EXTENDED ABSTRACT
To alleviate the problem of obesity and promote consumers’ 

well-being, many countries require food companies to provide nu-
tritional information on food packages (FDA 2016; European (EU) 
No 1169/2011). Yet, with regard to information on calorie content in 
particular, different countries have different regulations (Appendix 
A). Take the original flavored Pringles potato chips as an example, 
companies selling in the EU market are required to present the calo-
rie content of Pringles as a precise integer (154 calories per serving), 
whereas companies in the US market have to round the number of 
calories to the nearest multiple of 10 (150 calories per serving). An 
interesting question that arises is, does this tiny difference in the pre-
sentation of calorie information affect consumers’ food consumption 
intentions and actual behavior?

A round number is defined as any integer that is a multiple of 
10 (where numbers that end in more zeroes are considered to be 
“rounder” than numbers that end in fewer zeroes). Consumers per-
ceive numbers that end with non-zero digits to be more precise than 
round numbers (Thomas, Simon, and Kaidiyali 2010; Pena-Marin 
and Bhargave 2016). Research suggests that people process round 
numbers more easily (or fluently) than they process precise numbers 
(Kettle and Häubl 2010; King and Janiszewski 2011; Wadhwa and 
Zhang 2014, 2019). The heightened processing fluency associated 
with round numbers is commonly attributed to the high frequency 
of usage of round numbers in daily life (Dehaene and Mehler 1992; 
Fassbender et al. 2014.

Prior research does not provide an obvious indication of wheth-
er round (vs. precise) presentation of calorie content is likely to 
positively or negatively affect consumers’ perceptions of a particular 
food item. On the one hand, some studies suggest that processing flu-
ency can evoke positive affective reactions, which individuals might 
misattribute to the target stimulus, leading them to evaluate it more 
favorably (Winkielman and Cacioppo 2001; Winkielman et al. 2003; 
Schwarz 2004). This account would suggest that presenting calorie 
information in round (vs. precise) numbers might elicit more positive 
affect, leading to more positive evaluations of the food item. Yet, oth-
er researchers downplay the role of positive affect triggered by pro-
cessing fluency, and instead emphasize the general capacity of pro-
cessing fluency to magnify one’s judgment of a stimulus, whatever 
that judgment might be (Jacoby and Dallas 1981; Jacoby, Kelley, and 
Dywan 1989; Witherspoon and Allan 1985). This stream of research 
(Albrecht and Carbon 2014; Carbon and Albrecht 2016) suggests that 
a higher level of processing fluency can activate a clearer interpreta-
tion of the most salient source of the stimulus that is task-relevant at 
the time of judgment, thus intensifying one’s original evaluations of 
that stimulus. In other words, under heightened processing fluency, 
an individual will evaluate positive attributes of the stimulus even 
more positively, and negative attributes more negatively (King and 
Janiszewski 2011; Wadhwa and Zhang 2014).

In the case of unhealthy foods, consumers usually have mixed 
evaluations. Such foods offer immediate hedonic enjoyment, but also 
high numbers of calories that conflict with long-term goals of staying 
healthy or losing weight (e.g., Read, Loewenstein, and Kalyanara-
man 1999; Wertenbroch 1998). When processing calorie information 
of unhealthy foods, we suggest that consumers are likely to treat it as 

negative information. Thus, for a given vice food item, we would ex-
pect a round-number presentation of caloric information (as opposed 
to precise presentation) to intensify consumers’ negative evaluations. 

Finally, we expect people’s evaluative judgment of food items 
to have a direct impact on their consumption intention such that 
negative (positive) evaluation of a given food item will decrease 
(increase) consumption (e.g., Kivetz and Simonson 2002; Werten-
broch 1998). Therefore, it is expected that a round-number presenta-
tion of caloric information (as opposed to precise presentation) will 
intensify consumers’ negative evaluations of unhealthy food items, 
and subsequently decrease consumption intention. We examined this 
proposition in four studies.

Study 1a
Method

Participants (N=114, 45.6% female, Mage=36.65, SD=10.19) re-
cruited on Amazon M-Turk were randomly assigned to one of two 
conditions (round vs. precise calorie information) in a between-sub-
ject design. 

All participants were shown the front and back package views 
of a brand of peanut butter flavored sandwich crackers, with either 
round (200 calories) or precise (202 calories) calorie information dis-
played on the back-pack nutrition facts label (Appendix B). Partici-
pants were then asked to estimate the number of crackers they would 
like to eat (between 0 and 30). As hunger has been reliably shown to 
affect people’s food consumption level (Garg, Wansink, and Inman 
2007; Tangari et al. 2019), in all studies we also recorded partici-
pants’ hunger level (“How hungry are you at the moment?”; 1= not 
at all, 7= extremely hungry), and included hunger as a covariate in 
all the related analyses.

Results
Consistent with our expectation, participants indicated that they 

would eat fewer crackers when calorie information was presented 
as a round number (M=8.67, SD=6.37) than as a precise number 
(M=11.12, SD=8.8; F(1, 111)=4.37, p=.039, η2=.04).). 

Study 1b
Study 1B sought to replicate the findings of Study 1A using a 

different product and a different presentation method of calorie in-
formation. To assure that the effect was not only observed when the 
precise number was bigger than the round number, Study 1B adopted 
two precise presentation conditions where the precise numbers were 
either slightly higher or slightly lower than the round number. Finally, 
in Study 1B, we measured the perceived healthiness and perceived 
calorie level of the unhealthy food item and examined whether it was 
these judgments that were magnified by the round presentation of 
calorie numbers and subsequently caused the effect.

Method
Participants recruited via Amazon M-Turk (N=201, 46.8% 

female, Mage=36.79, SD=11.13) were randomly assigned to one of 
three conditions (round, precise-low, and precise-high) in a between-
subject design. 

They were told to look at the package design of a newly launched 
ice cream brand and indicate how much ice cream they would like to 
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eat at the moment (between 0 to 250 grams). The per-serving calo-
rie content was 200 calories, 196 calories, and 204 calories for the 
round, precise-low, and precise-high conditions respectively (Ap-
pendix C). Next, they evaluated the perceived healthiness of the food 
item (“In your opinion, how healthy is the ice cream?”; 1=Not at all 
healthy, 7=Very healthy)” and the perceived calorie level of the ice 
cream (“How do you perceive the calorie level of the ice cream?”; 
1=Extremely low, 7=Extremely high). 

Results and Discussion
As expected, there was a significant difference in consump-

tion intention across the three conditions (F(2, 197)=3.48, p=.03, 
η2= .033). Participants in the round-number condition intended to 
consume less ice cream (M=101.46, SD=75.38) than those in the 
precise-high condition (M=138.06, SD=80.88; F(1, 197)= 5.07, p= 
.025, η2= .03) and those in the precise-low condition (M=128.36, 
SD= 73.68; F(1, 197)=5.33, p= .022, η2= .03). Participants in the two 
precise-number conditions, however, did not differ in terms of their 
intended consumption level (F < .01, p = .966).

In addition, calorie presentation format did not affect the health-
iness perception of the ice cream (p= .163), nor the perceived calorie 
level of the ice cream (p= .431). 

In summary, Study 1A and Study 1B provide convergent evi-
dence that a round-number presentation of caloric information (as 
opposed to precise presentation) decreased consumption intention. 
However, the lack of between-condition difference in perceived un-
healthiness and perceived calorie level of the ice cream suggests that 
the effect was not caused by the amplification of these judgments. 
It is possible that they may not be the primary consideration when 
consumers process calorie information on nutrition labels.

Study 2
Study 2 was designed to replicate the findings of Study 1 with 

real consumption behavior. In addition, we continued to examine the 
underlying mechanism of the effect by measuring participants’ risk 
perception and guilt associated with eating unhealthy foods. 

Method
Students from a large university (N=124, 51.6% female, 

Mage=21.34, SD=2.01) participated in the lab study and were ran-
domly assigned to two conditions (round vs. precise). As a cover sto-
ry, participants were asked to taste a brand of newly launched potato 
chips and provided their evaluations. Each participant was provided 
a cup of water to rinse their mouth, a plate containing 20 original fla-
vored potato chips, and a food label that presented the calorie infor-
mation either as a round (2000 KJ/100g) or precise (2021KJ/100g) 
number. Participants were given five minutes to taste the chips and 
fill out a short questionnaire measuring their food evaluations (e.g., 
taste, saltiness, crispiness). After the food-tasting task, all partici-
pants returned the questionnaire and any leftover food to the experi-
menter and answered some additional questions. 

Specifically, participants’ risk perceptions were assessed (“Will 
eating chips on a regular basis increase the risk of weight gain?” and 
“Will eating chips on a regular basis increase the risk of long-term 
health problems?” 1= not at all, 7= definitely). The two measures 
were highly correlated and were combined for later analyses (r = 
.77). Participants were also asked, “How guilty do you feel to eat the 
chips in today’s study?” (1= not at all guilty, 7= extremely guilty). 
After the participant left the lab, the experimenter counted each par-
ticipant’s leftover potato chip pieces and recorded their consumption 
amount to the nearest half chip.

Results and Discussion
Replicating the findings of Studies 1A and 1B, we found an ef-

fect of calorie information roundness (F(1, 121)=5.03, p= .027, η2= 
.04). Participants ate significantly fewer chips when the calorie in-
formation was presented in a round number (M=5.33, SD=3.53) than 
a precise number (M=7.2, SD=4.73). 

In addition, there was no difference in self-reported guilt as-
sociated with eating chips (p = .332). Nonetheless, analysis on risk 
perception revealed an effect of calorie presentation condition (F(1, 
122)= 10.06, p= .002, η2= .08). Specifically, compared to present-
ing the potato chip’s calorie content in a precise number (M=4.30, 
SD=1.46), participants perceived greater health-related risks when 
the calorie content was presented in a round number (M=5.14, 
SD=1.49). 

We also conducted a mediation analysis following the PRO-
CESS macro (calorie presentation format à risk perception à con-
sumption volume; model 4, Hayes, 2018). The effect of calorie pre-
sentation on risk perception was significant (b= .65, SE= .17, t= 3.76, 
p = .001, 95% CI= [.31, 1.00]), so was the effect of risk perception 
on food consumption (b= -.31, SE= .10, t=-3.18, p =.001, 95% CI= 
[-.50, -.12]). Participants’ subjective judgment of risk factor fully 
mediated the effect of calorie presentation on food consumption (b= 
-.20, SE= .08, p = .017, 95% CI= [-.41, -.08]).

In summary, Study 2 replicated the findings of Study 1 with 
consumers’ actual consumption behavior. In addition, Study 2 found 
that it was the risk judgment associated with consuming unhealthy 
food that was magnified when calorie information was presented as 
a round (vs. precise) number, and subsequently decreased consump-
tion volume. 

STUDY 3
Thus far, our findings are consistent with the conceptualization 

that processing fluency increases attention paid to calorie informa-
tion, which allows consumers to form a more negative interpretation 
of the information, and subsequently decreases consumption inten-
tion. If this is the case, then the effect should be prominent among 
those who do not habitually pay attention to food calorie informa-
tion, but attenuated when consumers’ default attention to food calo-
rie information is high. We tested this hypothesis in Study 3.

Method
Participants (N=211, 49.3% Female, Mage= 30.01, SD= 7.23) 

were randomly assigned to two conditions (calorie presentation: 
round vs. precise). We also measured participants’’ default attention 
paid to food calorie information and treated as an individual differ-
ence moderator.   

Participants were presented the front package view of a ficti-
tious brand of potato chips with calorie information presented either 
as a round (800 KJ) or precise number (813KJ). Next, they indicated 
the amount of potato chips they felt like to eat (0 ~ 70 grams). Then, 
participants’ default attention levels were measured with three ques-
tions, “How often do you check calorie information when choos-
ing food items?” (1= never, 7= always); “How sensitive are you to 
calorie information when choosing food items?” (1= not at all sen-
sitive, 7= extremely sensitive); “To what extent do you base your 
snack purchase decision on the calorie information?” (1= not at all, 
7= totally). These three measures were combined for later analyses 
considering the high correlation among them (r = .93). 

Results and Discussion
A bootstrapping method with PROCESS macro (Model 1, 

Hayes 2013) was conducted with food consumption as DV, calo-
rie presentation format (0=precise, 1=round) and attention to calorie 



818 / Can a Single Digit Make Consumers Eat Less? The Influence of Calorie Presentation Format on Consumers’ Unhealthy Food Consumption 

information as the IV. Results showed a significant main effect of 
caloric number roundness on food consumption (b=-6.82, SE=3.01, 
t=-2.26, p= .025, 95% CI= [-12.75, - .88]) such that participants in-
dicated that they would eat fewer potato chips when the calorie in-
formation was presented as a round than precise number. In addition, 
there was a significant interaction between calorie number round-
ness and default attention level (b=4.75, SE=1.80, t=2.63, p= .009, 
95% CI= [1.19, 8.31]). For participants whose default attention level 
to food calorie information was low (b=-14.95, SE=4.42, t=-3.38, 
p= .001, 95% CI= [-23.66, -6.23]) or median (b=-6.82, SE=3.01, 
t=-2.26, p= .025, 95% CI= [-12.75, - .88]), presenting the calorie 
number in round (vs. precise) number decreased their consumption 
intention. However, for participants whose default attention level to 
calorie information was already high, presenting calorie informa-
tion as a round or precise number did not cause any difference in 
consumption intention (b=-1.32, SE=4.21, t=.31, p= .754, 95% CI= 
[-6.97, 9.61]). 

In summary, Study 3 provides strong support to our theory and 
suggest that the effect is primarily driven by consumers who are ha-
bitually inattentive to food calorie information. 

General Discussion
In recent years, considerable attention has been paid to the ef-

ficient presentation of nutrition information on food packages. For 
example, research has suggested presenting nutrition labels on front 
(vs. back) packages (Van Kleef et al. 2008), and informing consum-
ers of the duration of exercises needed to burn out the calories (Dow-
ray et al. 2013; Kim et al. 2018). The current research shows that 
simply presenting calorie information in round (vs. precise) numbers 
can nudge consumers to reduce their unhealthy food consumption, 
especially for those who do not habitually pay attention to calorie 
information on food packages. 

Our studies also show that the calorie roundedness effect is trig-
gered by greater processing fluency associated with round (vs. pre-
cise) calorie numbers, which in turn magnifies perceived health risks 
of unhealthy foods, and subsequently reduces consumers’ consump-
tion intention and actual consumption volume. 
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Digital Nudging to Reduce Screen Time Consumption
Laura Zimmermann, IE University, Spain
Michael Sobolev, Cornell University, USA

EXTENDED ABSTRACT
Mobile phones are our constant companions and an integral part 

of our daily lives. Despite the huge advantages of mobile devices, re-
search has started to uncover negative effects on behavior, including 
performance (Felisoni & Godoi, 2018; Lanaj, Johnson, & Barnes, 
2014), emotional health (Lee, Chang, Lin, & Cheng, 2014), sleep 
patterns (Thomée, Härenstam, & Hagberg, 2011) as well as cognitive 
capacity (Ward, Duke, Gneezy, & Bos, 2017). A significant propor-
tion of people want to reduce their screen time, yet they are not able 
to achieve the goal. As a solution, both Apple and Google released 
time management applications with the goal of helping consumers 
understand and change their mobile phone habits. 

Despite recent controversies regarding the correlational nature 
of studies investigating screen time consumption, there is a lack of 
systematic experimentation of interventions to reduce screen. Al-
though a plethora of possible solutions are suggested in the popu-
lar press to reduce screen time, almost none have been examined 
in a randomized fashion. One approach to help consumers lower 
their screen time is altering the choice architecture by manipulat-
ing existing features on mobile devices, for example, by incorporat-
ing frictions in the usage process which disrupt habitual, automatic 
behavior and stimulate a more mindful interaction with the phone 
(Cox, Gould, Cecchinato, Iacovides, & Renfree, 2016). Such digital 
nudges do not eliminate consumers’ freedom of choice to use their 
phone (as opposed to blocking applications) but nevertheless lead 
individuals in a particular direction (Okeke, Sobolev, Dell, & Estrin, 
2018; Thaler & Sunstein, 2009). 

This research addresses the question of whether screen time 
tracking apps effectively educate consumers about their digital be-
havior on mobile, and whether this leads to a reduction of screen time 
(study 1: longitudinal field study). Second, we investigate consum-
ers’ attitudes towards app designs varying in terms of their coercive-
ness (study 2: experimental survey). Third, we study digital nudges 
that alter the choice architecture as a method to reduce screen time 
consumption (study 3: longitudinal randomized trial). Finally, we 
examine to what extent reducing objectively measured smartphone 
usage is linked to wellbeing and academic performance. 

Study 1 investigated the effect of mobile phone screen time 
tracking apps on users’ self-awareness, their actual time spent on 
mobile, and long-term consequences for grade point average (GPA). 
Participating students (N=246) completed two screen time estima-
tion surveys before and after (T1 & T2) a mobile phone tracking 
project which was part of a university workshop. Students down-
loaded a tracking app and submitted screenshots of their usage indi-
cators. At T1, before the tracking project, estimated screen time was 
not correlated with actual screen time (r=.018, p=.783). At T2, after 
tracking, participants’ estimates of mobile screen time were highly 
correlated with their actual screen time (r=0.691, p<.001). Longer 
tracking durations led to better calibration (β=1.63, SE=.46, t=3.55, 
p<.001). However, this did not lead to a reduction of overall screen 
time. In fact, the findings suggest the opposite (β=1.56, CI [-.22, 
3.35], t=1.71, p=.087), an increase in screen time. Higher mobile 
phone screen time was linked to lower GPA (β=-0.0004, SE=0.0002, 
p=.031). 

Study 2 investigated consumers’ attitudes towards app design 
idea varying in terms of coerciveness (Thaler & Sunstein, 2009). We 
hypothesized that consumers evaluate app designs, which limit free-

dom of choice directly or nudge consumers to reduce screen time 
less favorably than apps, which only provide information. We inves-
tigated consumer perceptions of three app design ideas (within-sub-
jects: tracking vs. blocking vs. greyscale) in terms of overall prefer-
ence, knowledge efficacy and reduction efficacy (scales from 0-100). 
Participants (N=139; Prolific Academic) evaluated three app design 
ideas with the goal of helping consumers spend less unproductive 
time on their phones.  Within-subjects ANOVA showed that partici-
pants had a clear preference for the purely informational tracking 
app (F(2, 276)=15.74, p<.001), and thought it was most effective in 
increasing self-awareness (F(2, 276)=50.98, p<.001). However, in 
terms of reduction efficacy, the blocking app was perceived as most 
effective (F(2, 276)=18.55, p<.001). 

Study 3 employs systematic experimentation of interventions 
to reduce screen time as well as potential consequences for GPA and 
wellbeing. We conducted an RCT with three conditions among a 
student population (N=112) over three weeks and altered the choice 
architecture of mobile consumption by manipulating existing mobile 
features to help consumers lower their screen time. In the control 
condition subjects simply tracked their screen time with the help of 
an app. Additionally, we examined two commonly proposed digital 
nudges varying along a spectrum of coerciveness: (1) greyscale: al-
tering the color of the screen, and (2) self-commitment: setting goals 
to limit time spent on addictive apps. Objectively measured screen 
time was obtained through screenshots.

As hypothesized, simply tracking phone usage had no effect on 
screen time (M=283 min). However, the greyscale (M=233 min) and, 
to a lesser extent, self-commitment (M=268 min) digital nudges led 
to significant reduction in daily screen time (F(2,109)=3.21, p=.044). 
Subjects in the greyscale condition reported lower enjoyment of so-
cial media activities during the intervention (F(2,131)=3.35, p=.038), 
suggesting a process mechanisms through which greyscale is effec-
tive. 

While our intervention was effective in reducing screen time, it 
did not have any immediate causal effects on sleep quality, happiness 
and stress level (all ps=ns). We also found no difference for GPA 
(F(2,109)=0.15, p=.858). Nevertheless, average daily screen time 
was correlated with GPA (r=-0.263, p<.0.001).  

Our findings offer insights for consumer researchers and prac-
titioners interested in curbing mobile phone overload. By showing 
that screen time is linked to GPA we add to the growing literature on 
consequences of mobile phone overuse. This research further con-
tributes to the ‘quantified self’ literature (Lupton, 2016) by showing 
that the quantification of mobile phone usage with the help of track-
ing app has benefits for self-awareness, but no impact on behavior 
change. Finally, we add to the literature on digital nudges, by show-
ing that greyscale mode can be a viable technique to reduce mobile 
use. Taken together, our research advances knowledge about effec-
tive solutions to curb digital overload and potential consequences of 
screen time reduction.
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Engagement with Virtue and Vice Information Through the Day
Ozum Zor, Rutgers University, USA

Kihyun Hannah Kim, Rutgers University, USA
Ashwani Monga, Rutgers University, USA

EXTENDED ABSTRACT
A growing number of consumers access information using so-

cial media platforms, such as Twitter. These platforms have become 
the dominant locations to engage with new information. Consumers 
spend more than two hours per day on social media (Bayindir and 
Kavanagh 2018). Users mostly engaged with frivolous information 
in the early days of social media, but it is now a source of news for 
68% of U.S. adults (Matsa and Shearer 2018). Thus, it is critical to 
understand how different types of information are driving engage-
ment. We specifically focus on vice (i.e., tempting, but with few later 
benefits) versus virtue information (i.e., not tempting, but offering 
later benefits).

We draw from research on self-control. Similar to muscles 
weakening after physical exertion, self-control weakens after subse-
quent efforts (Muraven and Baumeister 2000). Individuals are faced 
with multiple self-control challenges through the day, as they try to 
avoid tempting activities and foods. Such behavior is depleting (Vohs 
et al. 2008), weakening self-control as the day progresses. For in-
stance, individuals are more likely to disregard professionalism rules 
or engage in unethical behavior later in the day (Dai et al. 2015; 
Kouchaki and Smith 2014). What is not yet understood is how self-
control depletion may manifest for online information engagement. 
One exception is Hofmann et al.’s (2012) examination of a broad set 
of activities, including TV watching and web surfing. They observed 
an increased desire to engage in several media activities in the eve-
ning hours. Will such a pattern emerge similarly for engagement with 
online information, specifically, tweets on Twitter? We argue that the 
outcome will depend on what the tweet is about. That is, the type of 
information will matter.

Specifically, we discover an asymmetry in the engagement with 
vice versus virtue information. A relative vice offers immediate plea-
sure at the moment of consumption but may have negative conse-
quences later on; in contrast, consumption of a relative virtue may not 
be pleasurable at the moment but provides benefits in the long-term 
(Khan and Dhar 2007; Khan, Dhar, and Wertenbroch 2005; Siddiqui, 
May, and Monga 2017). While a bulk of the vice-virtue research has 
been conducted on foods, this distinction can apply equally to infor-
mation content. Thus, a salacious gossip in the Cosmopolitan could 
be considered vice information by many who are tickled by the in-
stantaneous pleasure of reading the article but know that there is no 
long-term benefit from it. However, an article on financial markets 
in Forbes could be considered virtue information by many who find 
it hard to understand but appreciate the long-term benefit of becom-
ing more knowledgeable on the topic. We argue that the self-control 
depletion arising at the end of the day is likely to reduce the resources 
needed to process the Forbes article, but makes one more likely to 
succumb to the immediate gratification from reading the Cosmopoli-
tan article. Thus, we expect that as the day wears on, consumers will 
engage more with vice content and less with virtue content. 

We observe such a pattern across six studies—four experiments 
and two studies using large-scale Twitter datasets. In study 1, we find 
initial evidence of engagement shifting away from virtue and toward 
vice as morning turns to evening. Studies 2 and 3 replicate this result 
with student participants in a lab setting, where we simply measure 
the time at which participants complete the survey considering vice 
versus virtue magazines and websites. Study 4 also shows the same 

vice-virtue asymmetry for tweets from CNN when we randomly as-
sign participants to morning and evening time periods. We observe 
the same asymmetry in study 5 where we measure actual engagement 
of Twitter users with several magazines through likes (Study 5A) and 
followers (Study 5B). Finally, in study 6, we measure actual engage-
ment through likes by using vice versus virtue information from the 
Twitter account of a newspaper. In addition, we observed that this 
asymmetry becomes stronger when day temperatures are higher, pro-
viding evidence for depletion as the underlying reason.

Our results add to the findings from social media research. To 
our knowledge, we are the first to demonstrate asymmetric engage-
ment with vice versus virtue content throughout the day on social 
media. By examining vice versus virtue content online, we also con-
tribute to research on self-control. We believe that our study is the 
first to show depletion effects using large-scale social media datasets. 

The current research has implications for consumers and practi-
tioners. Our findings can help consumers, and public policy makers 
understand how the time of day changes sensitivity to different kinds 
of information. On the flip side, our results are helpful for companies 
trying to decide when to release which type of information to best 
capture consumers’ attention. 
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Digitized Big Data and Machine Learning Approaches To Consumer Behavior
Chair: Ada Aka, University of Pennsylvania, USA

Paper  #1: Computational Consumer Segmentation and Brand 
Management: Leveraging Social Media, Digitized Language 
Data, and Machine-Learning to Identify Consumer Personality 
Segments, Facets of Brand Image, and Predictors of Brand 
Liking

Ada Aka, University of Pennsylvania, USA
Christopher Olivola, Carnegie Mellon University, USA
Sudeep Bhatia, University of Pennsylvania, USA
Gideon Nave, University of Pennsylvania, USA

Paper  #2: We Are What We Watch: Movies Contents Predicts 
The Personality Of Their Social Media Fans

Gideon Nave, University of Pennsylvania, USA 
Jason Rentfrow, Cambridge University, UK
Sudeep Bhatia, University of Pennsylvania, USA

Paper  #3: Spending Reflects Not Only Who We Are But Also 
Who We Are Around: The Joint Effects of Individual and 
Geographic Personality on Spending

Goetz Friedrich, Cambridge University, UK
Ebert Tobias, Mannheim University, Germany
Mueller Sandrine, Columbia University, USA
Gladstone Joe, University College London, UK 
Sandra Matz, Columbia University, USA

Paper  #4: The Role of Vocal Tone in Online Persuasion: A 
Crowdfunding Enquiry

Xin (Shane) Wang, Western University, Canada
Shijie Lu, University of Houston USA
Xi Li, City University of Hong Kong, Hong Kong, China
Mansur Khamitov, Nanyang Technological University, 
Singapore
Neil Bendle, Western University, Canada

SESSION OVERVIEW
In today’s world, consumers leave unprecedented amounts of 

digitized footprints every day when they use social media platforms, 
review a movie on IMDb, make purchases using their credit cards, 
or decide to help fund a new project on Kickstarter. The availabil-
ity of digitized ‘Big Data’ and the recent advances in data science 
created numerous novel opportunities to ask many consumer-related 
questions. Our session concentrates on multiple different kinds of 
digitized ‘Big Data’ and applies cutting-edge machine learning tech-
niques to gain insights about various aspects of consumer cognition 
and behavior.

Aka, Olivola, Bhatia, and Nave shed light on the relationship 
between consumer personality and brand liking as revealed in large 
online datasets. Using machine learning models trained on large-
scale digitized language data and Facebook ‘likes’ data, they predict 
consumer personality profiles for brands above and beyond demo-
graphic variables, or other objective and subjective brand character-
istics. They show how these ‘black box’ models can be interpreted 
in terms of the images associated with brands liked by particular 
consumer personality segments. Finally, they also demonstrate self-
congruity effects in consumer liking of brands.

Nave, Rentfrow, and Bhatia combine data from Facebook and 
IMDb to investigate associations between movie characteristics and 
consumer personalities. They find that key features of movies’ plots 
predict the personality profiles of consumers who are fans of those 
movies, above-and-beyond demographic variables, movie genre, and 
movie metadata. Their findings thus reveal robust links between per-
sonality and movie preferences, with implications for media market-
ing recommendation systems.

Goetz, Ebert, Mueller, Gladstone, and Matz examine how 
the personality of consumers’ social context (i.e. the personality of 
those around them) shape their spending decisions above and be-
yond their own individual traits. Using spending records of 111,336 
participants across 374 Local Authority Districts (LAD), she finds a 
congruency between geographic regions’ aggregate scores on a given 
personality trait and the collective spending on categories associated 
with that trait. Furthermore, individual-level analyses demonstrate 
that regional personality of a participant’s home LAD predicts indi-
vidual spending above and beyond individual personality.

Wang, Lu, Li, Khamitov, and Bendle investigate the relation-
ship between vocal tones of persuaders and online persuasion using 
Kickstarter videos. Applying a novel audio mining technology, they 
find that concentration, lack of stress, and stable emotions influence 
funding success. Next, they conduct a controlled experiment to show 
how greater signs of stress or extreme emotion hurt while greater 
signs of concentration help persuasion success. Lastly, they identify 
perceptions of competence as a mediator in this relationship between 
vocal tones and persuasion success.

Altogether, the papers presented in this session demonstrate 
how novel machine learning approaches applied to digitized big data 
can provide important new insights to consumer behavior. More spe-
cifically, each of the papers use a unique digitized data platform and 
apply varying novel quantitative techniques to answer consumer-
relevant research questions. This session will appeal to a broad audi-
ence who are interested in learning about novel approaches to study-
ing consumer behavior, and will also be relevant to all researchers as 
well as practitioners interested in consumer personality, cognition, 
and decision-making. 

Computational Consumer Segmentation and Brand 
Management

EXTENDED ABSTRACT
The emergence of social media has fundamentally changed the 

way consumers interact with brands and, as a result, how brands are 
managed (e.g., Appel et al. 2020; Batra and Keller 2016). For ex-
ample, every day, millions of social media users (e.g., on Facebook, 
Instagram, and Twitter) express their attitudes towards branded con-
tent through ‘likes’ (De Vries et al. 2012; John et al. 2017). These 
indicators are often viewable to their friends, family, colleagues, and 
acquaintances, and are available to brand managers in real-time. As 
a consequence, firms can efficiently monitor the favorability of their 
brands and how this favorability evolves over time. In this paper, we 
use several recently assembled datasets drawn from social media and 
news media. We analyze these data using techniques from machine 
learning, to study how consumer psychographic characteristics (their 
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personality) relate to brand image and brand liking. In particular, we 
analyze a unique dataset of Facebook users who rated their (own) 
personality characteristics and examine the relationships between 
different brands and the personality of social media users who “liked” 
those brands. This allows us to determine how personality traits are 
associated with brand liking. We go further by utilizing a word em-
beddings model built using large scale language data (Mikolov et al. 
2013; see reviews in Bhatia et al. 2019) and an established semantic 
dictionary (the LIWC) (Pennebaker and Graybeal 2001; Pennebaker 
et al. 2003) to predict consumer personality and to identify the main 
concepts and themes that each brand is associated with, in the mind 
of consumers. This, in turn, allows us to analyze the relationships 
between consumer characteristics and brand liking, for hundreds of 
brands, both within and across different product categories. We pres-
ent three studies. The goal of Study 1 was to evaluate our machine 
learning approach for predicting consumer personality. Specifically, 
we tested how well we could predict the average personality profiles 
of Facebook users who ‘liked’ different brands. We call this 5-di-
mensional personality profile “Brand Consumer Personality Profile” 
(BCPP). We used high-dimensional embedding representations for 
those brands (i.e., brand embeddings), derived from large-scale natu-
ral language data. The brand embeddings served as predictor vari-
ables in five Ridge regression models (one for each personality di-
mension) that attempted to predict (out-of-sample) the BCPPs of the 
brands. Due to the flexibility inherent in machine learning modeling, 
we evaluated all our models in terms of their out-of-sample predic-
tive power—i.e., their ability to predict Facebook user personalities 
for novel brands, not previously shown to the model. The results 
of this analysis plots observed vs. predicted BCPPs for each brand 
and for the five personality dimensions. Our approach achieves high 
accuracy rates, with an average out-of-sample correlation of 0.62 
across the five personality dimensions. To evaluate our approach 
against other established methods, we tested competitor models that 
used various quantified brand characteristics (e.g., brand age, brand 
personality trait ratings) as predictor variables (Lovett et al. 2014). 
Additional analyses of the robustness of our approach involved mod-
els based on user demographics and brand categories. Our results 
showed that these methods predict BCPPs above-and-beyond brand 
category information, consumer demographics, and brand-level 
characteristics (including both In Study 2, we sought to examine and 
interpret the information contained in brand embeddings that gives 
rise to these successful predictions. Embedding vectors quantify the 
extent to which words and concepts are associated with each other in 
language, and thus by extension, in the minds of consumers. In this 
way, embedding vectors provide an approach to measuring brand as-
sociations and images automatically from natural language data. By 
studying the words and concepts that make up these images, we can 
try to characterize the variability in BCPPs across different brands, 
and understand how this variability relates to brand images. That is, 
we can “dig into” our brand embeddings data in order to determine 
which attributes, traits, concepts, and constructs are most associated 
with brands that are ‘liked’ by consumers who are high (vs. low) on 
a particular personality dimension.

We identified a number of distinct associations between psy-
chological constructs and BCPPs. For example, the BCPP for Open-
ness correlated with brand construct associations (BCA) and brand 
word associations for experiences, creativity and art (in other words, 
brands whose consumers were higher in Openness were closer in the 
word embedding space to words and constructs related to experi-
ences, creativity and art). Likewise, Agreeableness correlated with 
pro-sociality and Extraversion with apparel and parties. While not 
all of the associations we identified have simple explanations, many 

of them were consistent with the notion that consumers ‘like’ brands 
that reflect their personality. We test this conjecture more formally 
in the next study. 

In Study 3, we carried out a similar analysis, but with personali-
ty words instead of the LIWC constructs, in order to directly examine 
whether brand personality dimensions relate to consumer personality 
traits. Doing so allows us to evaluate the extent to which consumers 
tend to like brands that “fit” (i.e., are congruent with) their own per-
sonality traits. Our analyses using dimensions of human personality 
found evidence for congruity between BCAs and BCPPs for three of 
the Big Five dimensions: Openness, Agreeableness and Emotional 
Stability (thus, for example, brands strongly associated with Open-
ness adjectives were also liked by individuals high in Openness). 

In sum, this paper showcases, through three studies, the power 
and promise of combining big data and machine learning methods to 
examine three important topics in consumer research: consumer psy-
chographic segmentation, brand image, and consumer-brand self-
congruity. The capacity to accurately and inexpensively assess the 
BCPP of brands, using publicly available word embedding represen-
tations, not only has important practical managerial applications for 
marketing strategy, but also enhances our theoretical understanding.

We Are What We Watch: Movies Contents Predicts 
The Personality Of Their Social Media Fans

EXTENDED ABSTRACT
With the growing prevalence of on-demand video streaming 

services, the volume of personalized media consumption is rapidly 
increasing. Despite the ubiquity of personalized video consumption, 
and although understanding the psychological characteristics of me-
dia audiences is fundamental to many aspects of marketing, relative-
ly little is known about the associations between movie preferences 
and individual differences in psychological traits. The current work 
addresses this gap in knowledge by systematically studying the per-
sonality profiles of movie fans.

Our analysis uses data collected via myPersonality, a Facebook 
app through which roughly 3.5 million users took personality ques-
tionnaires and consented to share their Facebook data with research-
ers. Using the myPersonality database, we created personality pro-
files for 854 movies, by averaging the Big Five personality scores of 
all users who “liked” these movies on Facebook (we included all of 
the movies in the myPersonality dataset that were liked by at least 
250 people). Similarly, we estimated the fans’ demographic profiles 
by calculating their average age, percentage of females, and the per-
centage of individuals who reported being in a relationship. 

We obtained rich representations of movies from IMDb (www.
imdb.com), an online database that contains information about over 
5 million titles of movies and TV episodes . Each IMDb entry rep-
resents a title, and includes genre information (a total of 21 genres), 
and user-generated plot keywords that describe “any notable object, 
concept, style or action that takes place during a title”. IMDb also 
includes additional information about the movies, such as box office 
income and critics ratings, to which we refer as “metadata”.

Our primary objective was to test whether movies’ character-
istics (genre, metadata and content, as captured by plot keywords), 
contain information about the personality of their Facebook fans. To 
this end, we conducted “leave one out” cross validated predictions 
(Stone, 1978; Zhang, 1993) to predict the Big Five profiles associ-
ated with each movie, using different combinations of the following 
variables: (1) the movie keywords (2) the demographic profiles of 
the movies’ fans; (3) the movies’ IMDb metadata variables; (4) the 
movies’ genre. Personality predictions for each movie were carried 



Advances in Consumer Research (Volume 48) / 827

out by fitting regularized linear regressions with the least absolute 
shrinkage and selection operator (LASSO (Tibshirani, 1996) to the 
data of all other movies, and recording the out-of-sample predictions 
under different model specifications. The results reported here were 
obtained using a LASSO with regularization parameter value of ƛ = 
0.001. Similar results were obtained using different ƛ values. Predic-
tive accuracy was calculated as the part of the variance in personality 
that could be explained by the independent variables.

Our results indicate that all of the Big Five traits could be pre-
dicted from the keywords (all p-values <0.001), and that the vari-
ance in fans personalities that was predicted by plot keywords was 
significantly greater than what could be explained by metadata and 
genre in all of the Big Five traits. Furthermore, adding plot keywords 
significantly improved the predictive accuracy incrementally above 
all of the other variables, for all of the Big Five traits. 

Our findings provide marketers means for reaching audiences 
of specific personality profiles via cinema advertising (Phillips & 
Noble, 2007), branded entertainment (Hudson & Hudson, 2006) or 
product placement (Gupta & Lord, 1998). While personality has 
been shown to be indicative of consumer’s attitudes and behavior 
(Arbuthnot, 1977; Matz, Kosinski, Nave, & Stillwell, 2017; Moon, 
2002; Wheeler, Petty, & Bizer, 2005), its use in marketing has been 
limited due to the questionnaire-based nature of personality assess-
ment. Although recent research has shown that personality can be 
approximated from individual’s digital footprints (e.g., Facebook 
Likes, Instagram photos and Twitter language), marketers seldom 
have access to dataset that contain both individual-level digital foot-
prints and personality measures. Our approach overcomes this barri-
er by allowing marketers to assess the personality profiles of movies’ 
audiences based on the movies’ attributes alone (as measured using 
plot keywords), and without having to collect data about individuals.

Our work also contributes to the literature of content recommen-
dation and prediction of viewing behaviors. Typical individual-level 
recommendation systems (or prediction models) requires observing 
each consumer’s past behavior (i.e., using panel data). However, 
such data may not be available in the particularly important applica-
tion of making recommendations to new consumers. However, in 
some cases it is possible to approximate the personalities of new con-
sumers (e.g., from their tweeter language), and provide them with 
personality-based recommendations. 

Our study has several limitations, which provide a fertile 
ground for future investigations. First, while our findings suggest 
that part of the variance in movie preferences is linked to stable 
personality traits, movie preferences are likely also influenced by 
environmental context. For example, the movie industry is highly 
seasonal (Einav, 2007), and people were shown to prefer romantic 
movies when it is colder (Hong & Sun, 2012). Continuous inves-
tigation of how context variables affects dynamic aspects of movie 
preferences may benefit from studying interactions between context 
variables and personality. 

A second limitation concerns our use of Facebook Likes is 
proxies for movie preferences. While Likes are active, ecological-
ly valid expressions of preferences, they do not necessarily reflect 
what people de facto watch, and they might be affected by social and 
cultural factors that do not immediately reflect the content of mov-
ies, such as signalling and impression management. Our reliance on 
Facebook likes might also bias our study because specific types of 
people may be more disposed to sharing their Facebook data with the 
MyPersonality app, or to liking movie-related contents on Facebook. 
However, such selection bias would be expected, in general, to atten-
uate the associations we observed, because it would restrict the range 
of personalities that we observe and thus constrain the amount of 

personality variance that could potentially be explained by the other 
factors (Sackett & Yang, 2000). We hope that the growing availabil-
ity of video-streaming services (e.g., Netflix, Hulu, Amazon Prime) 
will facilitate the generation of datasets that would allow exploring 
the associations between personality and preferences for movies us-
ing actual watching behavior and with less selection bias. 

Spending Reflects Not Only Who We Are But Also Who 
We Are Around: The Joint Effects of Individual and 

Geographic Personality on Spending

EXTENDED ABSTRACT
Research shows that people’s personality traits play and impor-

tant role in their spending decisions. Previous research has shown 
that people tend to spend money in a way that is aligned with their 
personality (Aaker, 1999, Govers & Schoormans, 2005; Matz, Glad-
stone, & Stillwell, 2016) and personal values (Hill & Howell, 2014). 
An extraverted person, for example, is more likely to spend money 
on social activities such as going to bars and restaurants, while an 
introverted person is more likely to spend money on books (Glad-
stone et al., 2019; Matz et al., 2016). This is because spending not 
only reflects functional need-fulfillment but also reflects who we are 
as individuals (self-congruity theory, Sirgy, 1985): We buy products 
not only for what they can do, but also for what they mean to us 
(Levy, 1959). Consistent with this idea, individuals high in extraver-
sion, agreeableness and openness prefer to spend money on experi-
ences (Howell, Pchelin, & Iyer, 2012; Mehmetoglu, 2012), whereas 
individuals low in agreeableness, conscientiousness and emotional 
stability prefer to spend money on possessions (Zhang, Howell, Cap-
rariello, & Guevarra, 2014). 

At the same time spending is also an inherently interpersonal, 
social behavior and--at least in part--performative. What people buy 
is not only guided by their own preferences, but also by cultural 
norms (de Mooij & Hofstede, 2002; Henry, 1967; Kacen & Lee, 
2002), social expectations (Martineau, 1958; Mathews & Slocum, 
1969; Rook & Fisher, 1995; van Kempen, 2004), status concerns 
(Brown, Bulte & Zhang, 2011; Martineau, 1958; Veblen, 1899), 
and people’s social networks (Gärling, Kirchler, Lewis, & van Raaj, 
2009; Sheth, 1967; Wang & Xiao, 2009). Spending can be used to 
satisfy social needs, such as reinforcing and expressing self-iden-
tity to others, and allowing one to differentiate oneself and to as-
sert one’s individuality (Ball & Tasaki, 1992; Belk, 1988; Fournier, 
1998; Richins & Rudmin, 1994). Consequently, what people buy is 
not only determined by their own preferences, but also their socio-
cultural context. 

In this work, we integrate these separate research streams by 
investigating the extent to which the personality of consumers’ social 
context (i.e. the personality of those around them) influence their 
spending decisions above-and-beyond their own individual traits. 
Specifically, we test the impact of individual and regional personal-
ity as drivers of spending behavior in two steps. First, we analyze 
spending records from 111,336 participants (over 31 million unique 
transactions) to test whether spending behaviors (i.e., what people 
spend their money on) are regionally clustered and whether these 
regional clusters of spending are reliably predicted by regionally ag-
gregated personality traits (H1). This step is necessary as examining 
the relationship between regional personality and spending behavior 
is only meaningful if people in different areas actually spend money 
differently. Second, we analyze individual personality and spending 
of 1,716 participants, to test whether regionally aggregated person-
ality predicts individual spending behavior above-and-beyond indi-
vidual personality (H2). 
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Our findings show that personality-related spending is mean-
ingfully clustered on the geographic level. The effects are strongest 
for the traits of extraversion and openness, for which we find strong 
geographical clusters of highly prototypical spending in and around 
Metropolitan London, while low (i.e., introverted and less open) 
spending clusters North of London, in the Southwest, Wales and the 
North of England. For agreeableness, we find significant hotspots 
of prototypical agreeable spending in the very Southwest of Eng-
land, Southern Wales as well as in pockets of Northern England and 
Scotland, while low, disagreeable spending clusters in Metropolitan 
London and North of London. For conscientiousness, high proto-
typical spending clusters in the very South and North of England and 
the English Midlands, while low, unconscientious spending strongly 
cluster in Southern Wales and parts of Scotland. For neuroticism, 
high prototypical spending clusters in pockets of Scotland, South-
ern Wales and the English Midlands, while low, emotionally stable 
spending primarily clusters around London. Importantly, those 
spending clusters map onto clusters found for the regional personal-
ity of participant. We capture this relationship more objectively by 
calculating the zero- order correlations between the two variables 
on the aggregated LAD level (N = 374). We find a significant posi-
tive relationship for all Big Five personality traits. These correlations 
were medium-sized for openness (r = .34, p < .001), extraversion (r 
= .47, p < .001), agreeableness (r = .33, p < .001) and neuroticism 
(r = .34, p < .001) and small for conscientiousness (r = .17, p < .01). 

To test whether regionally aggregated personality scores predict 
prototypical individual level spending above-and-beyond individual 
personality, we used a subset of 1,716 participants for which individ-
ual spending and personality information was available. Specifically, 
we employed multilevel analyses (individuals nested in 374 LADs) 
to regress prototypical individual level spending on individual per-
sonality, gender, age and total spending amount (level 1 predictors) 
and aggregated personality (level 2 predictor). We z-standardized all 
non-binary predictors (i.e., all except gender) and specified random 
intercepts and random slopes for individual personality. 

As hypothesized, regional personality positively predicted pro-
totypical spending above all individual level predictors for all Big 
Five traits. For conscientiousness (β = .06, p < .01) and neuroticism 
(β = .06, p < .05) effect sizes reached roughly one third of the ef-
fect size of individual personality. For openness (β = .08, p < .001) 
and agreeableness (β = .10, p < .001), the regional level effect ap-
proached half the size of the individual level effect. Finally, for ex-
traversion, the regional level effect (β = .17, p < .001) even reached 
the same size as the individual level effect. In other words, prototypi-
cally extraverted spending to the same extent reflects the personality 
of the regional context as the personality of the individuals them-
selves. These results provide support for our second hypothesis that 
regionally aggregated personality scores predict individual spend-
ing on associated purchase categories above-and-beyond individual 
level personality for all of the Big Five personality traits. 

Taken together, our findings empirically support the proposition 
that spending behavior is a reflection of personality traits as both a 
personal and environmental characteristic. 

The Role of Vocal Tone in Online Persuasion: 
A Crowdfunding Enquiry 

EXTENDED ABSTRACT
A major stream within consumer research involves under-

standing persuasion attempts and reactions to these (Campbell and 
Kirmani 2000; Friestad and Wright 1994; Petty and Cacioppo 1986). 
The profusion of online interactions provides additional observa-

tions to studying this important consumer-relevant phenomenon but 
also somewhat changes the process. Online those making persuasion 
attempts (who we will call persuaders) cannot be assessed through 
such things as handshakes and eye contact. Yet as technology pro-
gresses this gives access to more cues that allow for intuitive assess-
ment (Nisbett and Wilson 1977) by those subject to a persuasion at-
tempt (who we will call receivers). Receivers tend to use assessments 
beyond the message content (Hall 1980) to judge whether persuaders 
are worthy of their support. Since online videos allow receivers of 
a persuasion attempt to hear the vocal tones that the persuader uses, 
these vocal tones are likely to give cues that are used by the receivers 
to inform the persuasion attempt success.

Prior work has examined how certain vocal character-
istics, such as speech rate, pitch, volume, and tone, can influence 
individuals’ perceptions of speaker traits and character (Apple et 
al. 1979; Chattopadhyay et al. 2003; Cheng et al. 2016; Klofstad et 
al. 2012, 2015; Oleszkiewicz et al. 2017; Street et al. 1983; Signo-
rello 2019; Tigue et al. 2012; Wiener and Chartrand 2014). A vast 
majority of this important work has been conducted in traditional, 
face-to-face contexts. This precludes understanding all the nuances 
and intricacies of the now prevalent online and digital persuasion 
attempts. Second, virtually all relevant prior research did not venture 
beyond assessing attitudes and behavioral intentions to systemati-
cally tap into real-world funding outcomes that are more relevant to 
ultimate persuasion success. Third, prior work has predominantly 
employed labor-intensive and/or semi-automated approaches to cod-
ing and interpreting vocal characteristics which limited scalability 
and researchers’ ability to consider fine-grained detail. These ben-
efits are now afforded by advanced machine learning techniques and 
computational methods. 

We first used novel audio mining technology to investigate 
Kickstarter videos, looking for indications related to the receiver’s 
assessment of the persuader’s concentration, stress, and lack of ex-
treme emotion. These indications were assessed for connections to 
successful persuasion, i.e. funding of the project. We collaborated 
with Nemesysco Ltd., an Israel based high-tech firm whose QA5 
system (Nemesysco 2015) was commercially applied in call cen-
ters and sold as “the most sophisticated, flexible, cutting edge voice 
analysis technology available today” (Nemesysco 2016). The soft-
ware not only allows analysis of many more audio files than could 
be achieved using human coders, it also uses standardized signal 
processing algorithms to extract and combine attributes from voices 
identifying, amongst other things, stress, cognitive processes, and 
emotional reactions. Taken together, the study showed a significant 
relationship between concentration, lack of stress, and lack of exces-
sive emotionality on funding success.

Next, we conducted a controlled experiment to validate 
our findings from the secondary data and to extend them by investi-
gating if perceptions of competence mediate the differential relation-
ship between vocal tones and persuasion attempt success. We used 
a pretested “Coolest cooler brand” actual Kickstarter pitch recorded 
by a research assistant that was made to sound either concentrat-
ed, stressed, extremely emotional, or neutral (control). Overall, we 
found that a funding request was less likely to succeed when the 
voice of a persuader requesting funds in a pitch shows greater signs 
of stress or extreme emotion compared to a control. In contrast, a 
funding request was more likely to succeed when the voice of the re-
questor shows greater signs of concentration (vs. control). The find-
ings of study 2 also support our theorizing regarding a focal mecha-
nism. Specifically, we documented that a concentrated vocal tone 
(vs. control) generates greater perceptions of persuader competence, 
thus, leading to increased willingness to fund and improved brand 
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evaluations. Conversely, a stressed or extremely emotional vocal 
tone (vs. control) reduced perceived persuader competence, thereby 
lowering willingness to fund and brand evaluations. Lastly, study 2 
also explored the possibility that given trust and processing fluency 
are central considerations in consumer decision-making in the mar-
ketplace (Chaudhuri and Holbrook 2001; Graf et al. 2018; Khamitov 
et al. 2019; Morgan and Hunt 1994; Reber et al. 1998; Winkielman 
and Cacioppo 2001), the resulting levels of trust or distrust in a per-
suader might have guided a particular peer-to-peer funding decision. 
Since vocal tone dimensions did not seem to foster different levels of 
processing fluency or persuader trust, the latter are unlikely to drive 
our findings.

Our findings offer insight to the persuasion literature, rein-
forcing that speaker characteristics matter (Crowley and Hoyer 1994; 
Eisend 2006; Rucker et al. 2014; Tormala and Petty 2004; Swartz 
1984; Wilson and Sherrell 1993). Our enquiry documents that speak-
er characteristics in online persuasion attempts can not only be read-
ily inferred from the voice heard but, more importantly, matter so 
much in first impressions as to exert influence on real world financial 
outcomes. In doing this our work speaks to persuasion in the online 
world which is an increasingly fruitful topic given the profusion of 
online interactions and how they provide additional opportunities to 
studying persuasion (Grewal and Stephen 2019; Kupor and Tormala 
2018). In contrast to the work focused on offline persuasion environ-
ments, another key contribution of our research is to provide an early 
illustration that the effectiveness of online persuasion efforts can 
be computationally mined and captured at a much larger scale with 
more fine-grained detail using an automatic novel method. Here, we 
provide one of the pioneering accounts of how computers can pre-
cisely predict the general effectiveness of online persuasion attempts 
based on automatically extracted vocal tone characteristics and their 
interplay with the extent of video stimulation and brightness. In do-
ing this we contribute by highlighting audio-mining’s potential in 
academic consumer research (Hobson et al. 2012; Mayew and Ven-
katachalam 2012). We, using technology now available to marketers, 
have fascinating new methods of quantifying key elements of the 
human voice. Using these could benefit numerous academic fields 
with consumer research taking the lead.
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SESSION OVERVIEW
In a recent paper, Proserpio and colleagues (2019) highlight 

how advances in machine learning research help marketing research-
ers estimate models that predict extremely well and that are able to 
leverage the power of new data sources such as images, text, audio, 
and video. At the same time, they raise how machine learning re-
search needs a “soul” which should capture competitors’ reactions in 
complex markets as well as consumer theories to be able to capture 
the complexity of consumer behaviors, their needs and preferences.

The papers in this special session “Consumer Behavior Meets 
Machine Learning” aim at improving our understanding of consum-
er behavior and attitudes by combining advanced machine learning 
techniques with behavioral theories. The papers contribute to an-
swering the following high-level questions:

• How can machine learning enhance our understanding of 
consumer attitudes and behaviors?

• How can behavioral theories help machine learning re-
searchers open the prediction black-box and generate more 
interpretable features?

Using Natural Language Processing to Investigate the 
Role of Syntactic Structure in Persuasive Communication

EXTENDED ABSTRACT
How to use language, that is, how to formulate marketing com-

munications so that they are persuasive, is a decision problem most 
marketers face. Language, spoken and written alike, is a fundamental 
element of marketing messages. Language is used in various con-
texts such as political debates, product reviews, product descriptions 
and brand communications with the goal of persuading the recipi-

ent. Today, the use of email, social media posts, live chats and blogs 
provides unprecedented opportunities to reach consumers with ver-
bal messages in addition to existing channels such as TV, radio or 
newspaper ads. 

Extant literature in marketing suggests that the language used 
influences the persuasive outcomes in various marketing contexts. 
For instance, language used in news articles reflects the emotions 
and legitimacy of the article, and influences consumers’ attitudes to-
ward the article as well as their likelihood of reading or sharing the 
article (Berger and Milkman 2012; Humphreys and LaTour 2013; 
Berger, Moe, and Schweidel 2019). Language used in movie scripts 
reflects the theme, scenes, and emotion in the movie and thus pre-
dicts the box office success (Eliashberg, Hui, and Zhang 2007). Lan-
guage used in songs impacts the songs’ success on the market as the 
typicality of the lyrics impacts the popularity of a song (Berger and 
Packard 2018). Elaborateness and the emotionality of tweets about 
political debates influences which topics get consumers’ attention 
and are shared with others (Berman et al. 2019). Even though a large 
stream of recent literature is dedicated to understanding the role of 
language used in marketing contexts (see Berger et al. 2020 for an 
overview), most of this research is dedicated to the content of the 
message communicated (i.e., choice of words). Tools for understand-
ing what makes the language used in marketing messages persuasive 
independently of the content are still missing. 

In the current research, we seek to understand what makes mar-
keting messages persuasive independently of the message content. 
In that, our focus is on the impact of the syntax of the language used 
(i.e., grammar) on the persuasiveness of the message communicated. 
Following a natural language processing (NLP) approach, we posit 
that the syntactic structure of a message influences its persuasiveness 
(Gibson 1998). We develop and test a novel approach to measuring 
syntactic structure in a series of three studies, and identify the spe-
cific syntactic elements, referred to as dependencies, which impact 
the persuasiveness of a marketing message. In our main study, us-
ing a dataset consisting of 134 debates with 129,480 sentences, we 
develop an NLP-based measure of syntactic structure. In this study, 
we show that the syntactic structure of the language used in the de-
bates impacts the attitude change caused by the debates. Using our 
measure, we identify the specific syntactic elements that affect the 
persuasiveness of a marketing message. Our measure captures syn-
tactic structure more systematically and better in terms of predicting 
the persuasiveness of a message than past measures of syntax. 

We validate our measure of syntactic structure and the impact 
of the specific syntactic elements that affect the persuasiveness of a 
marketing message in two experiments that follow the main study: 
First, we conduct a laboratory experiment where we manipulate the 
syntactic structure of a marketing message using the specific syntac-
tic elements identified in our main study. The context is a persuasive 
message about the benefits of wearing a bike helmet. We show that 
when the syntactic structure of the message is changed according to 
our findings, the persuasiveness of the message is increased. Second, 
we conduct a field experiment on Facebook, where we improve the 
syntactic structure in the copy of an advertisement designed by a 
marketing agency using the specific syntactic elements identified in 
our main study, and measure click through rates for the ad. We show 
that when the syntactic structure of the ad language is improved us-
ing the specific syntactic elements we identified, the persuasiveness 
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of the ad is increased: The click-through rate for the ad increased 
significantly by 40% compared to the baseline ad version, which 
was designed by the marketing agency. This experiment also demon-
strates how marketers can use our method to improve their market-
ing messages to make them more persuasive. 

Our work contributes to marketing research by developing a 
novel approach of measuring and modifying syntactic structure, al-
lowing for a more precise way of formulating persuasive marketing 
communications. Additionally, our work contributes to marketing 
practice by providing a tool that marketers can use to efficiently im-
prove the persuasiveness of their messages as well as any other com-
munication that uses language as a medium.

Scalable Content Curation: Learning from Human Effort

EXTENDED ABSTRACT
Many firms rely on the crowdsourcing platforms to generate 

new product and advertising ideas. For example, Colgate-Palmolive, 
a large consumer products firm, collaborated with a digital creative 
agency to generate ideas for one of its most visible advertising cam-
paigns. The firm organized an ideation contest - members of the 
agency’s innovation platform submitted ad ideas, and the winning 
ideas were used to develop an ad that was shown to over 109 mil-
lion viewers of the Super Bowl - one of the world’s most popular 
television events. Major advertisers such as P&G and Unilever gen-
erate ideas for new products and advertising campaigns either us-
ing internal crowdsourcing platforms or through specialized creative 
agencies. Crowdsourced ideas can be more creative than internal 
solutions. The firm may uncover an unexpected extreme-value solu-
tion thanks to a large number of opinions from diverse participants. 
Crowds can also identify niche consumer interests which can lead to 
valuable innovations that the firm would not have considered oth-
erwise.

Crowdsourcing campaigns can yield thousands of submissions 
that firms cannot exhaustively and carefully evaluate. For example, 
our data provider attracted 74,436 ideas over 153 ideation contests. 
The scale of these campaigns raises the important question of how to 
identify the best ideas efficiently. Current approaches involve using 
either the crowd itself or a set of internal employees to prescreen 
ideas. However, the crowd-based approach is infeasible if the firm 
prefers to keep submissions confidential. In this research, we focus 
on the case where the firm uses internal evaluators to maintain sub-
mission confidentiality and thereby abide with data protection laws 
or withhold the submissions it receives as a competitive advantage. 
In our field setting, each idea was evaluated once by several employ-
ees of the crowdsourcing platform in a prescreening stage, which 
resulted in a total of 186,111 evaluations and consumed about 14 
workdays per month of human effort in the median month. 

Our research aims to develop an efficient approach to identify 
the best ideas from crowdsourcing contests using data on the behav-
ior of internal evaluators, whom we refer to as “voters”, idea char-
acteristics and text, and the selection of winning ideas by the clients, 
whom we refer to as “sponsors”. We develop a model to reconcile 
the difference between the sponsor’s selection of finalist ideas and 
the evaluations of voters who prescreen the ideas. In our field setting, 
the platform sorts ideas based on their average voter score before 
presenting them to the sponsor. A model that transforms voter scores 
and incorporates idea characteristics and text can yield a better score 
to sort ideas, thereby reducing the number of ideas that a sponsor 
must review to identify all finalists by 7-18%, depending on the spe-
cific evaluation approach. Equivalently, the platform can reduce the 

workload of its employees by 8-25% while maintaining the same 
quality of the idea ranking for the sponsor.

We find that voters exhibit persistent differences in their “im-
portance”, or the extent to which their votes help identify finalists. 
As a result, a model trained on one set of contests can extend to fu-
ture contests even if ideation topics differ across contests. We define 
a metric for measuring the importance of a voter as the deteriora-
tion in the quality of the idea ranking when we remove this voter. 
Interestingly, voter importance may differ depending on whether a 
model is used or not. We call this phenomenon “predictable inac-
curacy” – a voter may be more predictive of the sponsor’s choice if 
her votes are properly transformed. Moreover, two voters who are 
similarly important when the platform uses average score to rank 
ideas may differ significantly in their importance when a model is 
used, suggesting that different voters can exhibit different levels of 
predictable inaccuracy. Voter “redundancy”, or the extent to which 
voters are correlated with each other, can also lead to varying levels 
of predictably inaccuracy. Our results suggest that a firm interested 
in identifying its most valuable voters may arrive at different con-
clusions depending on whether it assesses voter performance jointly 
with a statistical model or independently of a model based on the 
initial ranking criteria.

We complement our findings with a survey based on a product 
design contest organized by an open innovation platform called Lego 
Ideas. The survey allows us to design simulations to study the gen-
eralizability of our findings, recover ground-truth measures of idea 
quality that are not available in the field data, and study how voter 
characteristics may relate to voter importance. We capture voter het-
erogeneity through differences in brand appreciation and generate a 
sponsor score from a subset of the available votes. We find that even 
if voters do not influence sponsor choices, and sponsor preferences 
are representative of voter preferences, certain types of voters still 
emerge as more important than others. A statistical model with text 
data yields improvements in the survey setting as well, but there is 
only subtle evidence of predictable inaccuracy in the particular simu-
lation we study because of limited nonlinearities in the relationship 
between voter and sponsor scores. The survey confirms that a statis-
tical model can exploit varying voter importance and redundancy, 
thereby reducing evaluation effort in this alternative setting, even 
when there are no significant preference differences between voters 
and the sponsor.

Overall, our findings suggest that firms can enhance their con-
tent curation processes, even if they crowdsource ideas on different 
topics over time. In assessing the performance of different voters, 
firms must consider how the voters perform in conjunction with a 
model as opposed to independently. The “predictable inaccuracy” 
of certain voters, if it is present, can alter their relative importance.

The Power of Brand Selfies in Consumer-Generated 
Brand Images 

EXTENDED ABSTRACT
Every day more than 5 billion images are shared on social me-

dia networks such as Facebook, Twitter, or Instagram. Of particular 
interest to marketers are images that feature brands and consumption 
experiences that contribute approximately 1% of all social media im-
ages, resulting in 50 million social media images featured with brand 
logos daily. At the same time, one of the biggest trends introduced by 
smartphone cameras and social media are selfies. Today, more than 
383 million images with the hashtag #selfie exist on a single photo-
sharing platform such as Instagram. The emergence of selfies merits 
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the question of how brands appear in selfie images and how observ-
ers respond to this type of social media brand images. 

In fact, recent marketing practice attempts to capitalize on the 
selfie phenomenon, mainly by actively encouraging consumers to 
post selfies of their product encounters. Brand images are also of in-
terest to managers when passively listening in to social media posts. 
Among other things, companies track brand logo presence on social 
media to understand social media popularity, rank consumer-gener-
ated images on their social media brand page, or use such images as 
part of their own marketing campaigns. 

However, not all brand logo appearances are created equal. 
Some may generate more valuable consumer-brand engagement 
than others. Accordingly, the objective of this research is to inves-
tigate how brands appear in consumer-generated images and to ex-
amine the effectiveness of different types of social media brand im-
ages on generating engagement among consumers. Specifically, we 
investigate both sender engagement objectives in terms of how brand 
images may generate image engagement (i.e., likes or comments) 
and brand engagement objectives in terms of how brand images may 
generate brand engagement (i.e., brand-related comments such as 
expressed purchase intent).

Academic research provides ample evidence for the effective-
ness of images in advertising (e.g., Hanssens and Weitz 1980; Xiao 
and Ding 2014). Recent studies have also explored the motivations 
to share content and take photos and how this affects subsequent 
sender behavior (e.g., Barasch, Zauberman and Diehl 2018; Grewal, 
Stephen and Coleman 2019). However, little is known about how 
observers respond to brand images in social media.

Using both manual annotations of a sample of images and con-
volutional neural networks (CNN) for automated image classifica-
tion of nearly half a million brand images related to 185 different 
brands that were posted on Twitter and Instagram, we identify three 
types of user-generated brand images that differ in terms of human 
and facial presence. Consumers post either images of products in 
isolation or holding products themselves (i.e., selfies). We find that 
these brand-related selfies exist in two forms with consumers either 
visible (their face) or invisible to the viewer (e.g., first-person point 
of view of the product). We name the former consumer selfie and the 
latter brand selfie to indicate the focus in brand selfies is exclusively 
on the product and differentiate it from consumer selfies where the 
face of the sender is visible1. This results in the following typology 
of brand images:

1. Brand Selfies: branded products held by an invisible con-
sumer,

2. Consumer Selfies: visible consumer faces together with a 
branded product,

3. Packshots: standalone images of branded products.

The CNN algorithm accurately classified images into these 
three categories with a hold-out accuracy level of > 80%. In both 
datasets, we find that consumer selfies have the lowest fraction of 
all types, suggesting that consumers are reluctant to post photos of 
themselves with the brand on their own accord. At the same time, 
consumer selfies are the image type most often encouraged by corpo-
rate communication campaigns, and face images, akin to consumer 
selfies, are ubiquitous in print advertising (Xiao and Ding 2014). 

1 Note, we distinguish brand and consumer selfies based on the visibility 
of consumer faces. Conceptually, the term selfie suggests the person on the 
image took the photo herself. Yet, in some cases, a third person may have 
photographed the sender (e.g., < 3% of brand selfies and < 39% of consumer 
selfies in our Twitter data). This can be difficult to distinguish empirically for 
both the human eye and an automated image classifier.

Whether consumer selfies are well suited as a user-generated me-
dia content is an open question, which we attempt to answer in this 
research.

Analyzing consumers’ response to the different types of brand 
images in terms of likes and comments, we find that consumer self-
ies, in which a person appears with the brand, generate the highest 
level of engagement towards the image or the sender in terms of the 
number of likes and comments on the image. However, these simple 
engagement measures, while encouraging for brands in terms of user 
potential, may be misleading. Examining the content of the user 
comments, using both dictionary-based and machine learning text 
mining tools, we find that consumer selfies generate fewer self-brand 
mentions and stated purchase intentions of receivers in response to 
the original image post. These results are consistent with research 
from traditional advertising and information systems, which indicate 
that, on the one hand, images with faces catch more attention than 
those without faces (Bakhshi, Shamma and Gilbert 2014; Xiao and 
Ding 2014), but, on the other hand, may detract attention away from 
the brand itself (Erfgen, Zenker and Sattler 2015).

These results are consistent for both the Twitter and Instagram 
dataset, suggesting that the effects are not driven by different con-
sumer motives of the respective platforms. We complement these 
results with a lab experiment, which allows us to control for the 
prominence of the brand in the image and collect purchase intent 
ratings, as well as to

test the underlying potential psychological mechanism that may 
trigger consumers’ varying reaction to different brand image types. 
The results of the experiment further suggest that brand selfies have a 
superior impact on perceived purchase intent compared to consumer 
selfies. In addition, it suggests the differential impact of brand selfies 
is related to easier and more accessible self-reference and mental 
simulation offered by these image types.

Black-Box Emotion Detection: 
On the Variability and Predictive Accuracy 

of Automated Emotion Detection Algorithms 

EXTENDED ABSTRACT
Automated emotion detection from facial expressions refers to 

the use of algorithms that detect facial landmarks in pictures to clas-
sify people’s discrete emotions (Liu et al. 2014; Wood et al. 2016). 
These automated emotion detection systems classify discrete posi-
tive emotions such as happiness or surprise to negative emotions 
such as anger and fear. A computer vision algorithm first identifies 
facial landmarks in a picture and then assigns each picture a dis-
crete emotion label based on the features or composition of the exist-
ing facial landmarks (Fox et al. 2000; Pantic and Rothkrantz 2000)
development of an automated system that accomplishes this task is 
rather difficult. There are several related problems: detection of an 
image segment as a face, extraction of the facial expression informa-
tion, and classification of the expression (e.g., in emotion categories. 
Companies such as Microsoft, Google, or GfK provide platforms to 
perform such automated emotion detection with recent industry re-
ports suggesting a CAGR of 32.7% and a market size of 25 billion by 
2020, highlighting the importance and dominance of these AI-pow-
ered technologies for the future of marketing. Despite the increasing 
availability of automated emotion detection systems, fundamental 
methodological questions arise. Are automated emotion detection 
systems valid? Is the same picture classified correctly across emo-
tion detection systems? These questions are important as emotion 
detection systems are using pre-trained algorithms to classify dis-
crete emotions from facial expressions in a way that is unknown to 
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the user of these systems. Thus, it is likely that the same picture is 
assigned a different discrete emotion conditional on the type of emo-
tion detection system being used. To the best of our knowledge, both 
a formal test of this hypothesis is non-existent as is a formal analysis 
that unravels under which conditions emotion detection algorithms 
would increase in predictive accuracy. The current paper fills this 
gap by providing a tightly controlled validation study comparing the 
effectiveness (i.e., in terms of predictive accuracy) of major auto-
mated emotion detection systems across discrete emotions, depen-
dencies on the modelling technique being used, the stimuli set, and 
ways to improve predictive accuracy by combining feature sets or 
using ensemble methods.

We used a standardized picture set with objective ground truth, 
i.e. knowledge about the discrete emotion that is displayed by actors 
in a standardized picture set. Specifically, we used the Chicago face 
database (Ma, Correll, and Wittenbrink 2015) to evaluate automated 
emotion detection systems. The Chicago face database contains pho-
tos from 597 male and female targets of varying ethnicity between 
18 and 40 years under standardized conditions. For a subset of 158 
targets, images display either a neutral, angry, fearful, or two positive 
emotional states (happy face with either an open or closed mouth). 
Each of these images of the 158 subjects displaying various emo-
tions was classified using five major automated emotion detection 
systems via an Application Programming Interface (API): Microsoft 
Cognitive Services, Google ML, Sightcorp, Kairos, and the GfK 
EmoScan. The data was normalized across emotion detection sys-
tems to provide meaningful comparisons in the following analyses.

To set a baseline, we evaluated the effectiveness of the different 
emotion detection systems by predicting each image emotion label 
via the corresponding emotion measure (i.e., predicting happy faces 
using the happiness feature of each emotion detection system). A 
multinomial logit model revealed substantial variation across emo-
tion detection systems with the highest, cross-validated (CV) predic-
tion accuracy for Google ML with a test accuracy of 58.94% and a 
test Kappa of 40.25%, compared to the lowest prediction accuracy 
for GfK EmoScan with a test sample accuracy of 49.81% and a test 
Kappa of 36.88%. Positive emotions were predicted consistently 
better compared to the substantial variation across negative emotion 
labels (variability across emotion detection systems: σhappy open = 3.81, 
σneutral = 6.89, σfear = 14.98, σanger = 30.9) and overall lower predictive 
power for negative emotions than for positive and neutral emotions 
(average balanced accuracy for the different emotion classes: µhappy 

open = 78.97, µneutral = 79.97, µfear = 65.45, µanger = 44.3). These findings 
were robust even after controlling for all other emotion features.

Next, we aimed at further improving prediction accuracy in two 
ways. First, by increasing the feature space through combining the 
entire set of features across all emotion detection systems. Second, 
by using more flexible model estimation and machine learning tech-
niques. Specifically, recent advances in deep learning might further 
improve predictive accuracy by increasing the number of layers and 
/ or boosting a model by aiming at predicting misclassified cases. In 
short, increasing the feature space resulted in a greater test accuracy 
with an averaged accuracy of 85.73% and a Kappa of 81.02%. 

Next, we aimed at further improving prediction accuracy by 
using more flexible machine learning techniques. Parameters were 
selected through grid search in the parameter space. Lowest perfor-
mance was achieved by Support Vector Machines with radial basis 
kernel resulting in a test accuracy of 84.41% and a test Kappa of 
79.33%. Highest performance was achieved by using Random For-
ests and LogitBoost achieving 92.02% test accuracy, 89.25% test 
kappa and 93.60% accuracy, 91.34% kappa, respectively. These 
changes led to a significant increase in predictive power also for neg-

ative discrete emotions and substantially reduced variation across 
positive, neutral and also negative emotion labels (σhappy open = 2.71, 
σneutral = 1.36, σfear = 5.32, σanger = 4.61).

To the best of our knowledge, this is the first systematic study 
demonstrating the striking variability in automated emotion detec-
tion systems across discrete emotions and we provide two easy to 
implement modelling strategies to improve prediction accuracy 
across automated emotion detection systems.
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SESSION OVERVIEW
Consumers are increasingly interacting with AI agents, ask-

ing for suggestions from chatbots, talking to service robots at hotels 
or restaurants, and telling their AI assistants - be it Alexa, Siri, or 
Cortana – “I love you” (Belk 2019; Belk, Humayun, and Gopaldas 
2020; Novak and Hoffman 2018; van Doorn et al. 2017; Mende et 
al. 2019). The nature of these interactions is not yet fully explored. 
Therefore, this session is aimed to bring together works that explore 
interactions with AI agents from a multifaceted, multimethod point 
of view. 

We see AI agents from the perspective of slaves, masters, 
friends, partners, or tools (Elder 2017; Breazeal et al. 2004; Gru-
din 2017; Schweitzer et al. 2019). The consumer research literature 
mostly examines AI agents as tools, as well as the tendency of people 
to humanize/anthropomorphize machines. The papers in this session 
explore a broader range of roles and perspectives that consumers take 
toward intelligent machines. In line with the spirit of the conference, 
the four papers integrate multiple perspectives and methods, exam-
ining aspects of interactions with AI agents via a historical lens, a 
socially responsible business lens, a medical lens, and a linguistic 
lens. Together, these papers illustrate how robots and AI agents take 
on different roles in the lives of consumers – as tools or as partners.

Bakpayev and Belk open the session with a historical overview 
of interactions with robots and AI. The authors conceptualize types 
of interactions that people have or would have with machines, and 
discuss the changing landscape of seeing machines as servants, mas-
ters, monsters, or friends. Next, Puzakova and Grinstein focus on 
robots in socially responsible business practices. Across three ex-
periments, the authors demonstrate and explain the negative effect 
of employing service robots (vs. humans) on consumers’ willingness 
to engage with the brand in socially responsible practices, as well as 
consumers’ perceptions of the brand as being socially responsible. 
Third, Shanks, Mende, Scott, van Doorn, and Grewal focus on robots 
as partners in a medical context and examine the effect of a robot 
taking more or less prominent roles in medical environments. This 
research examines the underlying mechanisms that impact consumer 

behavioral intentions, as robots shift away from operating as tools to 
being partners in decision making. Finally, Bakpayev and Kronrod 
take a linguistic perspective on conversations with AI agents. Look-
ing at the use of figurative language (humor, metaphor) by AI/human 
service agents and perceptions of conversational cooperativeness, 
the authors find that while human agents are expected to use figura-
tive language because they are perceived as cooperative speakers, AI 
agents are harmed when they employ figurative language.

Taken together, the papers in this session will examine the same 
topic of AI agents as tools or partners but from different perspectives. 
They collectively contribute to the discussion about the role of AI 
in consumer service from a historical, CSR, medical, and linguistic 
perspectives. We, therefore, expect the session to attract a wide vari-
ety of attendees interested in the integration of artificial machines in 
consumer service in various contexts.

Consumer Interactions with Artificial Intelligence Agents 
– a Historical Perspective

EXTENDED ABSTRACT
“Replicants are like any other machine. They’re either a benefit 

or a hazard. If they’re a benefit, it’s not my problem.” 
Rick Deckard, Blade Runner.

Historically, whether in fiction or fact, humans were captivated 
by the idea of creating human-like entities (Belk 2016; Kang 2011; 
Mayor 2018; Nocks 2008; Riskin 2016). Replicants, as depicted in 
the movie Blade Runner (1982), are just one example of artificial 
beings that appear identical to human beings. Philip Dick (1968) in 
his novel Do Androids Dream of Electric Sheep? – which serves as 
a primary source for the film – refers to them as “andys” or androids 
(Greek root “man-like”). Both the novel and the film portray a future 
circa 2020; that is, now. 

While machines in our time are not yet the replicants or an-
droids imagined in Dick’s science-fiction, some of them are remark-
ably human-like and engage us in interactions that are increasingly 
human in nature. For example, consumers voice commands to their 
digital assistants like Alexa; consumers chat with AI friends like 
Replika; consumers look into the “eyes” of the robot Pepper, who 
greets them in service environment, and reply “Hello!” 

Overall, across multiple studies, consumer researchers highlight 
anthropomorphic aspects of technology when these nonhumans are 
endowed with human-like traits (Epley 2018). But what are the ori-
gins and consequences of humanizing AI? While the literature pro-
vides various scenarios and results, there is still a great deal to be 
learned as science fiction becomes science fact. Taking a historical 
perspective, we look at the nature of our relationships with human-
like machines and the consequences of humanizing them. 

The term “robot” comes from a science-fiction stage play. Karel 
Čapek (1920/2004) wrote R.U.R. (Rossum’s Universal Robots) one-
hundred years ago.  In the play, robots and robotesses are artificial 
people, forced into labor as secretaries, postmen, and workers. “Ro-
bot” derived from Old Slavic “rab” or slave. The serving purpose 
was quite prevalent in the early history of artificial life. While not 
referred to as “robots” yet, humans were developing figurines, stat-
ues, mechanical knights, stone giants, and automatons that served 
more as tools (Belk 2016; Kang 2011; Mayor 2018; Nocks 2008; 
Riskin 2016). Researchers have traced other perspectives as well. 
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Belk, Humayun, and Gopaldas (2020) explore the history of Artifi-
cial Life (AL) and connect it to four cultural myths: Pygmalion (AL 
as a product of human desire), Golem (AL as a product of human 
survival), Frankenstein (AL as a product of human curiosity), and 
Metropolis (AL as a product of human politics). These myths show 
deeper insights into our fears and fascinations with artificial beings. 
While there is a degree of tool-oriented practicality in these visions, 
there are also deeper orientations toward perfection and immortality.

The idea of the creation of human-like machines took a new 
turn with the development of computers. During a nearer period in 
history referred to as the “AI Spring” in the 1940s and 1950s, ma-
chines for the first time seemed intelligent. Drawing on early com-
puting and Norbert Weiner’s cybernetics, Alan Turing proposed a 
test (the Turing Test) that could determine when human-like AI was 
able to pass for being human. The field of Human-Computer Interac-
tion started to develop (Grudin 2017; Haenlein and Kaplan 2019). 
Machines - and technology in general - were stills tools, more like 
extensions of our arms, eyes, and minds. However, as AI went into 
“Summer” and “Winter” (the 1960s and 1970s), consumers realized 
that their grand expectations for the machines failed. 

Similarly, in recent years, with the second “AI Spring” and the 
threat of a second “AI Winter,” reactions to computers started to 
change. Arguably, we are in the stage of Human-Computer Sym-
biosis, where machines are seen more like partners (Breazeal et al. 
2004; Grudin 2017). Designed to facilitate social interactions, they 
can be our companions and friends (Elder 2017; Schweitzer et al. 
2019). Nevertheless, at the end of his career, Weiner warned that 
like the Golem of the Rabbi of Prague, we might be creating ma-
chines that threaten our continued existence. Slaves could become 
masters (Schweitzer et al. 2019). Ideological tensions develop as we 
increasingly humanize AI. As depicted in the opening quote from 
Blade Runner, further development of AI agents could indeed lead 
to potential benefits for humankind (Markoff 2015), as well as haz-
ards, noted by some visionaries like Bill Gates, Stephen Hawking, 
and Elon Musk. Huang and Rust (2018; 2020) specify types of ser-
vice jobs that AI can take on – mechanical, analytical, intuitive, and 
empathetic – leading to mechanical AI, thinking AI, and feeling AI. 
Indeed, despite significant accomplishments and progress in AI, or 
perhaps due to the progress, research confirms concerns regarding 
AI, finding that reactions to humanoid service robots can be discom-
forting (Mende et al. 2019) and uncanny (Kim, Schmitt, and Thal-
mann 2019). It appears that consumers resist automation, especially 
if it threatens their identity (Leung, Paolacci, and Puntoni 2018). 

In sum, while past perspectives toward human-like machines 
focused on ways in which they serve to boost humanity, existential 
fears about AI seem to be rising in recent years. We worry that al-
gorithms threaten our privacy, security, wealth, and opportunity. We 
fear that robots will displace us in the workforce and that our ma-
chines will become smarter and stronger than us – in the end, taking 
over, and even extinguishing the human species. Based on historical 
perspectives and scenarios involving AI agents, the authors consider 
the possible implications of current transformations in consumer in-
teractions with artificially intelligent agents. Consumers are apt to 
regard these machines as servants, friends, monsters, or masters. As 
a result, interactions may be functional or social, calming or fright-
ening, successful or failed. Such developments contribute to further 
discussions on ethical, moral, legal, and existential questions that are 
critically important for future consumer research.

Are Robots in Service of the Environment? The Role of 
Service Robots in Socially Responsible Business Practices

EXTENDED ABSTRACT
Two of the most meaningful societal trends today involve the 

introduction of robots in services (Mende et al. 2019) and brands’ 
increased engagement with socially responsible practices (i.e., CSR; 
Mishra and Modi 2016). Importantly, the two trends have not been 
studied jointly but we argue that they are intertwined and can alter 
consumption. Here, we aim to fill this gap and address multiple un-
answered research questions: How the introduction of a service robot 
(vs. human) impact: (a) consumer perception of and (b) consumer 
engagement with the brand’s socially responsible practices? What 
is the underlying mechanism that drives consumer response to a ser-
vice robot?

Research on consumer reactions to service robot providers is an 
emerging inquiry and has discussed, for example, the impact of ser-
vice robots on consumers’ social surroundings and service outcomes 
(e.g., van Doorn et al. 2017), and consumption patterns (e.g., Mende 
et al. 2019). In turn, the literature on consumers’ reactions to brands’ 
CSR practices suggests that consumers believe that business bears 
responsibility for driving positive social change, and they encour-
age firms to improve society and the environment while achieving 
firm goals (Porter and Kramer 2011). Supporting this trend, research 
shows that in general consumers perceive brands’ CSR efforts posi-
tively (Luo and Bhattacharya 2006). Relatedly, some research stud-
ies situations where brands wish to engage consumers in socially 
responsible behavior (e.g., recycle, donate; Goldstein et al. 2008, Li-
chtenstein et al. 2004) and the conditions under which consumers are 
more likely follow the brand’s requests (Romani and Grappi 2014). 
Overall, how would consumers be influenced by service robots in the 
context of brands’ social responsibility?

Relatively to humans, robots are perceived as more efficient, 
productive, and generally less warm. Although technological devel-
opments imbue robots with increasing automated social presence 
and humanness (van Doorn et al. 2017), robots are still perceived 
only as partial social actors and less warm than humans (Heerink et 
al. 2010). Here, we argue that introduction of service robots can lead 
to a greater experience of psychological coldness compared to situ-
ations when customers are served by humans. Given service robots 
represent and reflect on the brand, brands that use service robots (vs. 
humans) will be perceived as colder. This process can have unintend-
ed consequences for consumers’ perceptions of socially responsible 
business practices. That is, prior work establishes the negative rela-
tionship between psychological experience of coldness and prosocial 
behaviors (Zhong and Leonardelli 2008). Thus, we postulate that a 
“colder” experience will result in consumers’ less positive views on 
a brand’s social responsibility practices and their own willingness to 
engage with the brand on social responsibility. 

H1: Brands’ use of service robots (relatively to humans) is 
negatively related to consumer (a) perception of the brand’s social 
responsibility, and (b) engagement with the brand’s socially respon-
sible practices. 

H2: The influence of service robots (relatively to humans) on 
consumer reaction is mediated by lower brand warmth perceptions. 

We test these hypotheses in three studies. Study 1 (N=226, stu-
dents) used the context of a hotel bellman service. Participants were 
prompted to imagine that upon their check-in, they were greeted by 
a hotel bellman (by a service robot) that assisted carrying their lug-
gage and accompanied them to their rooms. After respondents were 
assisted by a hotel’s bellman (robot), they further imagined finding 
a card on their desk describing that the Ario hotel (a fictitious brand) 



838 / AI Agents in Consumer Service – Tools or Partners?

partnered together with a local charity organization “the Feed the 
Hungry Foundation”, after which respondents indicated their infer-
ences about the sincerity of the company’s motives for pursuing the 
CSR activity (Yoon et al. 2006), rated brand warmth (Aaker et al. 
2010), and the service novelty. 

The results of study 1 (a one-way (robot vs. human service) 
ANCOVA with the novelty of service experience as the covariate) 
revealed that experiencing a robot (vs. human) service decreased 
consumers’ perceptions of the sincerity of the hotel’s motives to en-
gage in CSR (Mrobot=4.88 vs. Mhuman=5.54; F(1,223) = 7.45, p = .007). 
The decrease in the sincerity of the motives was driven by lowered 
perceptions of brand warmth (b=–.46, 95% CI[–.77, –.17]). 

Next, study 2 (N=206, MTurk participants) replicates the effect 
with a different social responsibility domain (environmental con-
cerns) and examines whether robot (human) service also decreases 
consumer engagement with the brand’s socially responsible prac-
tices (i.e., willingness to pay an extra-fee for sustainable breakfast). 
The results of this study revealed that being assisted by a service 
(human) robot decreased consumers’ own desire to engage in sus-
tainable behavior (Mrobot=3.62 vs. Mhuman=4.28; F(1,203) = 4.47, p < 
.036). We also found that consumers perceived the motives as less 
sincere for a service robot (Mrobot=4.95 vs. Mhuman=5.57; F(1,203) = 
7.29, p < .008). Both of these effects were driven by lower brand 
warmth (lower desire to engage in sustainable consumption: b=–.23, 
95% CI [–.50, –.004]); sincerity of the motives: b=–.60, 95% CI 
[–.94, –.34]). 

Study 3 (N=196, MTurk participants) rules out alternative pro-
cesses through perceived self-efficacy and uncertainty (Chen 2016; 
van der Wal et al. 2018). Replicating results of studies 1 and 2, the 
findings revealed that being assisted by a service (human) robot led to 
lower inferences of the motive sincerity (Mrobot=4.69 vs. Mhuman=5.78; 
F(1,193) = 19.28, p < .007) and reduced consumer engagement with 
a brand’s socially responsible practices (Mrobot=4.01 vs. Mhuman=4.71; 
F(1,193) = 7.48, p < .007). Next, testing parallel mediators (i.e., 
brand warmth, self-efficacy, uncertainty; model 4; Hayes 2013) re-
vealed a significant indirect path through brand warmth (sincerity of 
the motives: b=–.73, 95% CI [–1.08, –.46]; consumer engagement 
with CSR: b=–.41, 95% CI [–.69, –.18]), with both self-efficacy and 
uncertainty being nonsignificant. 

Overall, this research identifies important consequences of in-
troducing robots into service contexts. In particular, three studies 
demonstrate that a robot (vs. human) service lowers consumers’ per-
ceptions of the sincerity of the motives for the CSR activity and re-
duces consumers’ own engagement with the brand’s CSR practices. 
Our work sheds light on the underlying process through reduced at-
tributions of brand warmth, while also ruling out alternative explana-
tions through self-efficacy and uncertainty.

The Impact of Humans and Robots on Consumer 
Behavioral Intentions in Medical Contexts

EXTENDED ABSTRACT
As the use of robots in the marketplace increases, both the mar-

keting and robotics literatures have examined how consumers will 
respond. The literature has mostly examined this phenomenon from 
the lens of a robot in the position of a tool. However, technologi-
cal advances are resulting in robots that can begin to assume an in-
creased variety of roles in marketing settings. As robots shift away 
from being merely tools that assist consumers, it is important to un-
derstand how consumers will respond. 

We examine this phenomenon in a medical context, as research 
suggests positive outcomes of the increased use of robots includ-

ing a decrease in post-surgical complications and shorter hospital 
stays (Kalis, Collier, and Fu 2018; Marr 2018). Previous research has 
proposed several mechanisms that may impact consumer response 
including anxiety (Broadbent et al. 2011; Mende et al. 2019; Mori 
1970), social dimensions (van Doorn et al. 2017; Wirtz et al. 2018), 
and various dimensions of robotic threat (Stein, Liebold, and Ohler 
2019; Złotowski, Yogeeswaran, and Bartneck 2017). The use of ad-
vanced technology, such as artificial intelligence (AI), in healthcare 
settings similarly results in adverse consumer reactions due to a be-
lief that AI is less able to adjust for individual situations (Longoni, 
Bonezzi, and Morewedge 2019). Moreover, this research examines 
the underlying mechanisms that impact consumer behavioral inten-
tions as robots shift away from operating as tools. An examination of 
boundary conditions investigates various effects of risk acceptance, 
power, and anthropomorphism on consumer behavioral intentions. 

Nine studies examine the effect of a robot in a more or less 
prominent role in medical environments; two studies involve live in-
teractions with an actual robot. Study 1A examines the effectiveness 
of a human-robot team. Patients at an elderly care facility partici-
pated in exercise sessions with either a robot with a human physical 
therapist or a human physical therapist alone. Participants had an 
unfavorable reaction to the human-robot team (vs. human), rating the 
exercises as less favorable (p < .01) and reporting lower behavioral 
responses (p = .04). Study 1B replicates these findings. Participants 
imagined going to a doctor for an examination while viewing a pic-
ture of a human or a human-robot medical team. Participants again 
had an unfavorable reaction to the human-robot team, and lower rat-
ings of loyalty intentions (p < .001), warmth (p < .001), and compe-
tence (p = .02).

Study 2 examines the effect of a human-robot team on a con-
sumer’s response to a robot-led team. Participants received a nutri-
tional counseling session from a live, in-person human-robot team 
with either the human or the robot as the team leader. The results re-
vealed that loyalty intentions (p < .001), and perceptions of warmth 
(p < .001) and competence (p = .03) were lower when the team was 
led by a robot (vs. a human).

Study 3 examines the moderating role of risk acceptance (mea-
sured) using a video of a human-robot team. The results revealed that 
participants with low levels of risk acceptance showed a decrease 
in loyalty intentions and ratings of warmth and competence to the 
robot-led team (vs. human). The effects were attenuated for partici-
pants high in risk acceptance. 

Study 4 examines the moderating role of power distance belief 
(PDB). Power distance belief was measured. Participants watched 
the same video as in Study 3. The results revealed an increase in 
unfavorability to a robot-led team for participants low in PDB and 
an attenuation for participants high in PDB. 

Studies 5A and 5B examine the role of perceived choice on re-
sponse to a human-robot team. In Study 5A, participants chose the 
robot used in the medical team in the choice condition and were un-
able to choose the robot used in the control condition. In the control 
condition, participants had lower loyalty intentions to the robot-led 
(vs. human-led) team. This was attenuated in the choice condition. 
Study 5B examined the role of choice on upgrading behavior, finding 
greater interest in paying to upgrade to a human-human team when 
the initial team was led by a robot.

Studies 6A and 6B generalize the effect to anthropomorphized 
robots. Although the results did not reveal effects of anthropo-
morphism, participants had lower loyalty intentions and ratings of 
warmth and competence to the robot-led team (vs. human-led), con-
sistent with our previous studies. 
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The current research uncovers insights into how consumers re-
spond to robots as they move away from the role of tools. Our find-
ings have implications for marketing strategy as we demonstrate that 
this shift results in an unfavorable consumer response and strategies 
to mitigate this negative response.

AI Service Agents, Figurative Language, and 
Conversational Cooperativeness

EXTENDED ABSTRACT
Firms are improving AI service agents’ conversational capaci-

ties, striving to make their language more natural and more similar 
to that of humans (e.g., Google’s Meena, the open-domain chatbot, 
Adiwardana et al. 2020). But how do consumers react to this human-
like conversational ability? Previous research examined reactions to 
AI with external similarity to humans (Davenport et al. 2020; van 
Doorn et al. 2017; Huang and Rust 2020; Mende et al. 2019). To 
date, research has not inquired into the effect of conversational simi-
larity – one of the most distinctive human capacities – on perceptions 
of AI agents, and their effects on service.

Addressing this question, we examine reactions to AI service 
agents employing human-like conversation. Specifically, we com-
pare reactions to the use of figurative language (metaphor, humor) 
– a distinctly human capacity - by human and AI service agents. 

Figurative language requires the speaker to be conversation-
ally cooperative, making assumptions about the other person’s un-
derstanding (Grice 1975). We suggest that consumers expect human 
service agents to be conversationally cooperative, but not AI service 
agents. These conversational expectations, in turn, attenuate the pos-
itive effect of using figurative language by AI service agents, com-
pared to literal language, and compared to human agents. Formally, 
we suggest that: 

Hypothesis 1: AI service agents who use figurative language 
evoke less positive reactions than human service 
agents who use figurative language.

Hypothesis 2: AI service agents who use figurative language 
evoke less positive reactions than when they use 
literal language.

Hypothesis 3: These differences are driven by perceptions of 
the agents’ conversational cooperativeness: AI 
service agents are perceived as significantly less 
conversationally cooperative than human ser-
vice agents. 

We explore this effect via four studies. In Study 1, a preliminary 
test, we compared reactions to human and artificial service agent hu-
morous response to a customer’s inquiry. 205 MTurk participants 
read a brief dialogue between the customer (themselves) and a hu-
man/AI hotel booking agent, which ended with the agent making a 
joke. Participants then reported intentions to book a room with the 
agent, their comfortableness with and trust towards the agent, and 
how funny was the joke. T-tests comparing the two groups on the dif-
ferent variables revealed no significant differences in booking inten-
tion (p=.103), but overall participants were more likely to book with 
the human (M=5.64) rather than the artificial agent (M = 5.33). We 
found marginal differences in trust (p=.098), comfort (p=.099) and 
satisfaction with the conversation (p=.083). Across all variables, the 
human agent was rated higher than the artificial agent.

The purpose of Study 2 was to compare reactions to serious 
or humorous answers by human or artificial agents. 427 MTurk 
participants were randomly assigned to one of 4 conditions in a 2 
(human/artificial agent) by 2 (serious/humorous answer) between-
subjects design. 2-way ANOVA revealed a significant interaction of 
agent (human/artificial) and answer (humorous/serious) on booking 
intention (F(1,423)=7.47, p=.007), and on answer humorousness 
(F(1,423)=8.7, p=.003). Planned contrasts showed that while for 
human agents there was no significant difference in booking inten-
tion whether the agent was joking (M=5.66) or serious (M=5.78, 
F(1,423)=.35, p=.55), when the agent was artificial, booking inten-
tion was significantly lower when the agent was joking  (M=4.77) 
than when the agent was serious (M=5.65, F(1,423)=19.9, p<.001). 
These results support H1 and H2.

In Study 3, we aimed to measure the mediation of conversa-
tional cooperativeness expectations. 202 MTurk participants imag-
ined interacting with a human(artificial) service agent, for example, 
calling a company to book a hotel, or having an online chat to solve 
a technical problem with a product (e.g., kitchen appliance) and 
rated their expectations about the agent’s behavior in the conversa-
tion. Respondents expected human agents to be more cooperative 
(M=5.58) than artificial agents (M=5.09, F(1,200)=7.389, p=.007). 
They also had significantly higher expectations from human agents 
than artificial agents on Communication Openness (F(1,200)=6.145, 
p=.014) and General Cooperativeness (F(1,200)=4.288, p=.040). To 
explore the effect of agent type (human/artificial) and cooperative-
ness expectations on language expectations, a multiple regression 
was executed. The overall model was significant (F(3,198)=10.297, 
p<.001; R2=13.5%, adjusted R2=12.2%), suggesting that AI agents 
are expected to be less cooperative than human agents.  

Finally, Study 4 introduces a boundary condition: in a situa-
tion of negative service conversations (e.g., complaints), the dif-
ferences between human and AI service agents are attenuated. 809 
MTurk participants were randomly assigned to one of 8 conditions 
in a 2(human/artificial agent) by 2(metaphorical/literal language) by 
2(positive/negative conversation) between-subjects design. Partici-
pants read a conversation excerpt where they (the consumer) were 
talking with a human (AI) customer service agent who used literal 
language/metaphor in a positive/negative context (choosing a free 
t-shirt/replacing a wrong t-shirt). They then indicated a likelihood to 
shop again, rated the retailer and agent’s cooperativeness. We found 
a three-way interaction on likelihood to shop again (F(1,801)=8.337, 
p=004), retailer rating (F(1,801)=10.162, p=.001) and conversation 
cooperativeness (F(1,801)=6.047, p=.014). Contrast analyses within 
the positive interaction condition showed, as before, that while for 
human agents language did not influence behavior intentions, retailer 
evaluation and cooperativeness, for AI agents behavior intentions, 
and retailer evaluation were significantly lower when they used 
metaphor versus literal language However in the negative condition 
this effect disappeared. Mediation analyses showed that agent con-
versational cooperativeness mediates this effect (B=.289, SE=.064, 
t=4.56, p=.0001, 95%CI: [.165,.414]).

To sum, research on conversational norms in consumer research 
suggests that adherence to conversational norms, and specifically us-
ing figurative language, is positively perceived (e.g., Kronrod and 
Danziger 2013; Xu and Wyer 2010; Zhang and Schwarz 2012). We 
discover that when it comes to AI service agents – this relation is 
moderated. We also find that the negative effect of using figurative 
language by AI agents is at least partially due to consumers not per-
ceiving them as cooperative conversation partners. Future work can 
further explore AI agents as conversation partners in various con-
sumer service situations and inform marketers on the way to avoid 
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unwelcome outcomes of the race towards human-like AI conversa-
tion. 

REFERENCES
Adiwardana, Daniel, Minh-Thang Luong, David R. So, Jamie Hall, 

Noah Fiedel, Romal Thoppilan, Zi Yang (2020), “Towards 
a Human-like Open-domain Chatbot,” arXiv preprint 
arXiv:2001.09977.

Belanche, Daniel, Luis V. Casaló, Carlos Flavián, and Jeroen 
Schepers (2019), “Service Robot Implementation: a 
Theoretical Framework and Research Agenda,” The Service 
Industries Journal, (2).

Belk, Russell (2016), “Understanding the Robot: Comments on 
Goudey and Bonnin,” Recherche et Applications en Marketing 
(English Edition), 31(4), 83-90.

Belk, Russell (2019), “Machines and Artificial Intelligence,” 
Journal of Marketing Behavior, 4(1), 11-30.

Belk, Russell (forthcoming), “Ethical Issues in Service Robotics 
and Artificial Intelligence,” Services Industries Journal.

Belk, Russell, Mariam Humayun, and Ahir Gopaldas (2020), 
“Artificial Life,” Journal of Macromarketing. 

Breazeal, Cynthia, Jesse Gray, Guy Hoffman, and Matt Berlin 
(2004), “Social Robots: Beyond Tools to Partners,” In RO-
MAN 2004. 13th IEEE International Workshop on Robot 
and Human Interactive Communication (IEEE Catalog No. 
04TH8759), 551-556, IEEE. 

Broadbent, Elizabeth, In Lee Yong, Rebecca Q. Stafford, I. Han 
Kuo, and Bruce A. MacDonald (2011), “Mental Schemas of 
Robots as More Human-Like Are Associated with Higher 
Blood Pressure and Negative Emotions in a Human-Robot 
Interaction,” International Journal of Social Robotics, 3(3), 
291–97.

Čapek, Karel (1920/2004), R.U.R. (Rossum’s Universal Robots), 
New York, NY: Penguin.

Chen, Mei-Fang (2015), “Self-efficacy or Collective Efficacy 
within the Cognitive Theory of Stress Model: Which More 
Effectively Explains People’s Self-reported Proenvironmental 
Behavior?,” Journal of Environmental Psychology, 42, 66-75. 

Davenport, Thomas, Abhijit Guha, Dhruv Grewal, and Timna 
Bressgott (2020), “How Artificial Intelligence Will Change the 
Future of Marketing,” Journal of the Academy of Marketing 
Science, 48(1), 24-42.

van Doorn, Jenny, Martin Mende, Stephanie M. Noble, John 
Hulland, Amy L. Ostrom, Dhruv Grewal, and J. Andrew 
Petersen (2017), “Domo Arigato Mr. Roboto: Emergence 
of Automated Social Presence in Organizational Frontlines 
and Customers’ Service Experiences,” Journal of Service 
Research, 20(1), 43-58.

Elder, Alexis (2017), Friendship, Robots, and Social Media: False 
Friends and Second Selves, Routledge.

Epley, Nicholas (2018), “A Mind like Mine: The Exceptionally 
Ordinary Underpinnings of Anthropomorphism,” Journal of 
the Association of Consumer Research, 3(4), 591-98.

Goldstein, Noah J., Robert B. Cialdini, and Vladas Griskevicius 
(2008), “A Room With a Viewpoint: Using Social Norms to 
Motivate Environmental Conservation in Hotels,” Journal of 
Consumer Research, 35(3), 472-482.

Grice, Herbert P (1975), “Logic and Conversation,” Speech Acts, 
41-58, Brill.

Grudin, Jonathan (2017), “From Tool to Partner: The Evolution of 
Human-Computer Interaction,” Synthesis Lectures on Human-
Centered Interaction, 10(1).

Haenlein, Michael, and Andreas Kaplan (2019), “A Brief History 
of Artificial Intelligence: On The Past, Present, and Future of 
Artificial Intelligenc,” California Management Review, 61(4), 
5-14.

Heerink, Marcel, Ben Kröse, Vanessa Evers, and Bob Wielinga 
(2010), “Relating Conversational Expressiveness to Social 
Presence and Acceptance of an Assistive Social Robot,” 
Virtual Reality, 14(1), 77-84.

Hoffman, Donna L., and Thomas P. Novak (2018), “Consumer and 
Object Experience in the Internet of Things: An Assemblage 
Theory Approach,” Journal of Consumer Research, 44(6), 
1178-1204.

Huang, Ming-Hui, and Roland T. Rust (2018), “Artificial 
Intelligence in Service.” Journal of Service Research, 21(2), 
155-172.

Huang, Ming-Hui, and Roland T. Rust (2020), “Engaged to 
a Robot? The Role of AI in Service,” Journal of Service 
Research. 

Kalis, Brian, Matt Collier, and Richard Fu (2018), “10 Promising 
AI Applications in Health Care,” Harvard Business Review, 
http://www.ajronline.org/doi/abs/10.2214/AJR.11.7522.

Kang, Minsoo (2011), Sublime Dreams of Living Machines, 
Harvard University Press.

Kaplan, Andreas, and Michael Haenlein (2019), “Siri, Siri, in my 
Hand: Who’s the Fairest in the Land? On the Interpretations, 
Illustrations, and Implications of Artificial Intelligence,” 
Business Horizons, 62(1), 15-25.

Kim, Seo Young, Bernd H. Schmitt, and Nadia M. Thalmann 
(2019), “Eliza in the Uncanny Valley: Anthropomorphizing 
Consumer Robots Increases their Perceived Warmth but 
Decreases Liking,” Marketing Letters, 30(1), 1-12.

Kronrod, Ann and Shai Danziger (2013), “Wii Will Rock You!” 
The Use and Effect of Figurative Language in Consumer 
Reviews of Hedonic and Utilitarian Consumption,” Journal of 
Consumer Research, 40(4), 726-739.

Leung, Eugina, Gabriele Paolacci, and Stefano Puntoni (2018), 
“Man versus Machine: Resisting Automation in Identity-based 
Consumer Behavior,” Journal of Marketing Research, 55(6), 
818-831. 

Lichtenstein, Donald R., Minette E. Drumwright, and Bridgette M. 
Braig (2004), “The Effect of Corporate Social Responsibility 
on Customer Donations to Corporate-supported Nonprofits,” 
Journal of Marketing, 68(4), 16-32.

Longoni, Chiara, Andrea Bonezzi, and Carey K. Morewedge 
(2019), “Resistance to Medical Artificial Intelligence,” Journal 
of Consumer Research, 46 (4), 629-50.

Luo, Xueming, and Chitra Bhanu Bhattacharya (2006), “Corporate 
Social Responsibility, Customer Satisfaction, and Market 
Value,” Journal of Marketing, 70(4), 1-18.

Markoff, John (2015), Machines of Loving Grace: The Quest for 
Common Ground Between Humans and Robots, New York: 
HarperCollins.

Marr, Bernard (2018), “How Is AI Used In Healthcare - 5 Powerful 
Real-World Examples That Show The Latest Advances,” 
Forbes, https://www.forbes.com/sites/bernardmarr/2018/07/27/
how-is-ai-used-in-healthcare-5-powerful-real-world-examples-
that-show-the-latest-advances/#62a1c1f75dfb.

Mayor, Adrienne (2018), Gods and Robots: Myths, Machines, and 
Ancient Dreams of Technology, Princeton University Press.



Advances in Consumer Research (Volume 48) / 841

Mende, Martin, Maura L. Scott, Jenny van Doorn, Dhruv Grewal, 
and Ilana Shanks (2019), “Service Robots Rising: How 
Humanoid Robots Influence Service Experiences and Elicit 
Compensatory Consumer Responses,” Journal of Marketing 
Research, 56(4), 535-56.

Mishra, Saurabh, and Sachin B. Modi (2016), “Corporate Social 
Responsibility and Shareholder Wealth: The Role of Marketing 
Capability,” Journal of Marketing, 80(1), 26-46.

Mori, Masahiro (1970), “The Uncanny Valley,” Energy, 7(4), 
33–35.

Nocks, Lisa (2007), The Robot: The Life Story of a Technology, 
Greenwood Publishing Group.

Porter, Michael E., and Mark R. Kramer (2011), “Creating Shared 
Value: How to Reinvent Capitalism – and Unleash a Wave of 
Innovation and Growth,” Harvard Business Review, January-
February, 1-17.

Riskin, Jessica (2016), The Restless Clock: A History of the 
Centuries-long Argument Over What Makes Living Things 
Tick. University of Chicago Press. 

Romani, Simona, and Silvia Grappi (2014), ‘HowCcompanies’ 
Good Deeds Encourage Consumers to Adopt Pro-social 
Behavior,” European Journal of Marketing, 48(5/6), 943-963.

Schweitzer, Fiona, Russell Belk, Werner Jordan, and Melanie 
Ortner (2019), “Servant, Friend, or Master? The Relationships 
Users Build with Voice Controlled Smart Devices,” Journal of 
Marketing Management, 35(7/8), 693-715. 

Stein, Jan-Philipp, Benny Liebold, and Peter Ohler (2019), “Stay 
Back, Clever Thing! Linking Situational Control and Human 
Uniqueness Concerns to the Aversion Against Autonomous 
Technology,” Computers in Human Behavior, 95(June), 
73–82.

Van der Wal, A. J., Arianne J., Femke van Horen, and Amir 
Grinstein (2018), “Temporal Myopia in Sustainable Behavior 
under Uncertainty,” International Journal of Research in 
Marketing, 35, 378–393.

Wirtz, Jochen, Paul G. Patterson, Werner H. Kunz, Thorsten 
Gruber, Vinh Nhat Lu, Stefanie Paluch, and Antje Martins 
(2018), “Brave New World: Service Robots in the Frontline,” 
Journal of Service Management, 29(5), 907–31. 

Xu, Alison Jing, and Robert S. Wyer Jr. (2010), “Puffery 
in Advertisements: The Effects of Media context, 
Communication Norms, and Consumer Knowledge,” Journal 
of Consumer Research, 37(2), 329-343.

Yoon, Yeosun, Zeynep Gürhan‐Canli, and Norbert Schwarz 
(2006), “The Effect of Corporate Social Responsibility (CSR) 
Activities on Companies with Bad Reputations,” Journal of 
Consumer Psychology, 16(4), 377-390.

Zhang, Y. Charles, and Norbert Schwarz (2012), “How and 
Why 1 Year Differs from 365 Days A Conversational Logic 
Analysis of Inferences from the Granularity of Quantitative 
Expressions,” Journal of Consumer Research, 39(2), 248-259.

Zhong, Chen-Bo, and Geoffrey J. Leonardelli (2008), “Cold 
and Lonely: Does Social Exclusion Literally Feel Cold?,” 
Psychological Science, 19(9), 838-842.

Złotowski, Jakub, Kumar Yogeeswaran, and Christoph Bartneck 
(2017), “Can We Control It? Autonomous Robots Threaten 
Human Identity, Uniqueness, Safety, and Resources,” 
International Journal of Human-Computer Studies, 
100(April), 48–54.



842 
Advances in Consumer Research

Volume 48, ©2020

The Promise and Perils of Networks and Crowds:  
New Perspectives on Collective Consumer Beliefs

Need Chairs

Paper  #1: The Limits of Collective Intelligence: Group 
Dynamics of Binary Choice and Belief Formation

Joshua Becker, Northwestern University, USA
Douglas Guilbeault, University of Pennsylvania, USA
Ned Smith, Northwestern University, USA

Paper  #2: The Statistical Self-Fulfilling Selection Fallacy: When 
Markets Inadvertently Reinforce False Beliefs

Yeonjeong Kim, Massachusetts Institute of Technology, USA
Christopher Olivola, Carnegie Mellon University, USA

Paper  #3: In Groups (vs . Markets) We Trust: Relying on Groups 
or Information Markets to Aggregate Knowledge

Boris Maciejovsky, University of California Riverside, USA
David Budescu, Fordham University, USA

Paper  #4: Peer-Predicted-Preference Conjoint Analysis: 
Tapping Into Consumers’ Knowledge of their Peers’ Preferences 
to Improve Market Share Estimates

Sonja Radas, The Institute of Economics, Zagreb, Republic of 
Croatia
Drazen Prelec, Massachusetts Institute of Technology, USA

SESSION OVERVIEW
Consumer behavior, and marketing more generally, is increas-

ingly driven by collective beliefs regarding the popularity of brands, 
the quality of products, etc. The growing availability of product re-
views and rapid dissemination of opinions about brands via social 
media have created more opportunities than ever before, for both 
consumers and marketers, to aggregate information about products 
and brands. Whereas recent research has emphasized the benefits of 
trusting aggregate opinions (the ‘wisdom of crowds’), this session 
provides a more nuanced perspective on collective beliefs, by also 
showcasing their limitations. The four papers in this session reveal 
novel insights into the strengths and weaknesses of collective beliefs, 
while addressing important questions: How are erroneous beliefs 
formed and why are they maintained? When are collective beliefs 
more (vs. less) accurate? How can we leverage consumers’ social 
networks to improve predictions? 

The first two papers examine how consumer social networks 
and market selection processes can bias consumer beliefs.

The authors of Paper #1 demonstrate an important limitation of 
social belief aggregation (e.g., the revision of beliefs through word-
of-mouth information transmission). In particular, they show that, 
whereas social (e.g., word-of-mouth) information transmission can 
improve the accuracy of beliefs regarding continuous numerical val-
ues (“how long will this product last?”), it often fails to improve 
beliefs regarding binary choice decisions (“should I purchase?”).

The authors of Paper #2 identify an important, yet previously 
unrecognized, marketplace source of erroneous belief maintenance 
and propagation: the statistical self-fulfilling selection fallacy. They 
show how multi-stage market selection processes (e.g., the decisions 
to first purchase, and later return, a product) that are inadvertently bi-
ased by erroneous beliefs can produce evidence that seems to support 
those beliefs, thereby reinforcing them. Critically, this fallacy occurs 
even without motivations to maintain those beliefs.

The next two papers consider the relative benefits of relying 
on groups (vs. markets) and social networks to improve predictions.

The authors of Paper #3 compare the ability of groups versus 
information markets to aggregate information effectively. They show 
that groups outperform markets in the absence of conflicts of interest, 
whereas markets outperform groups when conflicts of interest are 
present. Moreover, they show that people do not anticipate these re-
sults and generally trust groups more than markets, unless they have 
acquired experience with information markets.

The authors of Paper #4 propose a new variant of conjoint anal-
ysis: Instead of eliciting consumers’ personal choices and preferenc-
es, it asks them to predict those of their peers. They show that such 
peer-choice conjoint analyses, which tap into consumers’ knowledge 
of their peers, produce more precise market share estimates.

In sum, the papers in this session offer important, novel in-
sights, from multiple perspectives, regarding the promise, but also 
perils, of relying on social information transmission and collective 
beliefs. This session will appeal to researchers interested in better 
understanding how consumers converge in their beliefs (e.g., regard-
ing products and brands), the extent to which these collective beliefs 
should (not) be trusted, and how best to utilize social beliefs.

The Limits of Collective Intelligence 
Group Dynamics of Binary Choice and Belief Formation

EXTENDED ABSTRACT

Introduction
Consumer behavior is driven by factual beliefs. For example, 

food choices are driven by both true and false information relating 
certain foods to health benefits, and other foods to health risks. Relat-
edly, consumer’s beliefs about the potential environmental impacts 
of their behavior can also drive purchasing decisions (Van de Velde 
et al. 2009). As a result, understanding the factors that determine be-
liefs in a population—and particularly belief accuracy—is critical to 
understanding consumer behavior. The study of belief accuracy is 
a central area of research on collective intelligence. Although con-
sumer beliefs are heavily shaped by the beliefs of peers in social 
networks (Katz and Lazarsfeld 1955), which puts populations at the 
risk of effects such as herding and groupthink (Surowiecki 2004), re-
search on collective intelligence has also found that social influence 
processes can reliably improve belief accuracy under a wide range of 
conditions (Becker et al. 2017). However, this research has largely 
studied beliefs as continuous numeric estimates while individual be-
havioral decisions are often driven by binary choice estimates. We 
investigate whether the potential benefits of collective intelligence, 
i.e. social information processing, extend to binary choice behav-
iors. We show both theoretically and empirically that the same exact 
processes which improve belief accuracy for numeric estimates can 
reduce belief accuracy for binary choices. Remarkably, we find that 
a group can, in a single conversation, simultaneously improve their 
numeric estimate accuracy even as their binary choice decision based 
on that belief becomes less accurate. 

Theoretical Results
We study two agent-based models of social exchange in which 

subjects begin with independent beliefs and then repeatedly revise 
their beliefs after learning the beliefs of peers in a social network. 
In the first model (“binary-binary”) subjects form binary-choice es-
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timates and can observe each other’s binary-choice estimates. Prop-
osition 1 shows that under very general assumptions, the majority 
belief will grow over time—regardless of accuracy. 

In the second model (“binary-continuous”) subjects form con-
tinuous numeric estimates and can observe each other’s continuous 
numeric estimates. Our model is identical to the model used in prior 
empirical (Becker et al. 2017; 2019) and theoretical (Becker et al. 
2017; Golub and Jackson 2010) research on collective intelligence, 
i.e. the model studied by DeGroot (1974). Here, however, agents are 
expected to convert their final numeric estimate to a binary choice 
via a threshold model. E.g., suppose an agent only wants to buy a 
product that will last at least 5 years before needing to be repaired 
or replaced; they will first form a numeric estimate (“how long will 
this product last?”) and then make a binary choice estimate (“will it 
last 5 years?”). Proposition 2 shows that changes in resulting binary 
choice decisions are decoupled from changes in individual beliefs 
as measured by averages. This decoupling means that even if the 
average estimate becomes more accurate, binary choice decisions 
can still become less accurate—i.e., the number of people making 
the ‘correct’ choice can decrease. We demonstrate theoretically the 
conditions under which this seemingly paradoxical result can occur, 
finding that these conditions are consistent with typical properties 
of empirical data. A scenario in which a numeric estimate becomes 
more accurate and a vote becomes less accurate. Suppose people are 
estimating the return on an investment, and will choose to purchase 
if the return is greater than 10%, but the (unknown) true return is ac-
tually below 10%. Each point represents the final belief, showing the 
trajectory from the initial belief. Although the mean belief becomes 
more accurate, the number of people with the correct vote (i.e. on the 
correct side of the threshold) decreases.

Empirical Support
Study 1 presents a pre-registered virtual lab experiment in 

which subjects are asked to make a binary-choice estimate (e.g., “do 
more than 50% of people think technology is improving our lives?”) 
before and after observing each other’s binary choice estimates. We 
conducted 45 independent trials (15 trials each for 5 unique ques-
tions) in which each trial contained 20 subjects answering and re-
acting to each other in real time, for a total of 900 unique subjects. 
Study 2 re-analyzes data from similar, previously published experi-
ments in which subjects formed and reacted to continuous numeric 
estimates. We analyze the change in their responses after subjects 
react to each other, and compare the change in the collective intel-
ligence (average estimate) accuracy with changes in decisions along 
hypothetical over/under thresholds. Both Study 1 and Study 2 sup-
port our theoretical predictions.

Discussion
We investigated the effects of social exchange on belief forma-

tion in order to examine whether prior laboratory results on collec-
tive intelligence will be robust to the kind of decision-making that is 
more likely to determine consumers’ behavior. Our theoretical and 
empirical methods followed the same model and principles as prior 
research, and yet showed that instead of reliably improving belief 
accuracy, social information is likely to just amplify initial majori-
ties—regardless of accuracy. Our results offer two important con-
tributions to the understanding of consumer decision-making. First, 
our findings place an important boundary condition on collective 
intelligence theory, showing that results for continuous numeric esti-
mates generally do not apply to binary choice decisions. Second, our 
model and analysis highlights important concerns for how to mea-
sure beliefs in a population, showing how different methods of mea-

suring consumer beliefs could yield fundamentally different pictures 
of apparent opinion change. 

The Statistical Self-Fulfilling Selection Fallacy When 
Markets Inadvertently Reinforce False Beliefs

EXTENDED ABSTRACT
People have a surprising capacity to maintain, and even rein-

force, erroneous beliefs concerning the nature of relationships be-
tween variables (e.g., Gilovich 1991; Gilovich, Griffin, and Kahn-
eman 2002). In particular, they often overestimate the ability of 
certain variables to predict outcomes of interest. For example, con-
sumers may overestimate the extent to which brand prestige predicts 
product quality, or overrate the success of particular social strategies 
(e.g., witness the plethora of widely-shared beliefs concerning pre-
dictors of dating success), and market researchers may over-ascribe 
certain qualities and behaviors to particular segments of the con-
sumer population. Surprisingly, many erroneous beliefs manage to 
propagate among even well intentioned consumers –i.e., absent any 
longstanding, ego-boosting motives to hold such beliefs. Given the 
robustness, prevalence, and widespread impact of such beliefs, an 
important goal for researchers should be to not only understand their 
origins, but also to elucidate the processes that allow them to survive, 
to spread, and (in some cases) to grow stronger over time.

We contribute to this important question by providing a novel 
explanation for the survival, spread, and strengthening of errone-
ous beliefs concerning the predictive validity of variables. Specifi-
cally, we identify a previously overlooked market mechanism –the 
statistical self-fulfilling selection fallacy (or ‘triple-S fallacy’)– that 
inadvertently produces evidence that appears to confirm an initially 
hypothesized relationship between two variables (e.g., prestige and 
quality), or even, in some cases, to inflate it. Critically, this mecha-
nism is separate from (and occurs independently of) previously rec-
ognized sources of biased belief maintenance, such as rich-get-richer 
dynamics (the ‘Matthew effect’), the classic self-fulfilling prophecy, 
and motivated reasoning (e.g., confirmation biases); indeed, the 
triple-S fallacy operates even in the absence of these other biasing 
pressures.

Using a combination of simulations and analyses of actual data, 
we demonstrate that the triple-S fallacy can easily occur in market-
place with multi-stage selection processes --a fairly common, and 
broad, set of contexts in which ‘candidates’ (e.g., potential product 
purchases, job applicants, financial stock picks, etc.) are initially se-
lected based on indirect and incomplete information, and later either 
‘retained’ or ‘let-go’ after more direct evidence concerning the out-
come of interest (e.g., quality, performance, value, etc.) is observed. 
Decisions to purchase and return products, for example, exemplify 
a multi-stage selection process: products are first purchased (i.e., se-
lected) by consumers based on assumed indicators of their quality 
(e.g., brand prestige, price, etc.), and they are later either kept (i.e., 
‘retained’) or returned (i.e., ‘let-go’) by those same consumers, de-
pending on their observed quality over a trial period (e.g., a product’s 
warranty period). 

We show that a multi-stage selection process (e.g., first deciding 
whether to purchase a product, then later deciding whether to return 
it) that is initially biased by erroneous beliefs (e.g., overestimating 
how strongly brand prestige predicts product quality) will produce 
evidence that seems to support those initial beliefs, even when ev-
eryone is genuinely motivated to hold accurate beliefs concerning 
the best predictors of the outcome of interest (e.g., product quality). 
As a result, these beliefs end-up being reinforced, leading to even 
greater reliance on relatively weak, invalid, or even negative predic-
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tors, which produces further deceptively supportive evidence, and 
so on. The triple-S fallacy thus creates a self-reinforcing cycle that 
helps erroneous beliefs propagate and strengthen over time. 

We also show that the triple-S fallacy can produce four types 
of errors concerning the assumed relationship between variables: 
Depending on the situation, it can lead people to: (i) greatly overes-
timate the strength of a weak relationship (effect size inflation), (ii) 
perceive a relationship where none exists (false positive), (iii) fail to 
see a negative relationship (miss), or even (iv) perceive a negative 
relationship as being positive (sign-reversal). Moreover, the eviden-
tiary distortion produced by the triple-S fallacy can be substantial: 
our simulations show that uncorrelated variables (rtrue = 0) can appear 
strongly correlated (robserved >> 0), while negatively correlated vari-
ables (rtrue < 0) can appear positively correlated (robserved > 0). Interest-
ingly, however, the triple-S fallacy mainly works in one direction: to 
inflate observed correlations. By contrast, it does little to suppress 
(“deflate”) the observation of an existing relationship that nobody 
initially believes in.

We also show that the triple-S fallacy is robust to various as-
sumptions regarding the nature of the selection process (e.g., wheth-
er selection categories are discrete or continuous), the characteris-
tics of the variables of interest (e.g., whether they follow normal or 
uniform distributions), and the relationships between these variables 
(e.g., whether they are negatively or positively correlated).

We conclude by discussing strategies that consumers and mar-
keters can adopt to mitigate the distorting influence of the triple-S 
fallacy. 

In Groups (vs . Markets) We Trust Relying on Groups or 
Information Markets to Aggregate Knowledge

EXTENDED ABSTRACT
Organizations rely on internal forecasts to guide strategic plan-

ning decisions and manage day-to-day operations. Often this process 
of pooling and aggregating information involves the use of teams 
and committees, particularly for complex and difficult tasks (Salas, 
Cooke, and Rosen 2008). Recently, many organizations, like Ford, 
Google (Cowgill and Zitzewitz 2015), Hewlett-Packard (Gillen, 
Plott, and Shum 2013), and Nokia (Hankins and Lee 2011), started 
using information markets as an alternative to traditional teams and 
committees. 

The two institutions – groups and markets – differ in many im-
portant ways. First, the setting is markedly different. Ad-hoc groups 
(but also teams and committees) typically operate in face-to-face 
settings with unregulated communication patterns, whereas markets 
are highly structured and are usually implemented electronically on 
network computers. Equally important, the participants’ motiva-
tions can vary: The implicit assumption for group decision-making 
is that members have aligned incentives, implying shared goals and 
cooperation. Markets, on the other hand, are competitive and allow 
for conflicting goals. Thus, traders may wish to withhold private in-
formation that they believe would benefit them during trading. De-
spite the surging interest in groups and markets, surprisingly little is 
known about the conditions under which they perform well and the 
circumstances under which one outperforms the other. 

Following a systematic replicate-and-extend strategy, we pres-
ent the results of three experimental studies that demonstrate that 
people trust groups more than markets to pool and aggregate infor-
mation effectively, even when their performance is inferior. In Study 
1, N=450 participants were assigned to groups of three, which, in 
turn, were assigned to one of six between-subjects conditions. We 

crossed the two types of institutions (groups or markets) and the 
presence and strength of explicit manipulation inducing conflicts of 
interest (no manipulation, weak or strong).

All groups were asked to choose the best of three applicants 
(labeled A, B, C) for a managerial position. They were given infor-
mation about five characteristics of the three applicants and were 
told that all characteristics carry equal weight in the evaluation. Can-
didate B was objectively the best; Candidate A was the second best 
applicant and C was the weakest applicant. However, each partici-
pant only received information about three of the five relevant char-
acteristics of each applicant.

During the interactive stage, group members discussed the 
candidates, and market participants traded shares corresponding to 
the candidates. In the weak (strong) manipulation condition, one 
(all three) participant(s) was (were) promised side payments if she 
(they) could affect the group vote to go for A and C, respectively. 
This information was private. After the interaction, participants 
privately picked their preferred candidate. If the majority of their 
group/market (2 or more participants) voted for the best candidate 
(B), everyone received £4 plus the show-up fee of £5. Otherwise 
they just received the show-up fee. In the manipulation conditions, 
the participants who were successful in having Candidate A or C 
elected received £5 plus the show-up fee. Afterwards, participants 
were asked on a 7-point Likert scale how much trust they had that 
the group/market accurately aggregated the available information.

For each group/market we calculated the proportion of (post 
group or market interaction) votes for the best candidate, B. An 
ANOVA using the votes for applicant B as the dependent variable 
and institution (groups, markets) and manipulation (control, weak, 
strong) as between-subjects factors showed a significant main effect 
for manipulation (F(4, 140)=11.25, p<.001) and a significant interac-
tion between institution and manipulation (F(4, 140)=3.56, p=.005). 
The interaction suggests that groups outperformed markets in the 
absence of manipulations, whereas markets outperformed groups in 
the presence of manipulations. However, people generally trusted 
groups more than markets (F(1, 440)=27.33, p<.001; Mgroup=3.52 vs. 
Mmarket=3.00). 

In Study 2 we sought to generalize these findings and to bet-
ter understand people’s higher trust in groups. Two hundred and 
twenty-four participants were randomly assigned to one of eight be-
tween-subjects conditions with the factors interaction setting (group/
market), conflicts of interest (yes/no), and task (hidden profiles/pre-
diction). In all settings participants watched a video of either a group 
or a market interaction and were asked to indicate how much trust 
they had that they would aggregate information accurately. Specifi-
cally, we asked participants to evaluate groups and markets on eight 
attributes: transparency, benevolence, efficiency, familiarity, fair-
ness, integrity, predictability, and how natural they perceived them. 
All items were answered on 7-point Likert scales.

The responses to the 8 attributes were highly correlated, sug-
gesting the existence of a general trust factor. Hence, we comput-
ed a composite measure of trust by averaging the 8 items for each 
participant and used it as the dependent variable in a 2 (interaction 
setting: group vs. market) x 2 (conflicts of interest: yes vs. no) x 2 
(task: hidden profiles vs. prediction) between-subjects ANOVA. The 
results indicate a significant main effect for interaction setting (F(1, 
216)=51.14, p<.001, η2=.19), confirming that people trust groups 
more than markets (Mgroup=4.95, SDgroup=0.83, Mmarket=4.03, SDmar-

ket=1.10).
In Study 3, we recruited 358 volunteers from the Good Judg-

ment Open Forecasting project (https://www.gjopen.com/) to in-
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vestigate how prior experience affects peoples’ trust in groups and 
markets. The participants watched videos of group and market inter-
actions and were asked which institution they would prefer, when as-
sessing job candidates. We analyzed the choices of those participants 
who previously took part in the Good Judgment Forecasting Tour-
nament as part of singular settings only (as individuals, in teams, 
in markets). Their responses differed significantly across the three 
groups (χ2(2)=10.83, p=.004). Whereas participants who took part in 
the forecasting tournament as individuals or as part of teams gener-
ally preferred committees over markets, those participants who took 
part in markets expressed the opposite preference.

The results of the three studies indicate that people generally 
trust groups more than markets, even though under conflicts of inter-
est markets outperform groups. Prior experience with markets can 
reverse this pattern.

Peer-Predicted-Preference Conjoint Analysis Tapping 
Into Consumers’ Knowledge of their Peers’ Preferences 

to Improve Market Share Estimates

EXTENDED ABSTRACT
Typically, market research—including traditional conjoint anal-

ysis—begins by asking potential customers for their personal pref-
erences and intentions, and then projects this sample of responses 
to the entire market. In this paper, we propose a different approach 
to conjoint analysis: rather than asking consumers about their own 
likely choices, we instead ask them about the choices that (they pre-
dict) others will make, thus utilizing consumers’ knowledge about 
their social peers. More specifically, we ask respondents to predict 
the percentage of other respondents who will select each option in 
the choice set. We refer to these judgments as “peer-predictions.” 
Recent research found that people are quite good at predicting oth-
ers’ future choices on the basis of the latter’s observed past choices 
(Velez et al. 2016). 

Some prior studies have considered the role of others’ prefer-
ences in consumer decision-making. For example, Kim et al. (2014) 
proposed a “group-sourced mechanism” which mimics real-world 
contexts where the external influence of one’s peers shapes consum-
ers’ choices. Narayan et al. (2011) also examined peer influence, and 
found that being exposed to peers’ choices prompted consumers to 
update their preferences in a Bayesian manner. Although these papers 
considered the influence of peer choices, they nonetheless still esti-
mated preferences on the basis of consumers’ own/personal choices. 
One rare exception is a study by Dahan et al. (2011), who examined a 
market mechanism in which consumers traded concepts on the basis 
of their perception of others’ preferences, to evaluate new product 
concepts. However, Dahan et al.’s method is distinct from conjoint 
analysis. No prior studies, to our knowledge, have considered using 
predictions about others’ preferences in conjoint analysis. In the cur-
rent research, we depart from traditional conjoint analysis by replac-
ing consumers’ own/personal choices with their perceptions of their 
peers’ choices, as the inputs into conjoint analysis.

 We begin by introducing a model that modifies the standard 
conjoint analysis approach: rather than considering a consumer’s 
own preferences as inputs, it instead utilizes that consumer’s “peer-
predicted choice options” —i.e., the alternatives that the consumer 
believes will be chosen by the majority of his/her peers. The model 
predicts that using these peer-predicted choices should improve pref-
erence share predictions, relative to predictions based on personal 
choices. 

The theoretical foundation for our model extrapolates the rea-
soning of Rothschild and Wolfers (2013), who assumed that peer-

predictions result from respondents’ internal (i.e., mental) polling 
of their social circle. A personal choice can thus be interpreted as 
a “degenerate” internal poll based on a “circle of one.” We follow 
this interpretation and adapt it to the binary choice conjoint model, 
while allowing for possible interdependencies among social circle 
members. An important implication of our model is that larger social 
circles will lead to smaller errors in the estimation of utilities. 

We conducted four experiments (N = 402) to test our models’ 
prediction that conjoint analyses based on peer-predicted choices 
(vs. own-choices) will more accurately predict preference shares. 
All of our experiments were performed with online panels, each 
with a different set of subjects. In each experiment, we compared 
the traditional own-choice-based conjoint analysis with our new 
peer-predicted-choice approach. Specifically, we evaluated each 
approach’s out-of-sample choice-share predictions. In Experiments 
1-3 we use holdout sets, where part-worths estimated from the own-
choice and peer-choice models are utilized to calculate the predicted 
overall share of an alterative, and those estimates are then compared 
with the actual share of choices for that alternative. In Experiment 4, 
instead of holdout sets, we used a validation sample that consisted of 
a completely different sample of participants. 

In line with the predictions of our model, we found that the 
peer-choice conjoint analysis approach achieved significantly higher 
predictive accuracy than the traditional (own-choice) conjoint analy-
sis approach. Specifically, the average error of the peer-choice model 
was significantly lower than that of the own-choice model, both in 
Experiments 1-3 (pooled-error Wilcoxon signed t-test: p = .0061) 
and Experiment 4 (Wilcoxon signed t-test: p = .0004). The errors 
of the peer-choice model (vertical / y-axis) against the errors of the 
own-choice model (horizontal / x-axis), in Experiments 1-3 and Ex-
periment 4, respectively. The prediction errors of the own-choice 
model tend to be larger than those of the peer-choice model for most 
goods being evaluated (i.e., most data points are on the own-choice 
side of the line representing equality of errors). 

We also show that the accuracy of our peer-choice approach is 
moderated by the level of choice dependence within respondents’ 
social circles. In particular, information increases as social circle 
members become mutually more independent, so that smaller in-
dependent circles can impart as much information as larger circles 
in which members’ choices are more dependent (i.e., more interre-
lated). Consequently, our model performs best in situations where 
social circles are large and diverse. Thus, future research should 
investigate if the accuracy of our peer-choice conjoint analysis ap-
proach can be further improved by screening for respondents who 
have large and diverse social circles.

Finally, we want to stress that, although we compared peer-only 
with own-only choices in these studies, our peer-choice method can, 
in fact, be combined with a traditional (i.e., own-choice) conjoint 
analysis approach to produce even more accurate estimates of prod-
uct preference shares. That is, we do not preclude the use of personal 
choice questions in conjoint analysis, but rather advocate for the ad-
dition of peer-choice questions, as doing so will yield more precise 
overall product preference share predictions while preserving the 
power of traditional conjoint analysis.
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SESSION OVERVIEW
With people, there is always more than what meets the eye. Se-

crets and hidden information are simply part of human life. However, 
perhaps due to the difficulty of studying what people wish to keep 
hidden, research on secrets is scarce and generally treats secrets as 
a stigmatized, negative concept (Slepian, Chun, and Mason 2017), 
with few exceptions (e.g., Rodas and John 2020). 

The three papers in this session seek to allow the audience—
consumers and managers alike—to develop a more perceptive un-
derstanding of what motivates people to hide or reveal information, 
and of the unexpected means that offer them a sense of privacy. It 
also seeks to further destigmatize the concept of secrets and hidden 
information by discussing the positive interpersonal consequences as 
well as the marketing impact of secret or pseudo-secret consumption.

The first paper (Brick, Gullo, and Fitzsimons) starts off the 
session by investigating whether keeping consumer behaviors a se-
cret from one’s partner can have positive outcomes for the relation-
ship. Specifically, this paper investigates whether guilt from keeping 
consumption behaviors hidden can lead to increased pro-relationship 
spending. Across three studies, the authors find evidence to sup-
port this prediction and, using dyadic data from both members of a 
couple, find that greater pro-relationship spending leads to greater 
satisfaction with that spending on the part of the partner. 

The second paper (Kim, Liu, and Min) follows by identifying 
one reason people may hide certain information from close others 
(i.e., friends). Five studies show that, although people normally 
prefer to self-disclose to friends over strangers, they dampen this 
tendency when disclosing their personal insecurities. The authors 
demonstrate that people may be less forthcoming with friends for 
insecurity-disclosure (vs. other disclosures) due to beliefs that they 
will be more likely to encounter painful reminders of disclosed con-
tents (i.e., personal insecurities) if disclosed to friends than strangers. 

The third paper then pivots to examining the implications of 
secrets on marketing. Specifically, the third paper (Goor, Keinan, Ha-
levy, and Norton) concludes the session by demonstrating consum-
ers’ favorable reactions to “pseudo-secret” products, such as secret 
menus and “speakeasy” venues. Across six studies, the authors find 

that consumption of such “pseudo-secret” products increases con-
sumers’ WOM and actual purchases compared to non-secret prod-
ucts, due to pseudo-secret products’ capacity to enhance consumers’ 
perception that they are the hub of the information wheel amongst 
their peers. 

To sum, across three papers in advanced stages (14 studies), this 
session aims to appeal to both consumers and managers who seek to 
understand the process and the consequences of secrets and hidden 
nuggets of information.

Hiding and Spending: Secret Consumer Behaviors and 
Pro-Relationship Spending

EXTENDED ABSTRACT
You had an indulgent lunch, an extra drink with friends, or 

bought a pair of shoes, and didn’t tell your partner about this con-
sumption—it’s your little secret. Are these types of secrets bad for re-
lationships? Although a fair amount of research suggests that secrets 
within relationships are associated with negative consequences, in-
cluding greater guilt (Caughlin et al. 2009; Kelly and Yip 2006; Lane 
and Wegner 1995; Simmel 1950), much of this research has focused 
on emotionally-laden, traumatic, or taboo secrets and ignored the 
role of consumer behavior in relationships. In line with research that 
suggests small deceptions can improve relationship outcomes (e.g., 
white lies: Argo and Shiv 2011), we suggest that secret consumption 
may actually have positive outcomes for relationships. Specifically, 
we examine how feelings of guilt from keeping consumption as a 
secret from a romantic partner can drive pro-relationship spending. 
Guilt, a “moral” emotion, motivates people to compensate for a per-
ceived transgression (e.g., Tangney and Dearing 2003). We suggest 
that one way people might respond to guilt from secret consump-
tion is by investing more spending toward the relationship, such as 
through gifts. This spending can, in turn, make the partner more sat-
isfied.

We test these predictions across several studies. First, in Study 
1, we recruited couples at a farmer’s market to test our premise that 
people actually keep consumption secrets from their romantic part-
ners. We asked both members of couples (119 couples, 238 indi-
viduals, Mage=41 years) to describe a recent time when they kept a 
consumption secret from their partner and their partner still does not 
know about it. Indeed, 90% of participants were able to provide an 
example, suggesting that this is a common consumer phenomenon. 
Further, the majority of responses were about relatively mundane be-
havior. The next two studies test our predictions about how such con-
sumption secrets within the relationship can affect pro-relationship 
spending.

In Study 2, we manipulated secret consumption using a scenar-
io to tightly test the effects of secret consumption on pro-relationship 
spending. Specifically, 272 participants (Mage=36 years) from MTurk 
were asked to imagine that they found more money in their Ama-
zon account than they expected, and they decided to buy something 
online. Depending on randomized condition, participants were then 
asked to imagine either that they told their partner about the purchase 
(control condition) or decided not to tell their partner (secret con-
dition). Participants indicated how guilty they would feel (7-point 
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Likert scale). Next, participants were shown two new subscription 
services: one was for a “date night” subscription that they could use 
with their partner and the other was for a personal “hobby” subscrip-
tion. They were told that they would receive 15 virtual raffle tickets 
to use toward winning a $50 gift card for one of the services. The 
amount of raffle tickets put toward the date night subscription served 
as our dependent variable and measure of pro-relationship spending. 
Results revealed that people who imagined keeping a consumption 
secret from their partner put significantly more of their raffle tick-
ets toward the date box than did people who imagined telling their 
partner (p<.05). People in the secret condition reported significantly 
greater guilt than did people who imagined telling their partner about 
their purchase (p< .01), and mediation analyses revealed that guilt 
mediated the link between secret consumption and pro-relationship 
spending. 

In Study 3, we used dyadic data to examine whether greater 
guilt from real secret consumer behavior is associated with greater 
real-life pro-relationship spending, operationalized as spending on 
the partner for Valentine’s Day. In this study, we also examine the 
downstream consequences of secret consumer behaviors and pro-
relationship spending from the partner’s perspective. Each member 
of a romantic couple was recruited by an online sampling panel as 
part of a larger paid study on relationships. One hundred forty-one 
individuals successfully completed this study (Mage=53 years). Par-
ticipants were asked to recall and describe a recent time that they 
engaged in a consumption activity and intentionally did not tell their 
partner about it. They were then asked how guilty they felt for the 
consumption activity and how guilty they felt for not telling their 
partner about it (9-point Likert scales). We next asked participants 
to think about previous years, and indicate how much money, time, 
and money spent on gifts they spent on Valentine’s Day this year 
compared to previous years (1=a lot less to 7=a lot more; α=.89). 
Next, we asked participants how satisfied they were with what they 
did for their partner and how indulgent were the gifts/activities they 
gave to their partner. Finally, to assess partner satisfaction with pro-
relationship spending, we asked participants how satisfied they were 
with what their partner did for them for Valentine’s Day. Because 
this is dyadic data, we used multi-level modeling with individuals 
nested within couples (Kenny, Kashy, and Cook 2006). In line with 
the findings from study 2, greater guilt from a recent secret consump-
tion activity was significantly associated with greater Valentine’s 
Day spending (p<.05). Greater guilt from a recent secret consump-
tion activity was also significantly associated with greater indulgent 
gifts/activities (p<.05) and greater satisfaction with how Valentine’s 
Day went this year (p<.05). Using the actor-partner interdependence 
model (APIM; Kenny et al. 2006), we examined the downstream ef-
fects of secret consumer behaviors on the partner. As actors reported 
spending more on Valentine’s Day this year relative to other years, 
which was significantly related to guilt from keeping their consump-
tion activity a secret, partners reported significantly greater satisfac-
tion with how Valentine’s Day went this year (p<.01), suggesting 
additional positive downstream consequences of secret consumption 
within relationships.

Across three studies, we examine secret consumer behavior in 
relationships. We find that although keeping a consumption activity 
from one’s partner can lead to greater guilt, this guilt can have posi-
tive outcomes for the relationship, specifically in terms of greater 
pro-relationship spending. Further, using data from couples report-
ing on real behavior, we found that greater pro-relationship spending 
was associated with greater satisfaction on the part of the partner, 
highlighting additional positive downstream consequences of secret 
consumer behaviors in relationships.

Reminder Avoidance: Why People Hesitate to Disclose 
Their Insecurities to Friends

EXTENDED ABSTRACT
Many of us try to keep our personal insecurities well-buried. 

However, they still burden our minds until the burden becomes too 
large to carry alone, such that we yearn to release them. Indeed, a 
survey of 100 U.S. residents—conducted as part of this research—
reveals that of the 96 people who reported possessing personal inse-
curities, more than 70% wished they could get their insecurities off 
their chest and more than 60% wished they could disclose them to 
another person. 

But, to whom could people disclose their insecurities and hope-
fully unburden themselves of the associated psychological pain? One 
instinctive audience may be friends. Indeed, people generally turn 
more to friends than strangers to self-disclose (Chaikin and Derlega 
1974; Gaebelein 1976; Jourard and Lasakow 1958) and believe that 
if they were to disclose hardships, they would more easily receive 
help from friends than strangers (Deri, Stein, and Bohns 2019). Such 
promised support seemingly points to the possibility of people self-
disclosing their insecurities—self-aspects that likely require sup-
port—to friends more than they would for other types of disclosures.

However, Rubin (1975)’s “passing strangers” effect introduces 
an interesting alternative perspective. In his work, out-of-towners 
self-disclosed more intimately to an unacquainted research assistant 
(RA)—a stranger—than local residents. Rubin (1975) speculated 
that out-of-towners may have disclosed to the RA their intimate 
personal information they would not even share with people they 
normally encounter because they could unburden such information 
without the concern of having to face or think about this RA or the 
consequences of disclosed information again. 

We build upon this perspective and posit that there is something 
disconcerting about disclosing one’s very private personal informa-
tion, such as personal insecurities, to those one repeatedly interacts 
with (e.g., friends). That is, disclosing personal insecurities to friends 
increases the risk of being reminded of these already reminder-prone 
self-aspects. Friends may encourage the discloser to elaborate on 
the disclosed insecurities to understand, help, or speculate togeth-
er (Rose 2002) or repeatedly bring them up over the course of the 
relationship. All these interactions could escalate the risk of being 
painfully reminded of the disclosed contents. Hence, we hypothesize 
and demonstrate in five pre-registered studies that, due to the risk of 
painful reminders of disclosed contents, people dampen their usual 
tendency to turn more to friends than strangers for self-disclosure 
when disclosing personal insecurities (vs. other information).

Study 1 provided initial evidence for our effect in a 2-group 
(self-disclosure: insecurity, neutral) between-subjects design. 100 
friend-pairs (N=200) were recruited. Participants in the insecurity 
condition wrote about self-aspects that make them feel insecure. 
Those in the neutral condition wrote about their daily routine. They 
were then told that, as part of this “social interaction” study, they 
would need to read what they have written to another person and 
that they could choose between “another participant who is unac-
quainted with you” and “the friend you came with” as their disclo-
sure-audience. As hypothesized, participants disclosing their insecu-
rity (vs. neutral personal information) were significantly less likely 
to choose their own friend as their audience (insecurity:76.2% vs. 
neutral:91.6%), B=-1.22, p=.005.  

Study 2 (N=608) demonstrated that this effect does not occur 
for any negatively-valenced self-disclosure using a 2-group (self-
disclosure: personal insecurity, societal insecurity) between-subjects 
design. The personal insecurity condition was the same as in study 
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1. Participants in the societal insecurity condition wrote about some-
thing they read in the news that makes them feel insecure about so-
ciety (negative but non-personal disclosure). Participants then indi-
cated their preferred disclosure-audience (1=stranger to 7=friend). 
As expected, participants disclosing personal (vs. societal) insecuri-
ties showed significantly lessened preference for a friend as their 
audience (Mpersonal=4.92 vs. Msocietal=5.60), F(1, 606)=18.38, p<.001. 

Study 3 (N=202) conceptually replicated study 1 and provided 
initial support that the dampened friend-preference for insecurity-
disclosure occurs among those more prone to rumination (and thus 
more likely to wish to avoid disclosed-content reminders), using a 
2 (self-disclosure: insecurity, neutral) × rumination-tendency (mea-
sured) between-subjects design. Participants wrote about either their 
insecurities or neutral personal information (recent grocery-trip), 
completed the Rumination Tendency Scale (Brinker and Dozois 
2009), and indicated their disclosure-audience (1=stranger to 
7=friend). Participants disclosing their insecurity (vs. neutral per-
sonal information) were again less likely to prefer a friend as their 
audience (Minsecurity=4.53 vs. Mneutral=5.10), B = -.57, p = .06. Fur-
thermore, this effect surfaced for those highly prone to rumination: 
disclosure topic × rumination-tendency interaction, B=-.70, SE=.28, 
t=-2.51, p=.013 (Johnson-Neyman point=4.87).

Study 4 (N=404) provided further support for our account that 
anticipated risk of painful reminders of disclosed-content decreases 
one’s preference for friends over strangers as their disclosure-au-
dience via mediation. We used a 2-group (non-disclosure reason: 
insecurity-trigger, no-opportunity) between-subjects design and 
measured participants’ anticipated pain from reminders. In the inse-
curity-trigger condition, participants described a personal challenge 
they have not disclosed because it triggers insecurities; those in the 
no-opportunity condition described a personal challenge they have 
not disclosed because they did not yet have the opportunity to do so. 
Then participants indicated their disclosure-audience (1=stranger to 
7=friend) and indicated how painful reminders of their stories would 
be (2-item; r=.93). Consistent with our theory, participants pre-
ferred friends less for personal challenge-stories undisclosed due to 
insecurity-triggers (vs. no-opportunity), (Minsecurity-trigger=4.24 vs. Mno-

opportunity=5.14), F(1, 402)=15.94, p<.001. This effect was mediated by 
participants’ anticipated pain from reminders, B =-.18, SE=.07, 95% 
CI=[-.34, -.05]. 

Study 5 (N=606) provided further evidence that risk of pain-
ful disclosed-content reminders drives our effect. We used a 2-group 
(self-disclosure: insecurity, neutral) between-subjects design. The 
self-disclosure procedure was similar to study 3’s. However, the 
choice for disclosure-audience was between two equally-support-
ive friends differing in one aspect: Friend A who tends to bring up 
previously-shared stories and Friend B who does not. Participants 
disclosing insecurities (vs. neutral personal information) were more 
likely to choose Friend B, who tends not to bring up previously-
shared stories (insecurity:78.4% vs. neutral:65.7%), B=.65, p<.001.

Altogether, our results contribute to the broad consumer psy-
chology literature on how consumers manage secrets by showing 
that, when disclosing personal secrets (e.g., insecurities), they turn 
away from friends because, ironically, even their friendly helping 
gestures could remind them of the painful disclosed-content. 

Hidden in Plain Sight: Consumer Response to Pseudo-
Secrets in Marketing

EXTENDED ABSTRACT
The marketing and consumption of secret products and experi-

ences has become an emerging cultural phenomenon in retail, hos-

pitality, food and beverages, fashion and entertainment. Restaurants 
ranging from gourmet Michelin-starred to mainstream fast-food 
chains offer secret-menu items, and hidden shops and “speakeasy” 
bars have camouflaged entrances and secret passcodes. Paradoxi-
cally, many of these hidden secret items and places have become fa-
mous for being secrets, and interestingly, the majority of secret bars 
and shops are located in central public areas - hiding in plain sight. 

We label these hidden but publicly available products as “pseu-
do-secrets” and demonstrate their positive impact on word-of-mouth 
and actual purchase behavior in the marketplace. We demonstrate 
that this effect is mediated by feelings of social centrality, i.e., the 
subjective feeling of being connected to others in the network and 
feeling like information hubs, and moderated by how the informa-
tion was obtained. Additionally, we explore an important individual 
characteristic that could moderate consumers’ propensities to dis-
seminate information in the marketplace: Market Mavens (Feick and 
Price 1987).

Six field and lab studies test the pseudo-secrecy phenomenon.
Exploratory interviews (N=33) suggested that pseudo-secrets 

exist in various product categories. Respondents mentioned ex-
amples of hidden shops that were nestled in central shopping areas 
and secret-menus that were offered by big fast-food chains. They 
described recurring cues that create a sense of hidden-yet-inviting 
products and experiences, such as camouflaged entrances of shops 
which also provided their actual address and products online. Impor-
tantly, respondents noted that knowing about pseudo-secrets made 
them feel “in the know” and like insiders, portraying a phenomenon 
that is first and foremost a social enterprise. 

In a pilot study (N=177), we surveyed shoppers at the rapper 
Kendrick Lamar’s pop-up shop, located in a central area. Although 
the shop did not have a sign or any indication as to what merchandize 
it was offering, its location, opening dates, and merchandise were 
available online and on social media. Perceiving the pop-up shop as 
more secretive increased consumers’ intentions to buy branded items 
(b=.169, t=2.943, p=.004, 95% CI=[.056,.283]).

In Study 1, visitors at a university campus tour (N=2,415) re-
ceived a 15% discount coupon for the university store. Since the 
store has a small sign at the entrance, we were able to describe it 
either as a pseudo-secret (“easy to miss”) or as visible and conspicu-
ous (“hard to miss”). Overall, 4.7% of the visitors redeemed tour 
coupons. As predicted, framing the store as pseudo-secret increased 
actual purchases (redemption rate 6.3%) compared to framing it as 
well-known (4.2%; χ2=5.12, p=.024) or control condition (4.1%; 
χ2=5.93, p=.015), indicating that pseudo-secrets increased brand in-
terest.

In Study 2, different visitors (N=764) at the same university 
tour were asked to help improve future tours by expressing their 
interest in expanding the tour to focus on the university’s library. 
Describing the library’s back door as a secret small door (vs. small 
door) increased visitors’ interest in taking its photo to show their 
friends (F(1,762)=24.22, p<.001). The manipulation did not af-
fect intentions to show photos of the iconic main door to friends 
(F(1,762)=.12, p=.724), indicating that pseudo-secrets (vs. non-se-
crets) increase WOM intentions about products associated with that 
information.

Studies 3 and 4 examined the mediating role of feelings of cen-
trality. Participants used a social network heat-map to indicate how 
central they felt. 

Study 3 had four conditions. 324 adults (67.6% women; 
Mage=35.5) read about a pseudo-secret (vs. not-secret) bar. The bar 
entrance was through a back door of (vs. next to) an ice-cream shop. 
In two additional pseudo-secret conditions manipulating the source 
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of information, participants imagined that they heard about the bar 
directly from a friend (vs. overheard their friends talking). Pseudo-
secrets increased both interest in going to the bar (p’s<.001) and 
WOM likelihood (p’s<.003) compared to the non-secrets. Learning 
about the pseudo-secret bar directly from a friend further increased 
purchase intentions (p’s<.044) and WOM intentions (compared to 
non-secret p=.044). Interestingly, learning about the bar indirectly 
(overhearing) increased purchase interest (compared to non-secret, 
p<.001) but decreased WOM intentions (compared to pseudo-secret 
control, p=.042), highlighting the important role of feelings of cen-
trality. Mediation analyses (PROCESS, Model 4) showed significant 
effects on purchase interest and WOM via feelings of centrality.

Study 4 had a 2 (pseudo-secret vs. non-secret) × 2 (market-
maven) between-subjects design. 439 participants (44.4% female; 
Mage=36.6) imagined that a restaurant near them serves an unlimited 
number of a secret-menu house burger (vs. house burger) that does 
not appear (vs. appears) on the restaurant’s menu. The results re-
vealed two positive effects of pseudo-secrecy and market mavens on 
both purchase interest and WOM intentions (p’s<.001). The brand 
information × market maven interaction did not affect purchase in-
terest (p=.473). However, a negative effect on WOM (p=.001) indi-
cated that pseudo-secrets have a stronger effect among non-mavens 
who scored 5.64 or lower on the 1-to-7 market maven scale, increas-
ing their likelihood to spread WOM. A moderated mediation analysis 
revealed a significant moderating effect of market mavens on WOM 
through feelings of centrality (PROCESS, Model 7; a×b=-.0509, 
SE=.0257, 95% CI=[-.1030,-.0021]).

In addition to the practical implications of understanding how 
to design pseudo-secret brand information to generate brand engage-
ment, our research makes important theoretical contributions. First, 
it advances research on secret (i.e., private) consumption (Thomas 
and Jewell 2019) by demonstrating an opposite phenomenon – prod-
ucts that are designed to offer a secretive experience, but lend con-
sumers with a gift (i.e., seemingly exclusive knowledge) that they 
can pass on to others rather than hide it. It also contributes to re-
search on social networks (Watts and Dodds 2007) by demonstrat-
ing that consumers’ subjective experience of feeling socially central, 
rather than their objective centrality, may drive information flow in 
networks. Thus, we suggest that beyond their informational value, 
pseudo-secrets carry an important symbolic social value which can 
resolve an inherent tension between the desire for exclusive products 
and affiliations and the discomfort associated with excluding others 
(Bellezza and Keinan 2014; Legate et al. 2013). Finally, our work 
extends research on WOM behavior (Berger 2014) by highlighting 
the influence of the source of the information on WOM.
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SESSION OVERVIEW
Consumers are increasingly grappling with challenging con-

sumption-related issues that impact their health (e.g., processed and 
sugar laden foods), their environment (e.g., plastic bags), their un-
derstanding of physical tasks (e.g., autonomous products), and their 
choices in the marketplace (e.g., too many brand extensions). Build-
ing on extant literature that finds lay theories as a crucial determinant 
of real world consumer outcomes (such as obesity, McFerran and 
Mukhopadhyay 2013), the four papers in this session examine lay 
theories that shape responses to consequential issues that not only 
affect individuals, society, and policymakers, but also have clear 
implications for brand and marketing strategy. Bringing alive the 
conference theme of “Rendezvous,” this session brings together con-
sumer researchers from three continents to showcase the wisdom of 
consumers’ naive theories in providing novel insights to enduring 
and significant issues including obesity, environmental degradation, 
autonomous products, and brand extension failures. 

The first two papers focus on how their lay theories can nudge 
consumers to make better (or worse) choices for their well-being. 
Briers et al. present a unifying framework to underscore the role 
that parents’ unhealthy = tasty lay belief plays in determining their 
children’s BMI. They identify the use of extrinsic rewards as the 
psychological process that drives this relationship, while ruling out 
alternative explanations. Madan et al. uncover a novel antecedent 
to reduce consumers’ resistance to environmental taxes — their lay 
belief about the relationship between wealth and happiness. Drawing 
from hedonic adaptation theory, they identify expectations of adjust-
ment as the underlying mechanism and propose recommendations 

for policy makers to increase support for environmental taxes on 
both sides of the partisan divide.

The next two papers take the firms’ perspective to ask how lay 
theories shape consumer choice in emerging domains such as au-
tonomous products and brand extension failures. De Bellis, Johar, 
and Schweitzer find that one reason behind consumers’ lukewarm 
acceptance of highly efficient and convenient autonomous prod-
ucts is their lay theory that only effort and hard work yield desired 
outcomes. To drive consumer adoption, they recommend that firms 
should emphasize the idea that autonomous products can free up time 
for more meaningful pursuits. Applying the lens of lay theories to 
study the pervasive issue of brand extension failures, Jain et al. un-
cover that consumers’ lay theories about malleability and fixedness 
of personality predict the extent to which consumers punish the par-
ent brand when an extension failure occurs. Building on entitativity 
literature, they suggest that breaking the perception of the brand as a 
homogenous group can mitigate the risk of extension failure for the 
parent brand. 

This special session integrates several areas of interest high-
lighted in the call-for-papers (e.g., technology, identity, obesity) un-
der the umbrella of lay theories to highlight the meaningful role that 
consumers’ lay theories play in determining substantive consumer 
behavior outcomes. We hope to encourage an engaging conversation 
on the implications of consumer characteristics such as lay theories 
in influencing consumer behavior and to spark ideas for future re-
search.  

Intergenerational Effects of the Unhealthy = Taste 
Intuition on BMI: An Exploration of Food Practices and 

Outcomes

EXTENDED ABSTRACT
Childhood obesity is a critical health concern worldwide (WHO 

2018), and sets the stage for a lifelong struggle with weight and eat-
ing. The influence of parents is considered as primary, given that 
parents during early childhood act as gatekeepers and role models 
around food (McCaffree 2003). Previous research has looked at the 
influence of parents’ demographics, parents’ nutritional knowledge, 
general parenting style, and food parenting practices. This research 
investigates how parents’ beliefs about the trade-off between health-
fulness and tastiness in food (i.e., the Unhealthy = Tasty Intuition, 
“UTI”; Raghunathan, Naylor, and Hoyer 2005) affects their chil-
dren’s BMI.

Taste is generally the most important attribute in food choice 
(Glanz et al. 1998). When parents hold a strong belief that healthy 
food is not tasty, they may consider that their children need an extra 
incentive to eat food that is healthy but less tasty. Hence, higher UTI 
parents may be more inclined to offer their children an extrinsic re-
ward in exchange for eating healthfully. However, this strategy might 
backfire, as providing external rewards signals that the healthy food 
consumption is a negative experience that needs to be compensated 
(Birch et al. 1982). As a result, the use of external rewards might 
ironically reduce healthy food consumption thereby increasing BMI. 
Thus, we predict that parents’ UTI positively affects their children’s 
BMI, which is mediated by the extent to which parents use an ex-
trinsic reward to induce healthy eating and the amount of healthy 
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food consumed by their children. We tested this proposition in four 
studies. 

In study 1, 980 MTurk workers who were the main caretaker of 
a child (age 6-11) participated in the survey. Respondents indicated 
the child’s age, gender, height, weight, their child’s fruits and vegeta-
bles consumption and their likelihood to offer their child an external 
reward for eating healthy. Next, we measured respondents’ UTI with 
three items (e.g., “Things that are good for me rarely taste good”; 
Raghunathan et al. 2005), their own height and weight. Controlling 
for parents’ BMI, children’s age and gender, linear regression analy-
sis showed that the more parents believed in UTI, the higher their 
children’s BMI was (β = .86, SE = .16, t = 5.26, p < .001). Further, 
bootstrap analyses (Hayes 2013, Model 6) showed that the relation-
ship between the parent’s UTI and the child’s BMI was serially me-
diated by the use of an extrinsic reward to induce healthy eating and 
the amount of fruits and vegetables consumed by the child (a1 x d21 
x b2 indirect effect = .010, bootstrap se = .0053, bias-corrected boot-
strap CI [0.0019; 0.0225]).

Study 2 aimed to replicate the results of study 1, while control-
ling for two other important parental influences on children’s BMI: 
parent’s education and how often they exercise. Using a similar sur-
vey as in study 1 (N = 938), results reassuringly showed a positive 
effect of parents’ UTI on their child’s BMI (β = .25, SE = .13, t = 
1.99, p < .05), serially mediated by the use of external rewards, and 
the amount of healthy food consumed by the child (a1 x d21 x b2 indi-
rect effect = .0088, bootstrap se = .0056, bias-corrected bootstrap CI 
[0.0002; 0.022]).

In study 3, we aimed to find causal evidence for the link between 
consumers’ belief in the UTI and the likelihood to use external re-
wards for pushing healthier eating among children. We manipulated 
UTI by means of an article describing scientific research on healthy 
food being tasty (non-UTI) versus less tasty (UTI). A manipulation 
check with the same three UTI measures as before showed that it was 
successful (α = .89 ; UTI = 2.82 versus non-UTI = 2.44, F(1, 239) 
= 6.95; p = .009). As dependent measure, we presented respondents 
with a babysitting scenario in which the 6-year old child refused to 
eat broccoli. An open-ended question asked the respondents what 
they would do to make the child eat the broccoli. Answers were cod-
ed as providing an external reward (1) versus not (0). Results showed 
no main effect of UTI on the likelihood to choose a rewarding strat-
egy. Further exploratory analyses revealed that among respondents 
who had children of their own (i.e., parents), their rewarding strategy 
was not affected by UTI (UTI= 43.6% versus non-UTI= 51.6%), pre-
sumably because they were likely to use their pre-existing strategies 
to motivate their children (as shown in studies 1 and 2). Interestingly, 
among those respondents with no children, for whom the babysitting 
scenario presumably was more realistic, external rewards were more 
likely to be mentioned in the UTI condition (42.2%) compared to the 
non-UTI condition (21.7%; χ2 = 5.97; p = .02; overall interaction: 
β = 1.29, p = .02). 

Inspired by study 3, study 4 only included respondents who had 
no children. This study used the same manipulation (α = .87; UTI= 
2.88 versus non-UTI= 2.36; F(1, 205) = 11.06; p = .001) and baby-
sitting scenario. As dependent measure, we asked respondents how 
likely they were to offer the child an exchange in return for eating the 
broccoli. Next, we asked them to rate the likelihood of nine different 
strategies, of which four were related to providing an external reward 
(α = .72): reward and threat with food, reward and threat with non-
food, praise, scold, distraction, disguise, and making it fun. In line 
with our hypothesis, respondents in the UTI condition were margin-
ally more likely to offer an exchange (UTI= 4.81 versus non-UTI= 
4.28; F(1, 205) = 3.60; p = .06) and significantly more likely to offer 

or threaten with a reward (UTI= 3.48 versus non-UTI= 3.19; F(1, 
205) = 4.61; p = .03) than respondents in the non-UTI condition. For 
the other five strategies, we found no differences.

Overall, this research contributes to the literature on lay beliefs 
(McFerran and Mukhupadhyay 2013) and consumer socialization 
(Ward 1974; John 1999; Moore, Wilkie and Desrochers 2017). This 
integration allows us to present a unifying framework of the flow of 
influence, parents’ beliefs  parents’ actions  children’s behaviors 
 children’s outcomes, thereby sparking suggestions for potential 
interventions and future research.

It Isn’t Easy Being Green: Lay Theories of Wealth and 
Happiness Shape Support for the Environment

EXTENDED ABSTRACT
A strong majority of Americans believe that the government is 

not doing enough to protect the environment but many of them are 
unwilling to support environmentally protective policies (Newport 
2018). Many consumers may believe single use plastic is ruining 
marine life but not support a plastic bag ban (Raskin et al. 2020). For 
example, carbon emissions from transportation are a major source 
of greenhouse gases that contribute to climate change. One way to 
reduce them is to impose substantial tax on gasoline, which would 
reduce gasoline consumption. A key reason for this gap is that many 
people endorse environmentalist attitudes because it is socially de-
sirable to do so, but a large fraction do not follow through with con-
sistent actions because it is costly to do so. 

What are the psychological levers for nudging consumers to 
support such environmental consumption taxes (in short ecotaxes)?  
Certainly, the personal and societal costs due to the ecotax are rel-
evant. People’s views about the significance of these costs might 
hinge on their theory about how happiness adapts to changes in 
wealth, which in this case refers to a reduction in discretionary in-
come as a result of the ecotax. We propose that individuals differ 
sharply in their assumptions about how people’s happiness changes 
with wealth — some assuming that happiness is dependent on wealth 
(“the more you have, the happier you are”) and others assuming that 
it largely adapts (“after a certain threshold, changes in wealth do not 
bring similar changes in happiness”). 

Popular culture and scientific research provide plenty of evi-
dence for both these points of view. Many believe that wealth brings 
well-being, and if not constant joy then at least a higher baseline. As 
Francoise Sagan (Hartley 2015) put it, “Money may not buy happi-
ness, but I’d rather cry in a Jaguar than on a bus.” In a survey, 73% 
Americans forecasted that they would be happier if they had more 
money (Carroll 2006). However, the belief that happiness adapts to 
changes in wealth is also widely held. Just as pleasant smells become 
less pleasurable after continued exposure, people get used to a higher 
income—the higher wealth becomes the new normal, not a reason 
for pleasure (Frederick and Loewenstein 1999). We propose that this 
lay theory is an important antecedent of differences in support for 
ecotaxes. The more people believe that happiness adapts to wealth, 
the more likely they are to support environmental consumption taxes 
because they consider ways in which individuals and organizations 
would adjust their behavior over time in response to the tax.    

Eight studies provide converging support for these hypotheses. 
We first developed an 11-item scale to measure people’s lay theories 
about wealth and happiness. Several studies established the predic-
tive validity, convergent, discriminant, and test-retest reliability of 
the scale. 

Study 1a tested if people’s lay beliefs about wealth and happi-
ness influenced their support for close to 100% increase in gasoline 
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tax. Four hundred five American citizens on MTurk completed the 
study. In line with the hypothesis, people who believed that hap-
piness adapts to changes in wealth were more likely to support the 
policy (β = .22, t(404) = 2.048, p = .041)

Studies 1b-1d (N = 198, 199, 205) replicated the findings in 
Study 1a with a wider variety of consumption taxes such as plastic 
bag tax, a disposable cup charge, and a processed foods tax. We also 
controlled for other alternative predictors of people’s support for the 
environment and/or taxes such as environmental concern, political 
orientation, personal cost incurred due to the tax, materialism, and 
income. Consumers’ lay beliefs about wealth and happiness predict-
ed support for ecotaxes even when controlling for these constructs.

Studied 2a and 2b provided causal evidence for our hypothesis. 
Participants (N = 326, MTurk) either read an article advocating that 
happiness adapts to changes in wealth or that happiness changes with 
changes in wealth. They then indicated their willingness to support 
a multiple consumption taxes on gasoline, plastic, disposable cups, 
and processed foods. Consistent with our hypothesis, participants 
who read the adaptation article were more supportive of the con-
sumption tax (MWealthAdapt = 4.37, MWealthDependence = 4.00, t(324) = -1.99, 
p = .048). Further, the indirect effect through the perception that the 
society will adjust its consumption habits in response to the tax was 
significant [B =.32, SE =.12, 95%CI [.09,.56]). 

Study 3 provided additional evidence for adjustment as the 
underlying mechanism through mediation by moderation. Specifi-
cally, participants were told that funds generated from the tax would 
either be used to help the society adjust to a higher tax regime or 
not (e.g., an air ticket tax being used to develop the train network in 
the state versus being used to upgrade vending machines). We found 
that wealth-adaptation theorists supported the tax when the proceeds 
were used to facilitate societal adjustment (B = .71, SE = .29, t(464) 
= 2.41, p = .016), but not when they were not used to support societal 
adjustment (B = -.35, SE = .24, t(470) = -1.44, p = .15). 

Finally, Study 4 sought to provide behavioral evidence through 
an incentive compatible design. We first measured participants’ lay 
beliefs about wealth and happiness. After completing several unre-
lated tasks, participants were told that 1 out of every 100 participants 
would be getting a $10 bonus. They were then given the opportunity 
to divide this bonus between themselves and a lobbying organization 
working to get ecotaxes mentioned above implemented. We found 
that a stronger belief in wealth adaptation theory was associated with 
greater amounts pledged for the lobbying organization (B = .71, 95% 
CI [.29, 1.13], SE = .19, t(262) = 3.35, p = .001). This was signifi-
cant even after controlling for age, gender, education, income, social 
class, and political orientation.

In sum, the present research identifies a novel construct—peo-
ple’s lay theories about wealth and happiness—and shows that it in-
fluences consumers’ support for environmental taxes. We contribute 
to the science on lay theories and the antecedents of environmentally 
conscious behavior. More importantly, we contribute to the limited 
research in consumer behavior that focuses on curbing consumption. 

No Pain, No Gain: Protestant Work Ethic and the 
Adoption of Autonomous Products

EXTENDED ABSTRACT
Autonomous products have entered our everyday lives. From 

cleaning the floor to mowing the lawn, consumers are increasingly 
able to delegate manual tasks to this novel type of technology. Au-
tonomous products allow consumers to free themselves from mun-
dane chores and promise unprecedented levels of efficiency and pro-
ductivity. At the same time, anecdotal evidence suggests that even 

the completion of cumbersome tasks can be associated with satisfac-
tion and positive feelings. Do consumers account for these feelings 
and if so, do they impact the adoption of these new technologies? 

Consumer research has demonstrated that consumers experi-
ence autonomous products in ambivalent ways. Autonomous prod-
ucts are perceived as increasingly beneficial but risky (Rijsdijk and 
Hultink 2003; 2009). A recent focus has been on the role of product 
autonomy, which has been associated with consumer disempower-
ment and reduced feelings of control (André et al. 2018; Schmitt 
2019; Wertenbroch et al. 2019). Autonomous products can also chal-
lenge identity-based consumption, as they limit consumers’ ability 
to attribute the outcomes of consumption to themselves (Leung, 
Paolacci, and Puntoni 2018). Finally, completing a cumbersome task 
(e.g., a chore such as cleaning that is less central to one’s identity) is 
positively associated with meaning in life (Baumeister et al. 2013). 

According to our theorizing, the lay theory that effort and hard 
work yield desired outcomes—reflected in everyday idioms such as 
“no pain, no gain” and “nothing ventured, nothing gained”—holds 
an important key to understanding autonomous product adoption. 
This notion is ingrained in many cultures and denoted by the prot-
estant work ethic (PWE; Cheng, Mukhopadhyay, and Schrift 2017). 
We posit that consumers high in PWE should be less likely to adopt 
autonomous products, as these products go against their core belief 
that hard work is needed to be successful. Given that the PWE is 
linked to feelings of meaningfulness (Pogson et al. 2003; Schnell 
and Becker 2006), we expect that consumers high in PWE derive 
more meaning from manual tasks, which reduces their willingness to 
delegate manual tasks to autonomous products.

A series of four studies, conducted in the field, online, and in 
the lab, shows that high (vs. low) PWE is related to lower adop-
tion of autonomous products. We provide evidence for this effect by 
measuring and manipulating PWE across four autonomous product 
domains. Based on the idea that consumers’ meaning from manual 
tasks drives the effect, we derive an intervention for firms to reverse 
the effect. Specifically, consumers high in PWE tend to choose au-
tonomous over manual products when a meaningful task substitute is 
provided by highlighting that the use of autonomous products frees 
up time that can be used for more meaningful activities. 

Study 1 explores the relationship between PWE and autono-
mous product adoption at the country level. We collected aggregated 
field data on consumers’ readiness for automation (Economist Intel-
ligence Unit 2018) and their acceptance of autonomous cars (KPMG 
2018), which we correlated with consumers’ PWE (Cheng et al. 
2017) across major markets. Results showed that PWE is negatively 
associated with both readiness for automation (b = −14.53, t(19) = 
3.18, p = .005) and acceptance of autonomous cars (b = −5.49, t(16) 
= 3.18, p = .006), even when controlling for GDP per capita and 
number of motor vehicles. 

Study 2 examines the relationship between PWE and autono-
mous product adoption at the individual level. We conducted this 
study with 381 consumers from MTurk who participated in ostensi-
bly two unrelated studies. In the first part, we measured consumers’ 
PWE (Schrift et al. 2016) along with other measures. In the second 
part, consumers chose an autonomous versus manual product in ei-
ther of three domains (cooking, cleaning, or lawn mowing). Control-
ling for desire for control, meaning in life, and domain expertise, 
we found a negative relationship between PWE and the choice of an 
autonomous product (b = −.30, z = 2.07, p = .04), with the effect be-
ing mediated by consumers’ meaning from manual tasks. 

Study 3 investigates the causal relationship between PWE and 
the adoption of autonomous products. We randomly assigned 105 
consumers from MTurk to an either high or low PWE condition, 
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employing a quotes-ranking task to induce a temporary state of PWE 
(Cheng et al. 2017). Subsequently, we asked consumers to choose 
between an autonomous versus manual cleaning device. Whereas 
62.3% of consumers chose the autonomous product in the low PWE 
condition, only 42.3% did so in the high PWE condition (χ2(1, 105) 
= 4.19, p = .04). These results were robust when controlling for iden-
tity relevance of the task (Leung et al. 2019). 

Study 4 aims at reversing the previously shown effect by pro-
viding a meaningful task substitute to consumers. We conducted a 
lab study with 174 students to explore the effectiveness of this inter-
vention. Participants completed the quotes-ranking task of Study 3, 
before being randomly assigned to one of two conditions. Whereas 
the control condition entailed the same product description as in 
Study 2, the meaningful condition entailed one extra attribute in the 
autonomous product description (i.e., “allows you to spend time on 
more meaningful things”). Results showed a significant interaction 
between PWE and meaningful task substitute (b = .34, z = 2.15, p 
= .03). In the control condition, more consumers chose the autono-
mous product in the low PWE condition (52.5%) than in the high 
PWE condition (44.2%). In the meaningful condition, however, 
fewer consumers chose the autonomous product in the low PWE 
condition (38.9%) than in the high PWE condition (63.6%), provid-
ing an effective intervention for firms to increase the adoption of 
autonomous products. 

We presented a series of field and experimental studies demon-
strating that PWE seems to inhibit the adoption of autonomous prod-
ucts, because high PWE consumers place more emphasis on mean-
ing from manual tasks. In other words, consumers that place more 
emphasis on the “no pain, no gain” lay theory choose autonomous 
products less often. The findings contribute to our understanding of 
the adoption of new technologies and the psychological forces that 
govern this effect. 

Brand Extension Failure and Parent Brand Penalty: The 
Role of Implicit Theories

EXTENDED ABSTRACT
Companies routinely attempt to leverage the equity of an es-

tablished parent brand by introducing products with the same brand 
name in one or more categories (Ourusoff et al. 1992). Although re-
lying on a strong brand can sometimes be an effective strategy when 
launching new offerings (Aaker and Keller 1990), over 80% of brand 
extensions fail (e.g., Torelli and Ahluwalia 2011). Given this extraor-
dinary failure rate, it is imperative for companies to understand the 
consequences of extension failures on established brands. Although 
previous research has produced valuable insights as to whether such 
feedback effects are influenced by features of the parent brand and 
the extension, relatively less work has examined the role of consum-
er characteristics. To fill this gap, the authors of the present research 
investigate whether consumers’ implicit theory orientation, which is 
their perspective on whether personality traits are malleable versus 
fixed, influences the severity of negative feedback effects following 
an extension failure. 

Extant literature has documented that entity theorists, who be-
lieve in the fixedness of personality traits, are often less likely to 
change their existing beliefs than incremental theorists, who believe 
that personality traits are malleable (Dweck, Chiu, and Hong 1995). 
As a result of this difference, one might expect that individuals who 
endorse an entity (vs. incremental) theory orientation to be less likely 
to change parent brand evaluations after an extension failure. In con-
trast, we predict that entity (vs. incremental) theorists will be more 
punitive when they learn about an extension failure. Albeit in con-

texts unrelated to brand extensions, prior research has shown that 
individuals’ implicit theory orientation determines their reaction to 
failure (Aronson, Fried, and Good 2002). Because they believe in 
the pliability of individual characteristics, incremental theorists per-
ceive failure as representative of an opportunity to learn and improve 
(Hong et al., 1999). In contrast, entity theorists attribute failure to a 
lack of ability because as they see it, individuals cannot change and 
so, failure reflects undesirable traits and features of an individual 
(Cury et al. 2008). Therefore, entity theorists are more likely to pe-
nalize themselves and others when they learn about or encounter 
failure (Haselhuhn et al. 2010). 

Recent research has also shown that compared to incremental 
theorists, entity theorists are more likely to view social groups as 
coherent and stable units and thus perceive the group to have greater 
entitativity (Rydell et al. 2007). We expect implicit theories to exert 
similar influence on consumers’ perceptions of a brand’s entitativ-
ity levels, such that entity theorists are more likely to view prod-
ucts under the same brand name as constituting a meaningful and 
entitative group (Wheeler and Omair 2016). Following this line of 
research (e.g., McConnell et al. 1997), we posit that when a brand 
is perceived as more entitative, consumers will incorporate and inte-
grate extension failure information into their evaluation of the parent 
brand. As a result, the negative associations of a failed extension are 
more likely to be transferred to the parent brand and produce greater 
attitude change (i.e., a steeper penalty for the parent brand).  

In sum, we propose that when evaluating a parent brand, entity 
(vs. incremental) theorists will view the brand as a cohesive group 
(vs. a loose collection of products). Because of these differences in 
their perceptions and beliefs about entitativity, we further posit that 
entity theorists will be more likely to incorporate brand extension 
failure into parent brand judgments, leading them to revise their 
evaluation of the parent brand. That is, we predict that brand dilu-
tion (i.e., a negative feedback effect) is more likely for entity (vs. 
incremental) theorists, and this effect is expected to occur through 
perceived brand entitativity.

We test these predictions in a series of five studies. In study 
1A, we measured implicit theory as a dispositional trait and found 
that entity (vs. incremental) theorists penalize a real parent brand 
(i.e., Virgin) more after the failure of a brand extension (i.e., smart 
watches). An OLS regression of the six-item parent brand penalty 
measure (α = .63) on the implicit theory measure revealed that par-
ticipants’ implicit theory orientation significantly influenced their 
intention to penalize the parent brand (β = -.21, SE = .10, t(103) = 
-2.09, p = .039). In study 1B, we replicated this result using another 
real brand (General Electric) and an established manipulation of im-
plicit theory. In studies 2 and 3, we provided evidence for our follow 
model by showing that the greater parent brand penalty conferred 
by entity (vs. incremental) theorists is mediated by perceptions of a 
parent brand’s entitativity. 

In study 2, we measured participants’ implicit theory and brand 
entitativity beliefs and found that stronger entity theory orientation 
led to higher penalties for the parent brand (General Electric) after 
extension failure (β = -.25, SE = .10, t(498) = -2.42, p = .016). We 
also found that an entity (vs. incremental) theory orientation led to 
a higher perception of brand entitativity (β = -.26, SE = .05, t(498) 
= -4.77, p < .001) and that greater entitativity was associated with 
higher penalty (β = .20, SE = .08, t(498) = 2.47, p = .014). A me-
diation analysis revealed that the effect of implicit theory on parent 
brand penalty was mediated through perceived entitativity (β = -.04, 
SE = .02, 95% confidence interval [CI] = -.096, -.002). In study 3, we 
replicated this finding even though we manipulated rather than mea-
sured implicit theory and used a fictitious fashion and apparel brand 
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named Epic that had launched a failed shoe extension. In study 4, 
we extended these findings by demonstrating an asymmetry in how 
entity theorists respond to brand extension failure versus extension 
success, again using the General Electric brand. We found that while 
entity theorists penalize brands when they encounter brand extension 
failure, they do not change their parent brand evaluations when the 
extension is successful. 

This work contributes to the literature on implicit theory, brand 
extensions, and implicates perceived brand entitativity as a determi-
nant of the effects of failed extensions.
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SESSION OVERVIEW
Instead of buying readily available products off the shelf, con-

sumers frequently engage in the product creation process and cus-
tomize offerings or self-produce products. For instance, consumers 
may customize a birthday card by choosing their own colors, fonts, 
and symbols, or create the card completely from scratch. Engaging 
consumers in the product creation process has several positive con-
sequences for companies, such as more positive product evaluations 
(Bendapudi and Leone 2003), higher individual demand (Franke, 
Schreier, and Kaiser 2010) and greater willingness to pay (Norton, 
Mochon, and Ariely 2012), as well as for consumers, such as feel-
ings of competence (Dahl and Moreau 2007) and accomplishment 
(Norton et al. 2012). 

This special session is intended to deepen our knowledge on 
the consequences for consumers by focusing on two specific benefits 
of customer engagement: feeling unique and grounded. Whereas all 
four papers share the emphasis on psychological benefits, they differ 
in the specific perspective they take. The first two papers focus on 
need for uniqueness as a salient motivation to customize products 
and examine strategies that companies can utilize to boost feelings of 
uniqueness. The first paper by Burghartz et al . examines providing 
uniqueness feedback and the option to block customers’ creation as 
strategies to increase consumers’ valuation of the customized prod-
uct. Similarly, the second paper by Alarcón et al . documents that 
sharing one’s customization experience with others (e.g., in a person-
al message) increases the subjective value of the customized prod-

uct (i.e., consumers feel more proud), because sharing one’s choices 
with others provides consumers with the possibility to express their 
unique identity. 

Rather than examining drivers of consumer engagement, the re-
maining two papers discuss consequences of engaging in the product 
creation process. The third paper by Kaiser, Schreier and Janisze-
wski reveals that feelings of uniqueness prompted by customizing or 
producing one’s own product give rise to entitled behavior. This may 
have positive (such as donating more money to charity) or negative 
outcomes (such as demanding higher salaries). Relatedly, the fourth 
paper by Monnier et al .  documents that engaging in self-production 
leads to feelings of groundedness (i.e. feelings of deep connected-
ness to one’s social, historical, and physical environment). Addition-
ally, the authors explore ways in which companies can prompt vicari-
ous feelings of self-production and, in doing so, increase feelings of 
groundedness.

Taken together, the four papers in this session answer the fol-
lowing questions: What are psychological benefits of engaging 
customers in the product creation process? How can companies fa-
cilitate these benefits? Importantly, the papers utilize multi-method 
approaches, combining data from online, lab, and field studies to 
explore the robustness and generalizability of the proposed effects. 
Broadly, this session speaks to ACR’s call for sessions on the topic 
of identity by highlighting how customer engagement in the product 
creation process can allow consumers express their unique identity 
and help them feel reconnected with themselves. Thus, we believe 
that this session should not only be of interest to scholars working 
on customization and self-production, but also to those interested 
in identity-related topics, such as self-expression, uniqueness, and 
groundedness. 

You’re One in a Million: Strict Uniqueness of Mass-
Customized Products

EXTENDED ABSTRACT
In this research we investigate extensions of mass customiza-

tion (MC) systems that highlight the uniqueness of a configured 
product. It examines the behavioral consequences of informing con-
sumers that they are the first ever to have created a particular product 
configuration (strict uniqueness feedback) and in addition assuring 
that this product configuration will remain unique (strict uniqueness 
blocking).

Past research has identified preference fit (Dellaert and 
Stremersch 2005) and process-related benefits (Troye and Supphel-
len 2012) as sources of consumer value in MC systems. Our findings 
shed light on the role of product uniqueness (Franke and Schreier 
2008) as a value-generating force in MC systems. We conceptualize 
a strictly unique product as a product that is literally one of a kind—
a combination of features that exists only once. This expands our 
understanding of the construct of product uniqueness, and of how 
consumers respond to it, beyond products that are merely rare but 
not strictly unique (Lynn and Harris 1997). Whereas prior research 
focused on non-automated social feedback, our findings reveal that 
automated feedback on strict product uniqueness can be a significant 
driver of consumer value (Franke and Hader 2014).
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We propose that feedback on the strict uniqueness of a product 
(“Your product configuration has never been created before”) cre-
ates value for consumers and that being informed that the strictly 
unique product configuration was blocked (“Your configuration will 
be blocked for future customers”) creates additional value. 

Hypothesis 1a: Feedback on strict product uniqueness increases 
consumers’ valuation of their customized prod-
ucts.

Hypothesis 1b: Blocking strict product uniqueness further in-
creases consumers’ valuation of their custom-
ized products.

Moreover, this research theorizes that perceived exclusivity—
i.e., the perception that a product is not available to others—can be 
a key driver of consumers’ valuation of a product. We propose that 
strict uniqueness feedback and (to a larger extent) strict uniqueness 
blocking should trigger perceptions of exclusivity which in turn 
should create value for consumers.

Hypothesis 2: Strict uniqueness feedback and strict unique-
ness blocking increase consumers’ valuation of 
their customized products via the perception of 
greater exclusivity.

We further propose that consumers’ valuation of strict 
uniqueness is attenuated when the (large) number of possible prod-
uct configurations in MC systems is made transparent to them. By 
making the solution space of MC systems transparent to consumers 
the subjective value they attribute to their configured product likely 
decreases.

Hypothesis 3: The effect of strict uniqueness feedback and 
strict uniqueness blocking on consumers’ valu-
ation of their customized products is attenuated 
when the number of possible product configura-
tions is made transparent. 

We conducted three experiments across different samples and 
product domains. We also employed different study designs and 
types of dependent variables to test our hypotheses. Experiment 1 
examines whether strict uniqueness feedback has a positive effect 
on the subjective value that consumers attribute to customized cereal 
in a field setting (measured as conversion rate; H1a). Analyzing the 
conversion rates across conditions indicates that uniqueness feed-
back on the customized product creates value for customers. Specifi-
cally, we found a significant difference in conversion rates between 
the uniqueness feedback and the no feedback condition of 2.24% 
(χ2(1, 33,001) = 16.50, p < .001). This increase in conversion ap-
proximates to €1,145,601 in additional yearly revenue for the cereal 
producer.

Experiment 2 examines whether strict uniqueness blocking, 
in addition to strict uniqueness feedback, can drive the subjective 
value consumers attribute to their customized sunglasses (measured 
as WTP; H1b). Further, it tests whether the additional value consum-
ers attribute to their configured product is mediated by perceived 
exclusivity (H2). The findings indicate that both uniqueness feed-
back and uniqueness blocking significantly increased WTP using 
a between-subject design with non-uniqueness feedback as a third 
treatment condition. A one-way ANCOVA, with strict uniqueness as 
factor, WTP as dependent variable, and brand attitude, status con-
sumption, age, gender, and income as covariates showed a signifi-

cant effect of strict uniqueness on WTP. We found a significant effect 
of strict uniqueness on WTP (Munique_blocking = US$50.02, Munique_feed-

back = US$43.94, Mnonunique_feedback = US$35.47; F(2, 169) = 10.46, p 
< .001). Planned contrasts showed a significant difference in WTP 
between the non-uniqueness and uniqueness feedback (p=.024) and 
the uniqueness feedback and blocking condition (p=.002).

The results also demonstrate that the effect of uniqueness feed-
back and uniqueness blocking on WTP is mediated by perceived 
exclusivity. We conducted two mediation analyses with a categori-
cal predictor (PROCESS Model 4; Hayes 2013). The results show 
that uniqueness feedback, blocking and non-uniqueness feedback 
indirectly influence WTP through perceived exclusivity. The effect 
between uniqueness feedback and non-uniqueness feedback and be-
tween uniqueness feedback and blocking on WTP is positive and 
significant (a = 1.86, p < .001; a = 1.05, p < .001); in support of the 
indirect effect (ab < .001), the bias-corrected 95% confidence inter-
val based on 1,000 boot-strapped samples (marginally) excludes 0 
([.08, .34]; [-.00, .19]. 

Experiment 3 examines whether making the (large) number of 
sneaker configuration possibilities transparent to consumers attenu-
ates the effect of uniqueness feedback and uniqueness blocking on 
consumers’ product valuation (H3). The findings demonstrate that 
the effect of uniqueness feedback and uniqueness blocking on WTP 
is moderated by solution space transparency. A one-way mixed de-
sign ANCOVA with solution space transparency as between-subjects 
factor, strict uniqueness as within-subject factor, WTP as dependent 
variable, and brand attitude, status consumption, age, gender, and 
income as covariates showed a significant interaction between so-
lution space transparency and strict uniqueness (Mnontransparent&no_feed-

back = €78.94, Mtransparent&o_feedback = €81.82, Mnontransparent&unique_feedback = 
€86.90, Mtransparent&unique_feedback = €89.13, Mnontransparent&blocking = €100.02, 
Mtransparent&blocking = €96.73; F(2, 926) = 4.62, p = .010). While planned 
contrasts showed significant effects in the non-transparent (p=.005, 
p<.001), they showed non-significant effects in the transparent con-
ditions (p=.11, p=.14).

The reported findings have important practical implications in 
that they identify an inexpensive way for firms to create consumer 
value by capitalizing on the fact that MC systems naturally promote 
consumers’ creation of products that are strictly unique. It appears 
to be a promising and easy-to-implement way to enhance the value 
consumers obtain from configuring products.

When I Share, I Feel Unique: Sharing one’s 
Customization Experience Increases Feelings of Pride

EXTENDED ABSTRACT
Nowadays, product customization is omnipresent. Enabled by 

technological advances, companies (e.g., Nike, Nissan, Gucci) re-
cently began to explicitly encourage customers to share their cus-
tomization experience with others. For instance, Ralph Lauren offers 
customers the possibility to share their customization experience 
with friends via email immediately after they completed the custom-
ization process. Prompting customers to share their experience is 
uniquely suited to customization processes because consumers feel 
proud of their creations (Franke et al. 2010; Gandhi et al. 2014).

We explore whether the mere act of sharing one’s customiza-
tion experience with others can boost affective reactions (i.e., pride) 
toward the customized product. When engaging in product custom-
ization, customers typically make choices that allow them to express 
their unique identity (D’Angelo et al. 2019; Ratner and Kahn 2002). 
We argue that sharing these choices with others (e.g., in a personal 
message) provides customers with the possibility to express their 
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unique identity even before they obtain the customized product. 
Since most consumers have a strong need to differentiate themselves 
from others (see Ariely and Levav 2000), being able to express one’s 
unique identity should strengthen customers’ feelings of pride to-
ward the customized product. 

One pilot study and four experiments test our predictions. For 
the pilot study, we collected data in a KitKat pop-up store that of-
fered customers the possibility to customize their own chocolate by 
completing a number of steps (base chocolate, toppings, package 
design). Once participants (n = 121) handed in their customization 
choices and before they received the chocolate, they participated in a 
brief survey. Whereas some participants first shared their customiza-
tion experience (i.e., their choices and how they felt about them; n 
= 801) and then reported how tasty they expected their chocolate to 
be (0 = not tasty at all, 10 = very tasty), other participants (n = 41) 
immediately indicated their taste perceptions. We find that sharing 
one’s customization experience increased the subjective value of the 
chocolate (M = 9.19) compared to not sharing it (M = 8.59, F(1,119) 
= 7.43, p = .007). 

Then, in study 1, participants (n = 171, prolific) customized 
a muesli by choosing a base, ingredients, a design for the muesli 
box, and adding a personalized message. Afterward half of the par-
ticipants prepared a message to a friend to share their experience by 
explaining what choices they made and how they felt while custom-
izing the muesli. The other half engaged in an unrelated word-puzzle 
task (n = 87). We measured participants’ feelings of pride toward the 
customized muesli using a two-item scale: “I am proud of my cus-
tomized muesli”, and “My customized muesli makes me feel proud” 
(0 = strongly disagree, 10 = strongly agree2). Sharing one’s custom-
ization experience increased feelings of pride (M = 7.27) compared 
to not sharing it (M = 6.39, F(1,169) = 8.29 , p = .005). In study 2 (n 
= 173, prolific), we utilized the same muesli paradigm but compared 
sharing one’s customization experience to an introspection condition 
(i.e., participants were instructed to think about their customization 
experience in private). We replicate our effect so that sharing one’s 
customization experience results in greater feelings of pride (M = 
7.57) than merely thinking about it (M = 6.78; F(1,171) = 7.23 , p = 
.008). This provides direct evidence that social sharing rather than 
simply deliberating on the customization experience prompts feel-
ings of pride. 

In studies 3 and 4, we test theoretically derived boundary condi-
tions. First, we predict that sharing one’s customization experience 
only prompts greater feelings of pride if the customization task al-
lows for expressing one’s identity but not if it is functional in nature 
(Kaiser et al. 2017). Students in the laboratory (n = 325) customized 
their own fitness tracker; participants were randomly assigned to a 
self-expressive customization task (e.g., choosing the strap color) or 
a functional task (e.g., choosing the size for the wrist brand). Af-
terward participants either shared their customization experience 
by sending a message to a friend or engaged in a word-puzzle task 
and then reported pride towards the fitness tracker. The results docu-
ment a marginally significant interaction effect (F(1,321) = 3.68 , p 
= .055). As expected, simple contrasts highlight that sharing one’s 
customization experience (M = 5.97) increases feelings of pride com-
pared to not sharing it (M = 5.12; F(1,321) = 5.17 , p = .024) for the 
self-expressive customization. However, consumers who share their 
functional customization experience (M = 5.55) feel equally proud 

1 Note that some participants (N = 41) shared their experience in 
writing whereas others (N= 39) shared it orally. Since there was no 
difference between these groups, we merged the two conditions. 
2 We used the same dependent measure in all subsequent 
studies. 

than those who keep it to themselves (M = 5.69; F(1,321) = 0.16 , 
p = .69).

Study 4 tests whether the effect is pronounced for consumers 
with high need for uniqueness (NFU) but attenuated (or reversed) for 
those with low NFU. 215 females customized their own earrings by 
choosing different hoops and charms; afterward participants either 
shared their customization experience with a friend or shared an un-
related experience (i.e., their Summer holiday). Finally, everyone in-
dicated their feelings of pride and responded to the NFU measure by 
Chernev et al. 2011 (three items; e.g., “I would like to be perceived 
as different from the general population”; 0 = strongly disagree, 10 = 
strongly agree). We find a significant interaction effect (β=.37, t(211) 
= 3.27, p = .001). Sharing one’s customization experience results 
in higher feelings of pride for participants high in NFU (i.e., values 
≥ 7.99) but prompts lower feelings of pride for participants low in 
NFU (i.e., values ≤ 4.51). 

This work contributes to existing research on product custom-
ization by highlighting an easy-to-implement strategy (i.e., encour-
aging social sharing of customization experiences) that companies 
can utilize to further boost feelings of pride, which are essential pre-
dictors for repurchasing intentions (Septianto et al. 2019) and self-
brand connections (Williams et al. 2018). 

Me, me, me: Customization, Uniqueness, and Entitled 
Behavior

EXTENDED ABSTRACT
Psychological entitlement – that is, a person’s “pervasive sense 

that one deserves more and is entitled to more than others” (Camp-
bell et al. 2004, p. 31) – has become a major topic of interest to both 
the general public and scholars. Entitled individuals believe they 
are special, and they expect others to treat them this way (Zitek and 
Vincent 2014). Entitlement does not involve any reciprocity (e.g., 
“I deserve a higher salary because I performed well”), but is expe-
rienced regardless of one’s effort or performance relative to others 
(Campbell et al. 2004). 

Most research to date has studied entitlement as an individual 
differences characteristic. There is a large body of research on dif-
ferent facets of entitlement, how it is related to other traits (e.g., nar-
cissism, self-esteem, etc.), and on generational differences (Twenge 
and Campbell 2009). There is also an emerging body of research 
on behavioral consequences. For example, entitlement is associated 
with selfish choices, unethical behavior, unforgiveness, or lack of 
perspective taking (Campbell et al. 2004, Exline et al. 2004, Vincent 
and Kouchaki 2016). While most research has focused on negative 
outcomes, Zitek and Vincent (2014) are the exception. They show 
that a boost in entitlement can increase creativity, mediated by a 
higher need for uniqueness associated with entitlement.

In this paper, we focus on the less studied antecedents of entitle-
ment. In particular, we are interested in exploring causal triggers that 
lie outside the individual. To our knowledge, we are the first to dem-
onstrate that uniqueness cues that are ubiquitous in the marketplace 
(think of customized products, limited editions, or advertising claims 
that tell consumers how unique and special they are) lead to entitled 
behaviors. We report five experiments that establish the link between 
perceived uniqueness and entitled behavior. 

In study 1 (n = 280, lab, undergraduates) we introduced a cloth-
ing style quiz. After completing the quiz, participants received feed-
back that either stated that their style was “in many respects unique 
and special” or “similar to others”. Next, we measured salary de-
manded to complete a job as a known proxy for entitled behavior. 
Participants were told that they could work on an extra task in return 
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for payment. We described the task in more detail (it was about a 
blog entry), and participants were then asked to indicate the mini-
mum payment to complete the job. Their choices had real economic 
consequences. Findings show that the uniqueness feedback resulted 
in higher average salary requests (MUnique = 16.35 euro vs. MControl = 
14.28 euro, p = .01).

In study 2 (n = 182, Amazon Mechanical Turk) we used a simi-
lar quiz to manipulate uniqueness, but instead of salary request, we 
measured prosocial behavior as a proxy for entitled behavior. After 
participants received the uniqueness feedback (“your style is unique” 
vs. “similar to others”), they were told that we would randomly pick 
one participant to get a bonus payment of $ 25. Participants were 
asked to indicate how much of the bonus payment they would like 
to receive on their MTurk account, and how much they would like to 
donate to Doctors Without Borders (conditional on winning). Again, 
their choice had real economic consequences. Results show that the 
uniqueness feedback increased donations (MUnique = $ 8.89 vs. MControl 
= $ 6.01, p = .03). We argue that this is because their generosity 
served as a means to express that they are unique and special (Lee, 
Gregg, and Park 2013). 

In study 3a (n = 97, MTurk) and 3b (n = 201, MTurk), we repli-
cate the effect on donation, using two different uniqueness manipula-
tions. In study 3a, we used a writing prime. Participants were asked 
to write a short text about “what makes you unique and special” vs. 
“similar to others”. The dependent variable was the same as in study 
2. Results show that perceived uniqueness increases donations (MU-

nique = $ 8.89 vs. MControl = $ 6.01, p = .03). Study 3b was a scenario 
study in which participants learned about a uniquely designed watch. 
They were either asked to imagine wearing the watch or seeing an-
other person wearing it. Next, we assessed their intention to donate 
to Doctors Without Borders (in this study, we used intentions instead 
of real behavior). Again, in the experimental condition, donation in-
tentions were higher (MUnique = $ 6.90  vs. MControl = $ 5.44, p = .08). 

Study 4 (n = 222, lab, undergraduates) is a 2 x 2 experiment that 
employed a real customization task (self-customize vs. control). The 
second factor was whether participants donated to charity in private 
or in public. Students participated in a lip balm workshop and either 
received a self-customized product or a standard product. After an-
swering some filler questions, they were thanked for their participa-
tion and received their monetary compensation. We paid 8 euro in 
coins. Participants were invited to donate all or some of the money to 
a charity. The donation box was either placed in a cubicle (private) or 
next to the experimenter (public). Findings show that after receiving 
the self-customized product, participants donated more when the do-
nation was done in private (MUnique = 1.19 euro vs. MControl = 0.65 euro, 
p = .01), but not when they donated in public (MUnique = 1.12 euro vs. 
MControl = 1.25 euro, n.s.). In the private setting, being more generous 
served as means to express their uniqueness. In the public setting, 
this effect is attenuated due to social desirability effects. 

Taken together, five experiments show that marketplace-in-
duced feelings of uniqueness (e.g., through customization) lead to 
entitled behaviors. We also show that entitlement is not only associ-
ated with self-centered and selfish behaviors (e.g., demand higher 
salary), but that it can also lead to favorable behaviors (e.g., proso-
cial behavior). 

How Self-Production Increases Feelings of Groundedness

EXTENDED ABSTRACT
In an increasingly fast-paced, urbanized, and digitized world, 

individuals often feel uprooted from their environment. Accordingly, 
many frequently experience a need for reconnection (Asimov 2017; 

Binkley 2008; Brooks 2018; Husemann and Eckhardt 2019; Steiner 
2005). We propose and show that engaging in self-production gener-
ates feelings of groundedness, defined as feelings of deep connected-
ness to one’s physical, social, and historical environment. 

Previous research has established that self-production increases 
product valuation (Franke, Schreier and Kaiser 2010; Norton, Mo-
chon and Ariely 2012). This literature has also delineated some of 
the psychological implications of engaging in self-production. For 
individuals, these include feelings of competence (Dahl and Moreau 
2007; Mochon, Norton, and Ariely 2012), feelings of accomplish-
ment (Franke et al. 2010; Norton et al. 2012), and task enjoyment 
(Dahl and Moreau 2007). At the product level, implications include 
the transfer of positive self-views to the product, through a process 
of associative self-anchoring (Gawronski, Bodenhausen, and Becker 
2007; Troye and Supphellen 2012). 

Across lab and field studies conducted on two continents and 
utilizing diverse product categories, this research documents a nov-
el psychological benefit of engaging in self-production: increased 
feelings of groundedness. We further demonstrate how evoking the 
realm of self-production enables brands to generate vicarious feel-
ings of self-production, and subsequently increase groundedness.

In a first preregistered experiment, we tested the basic effect of 
self-production versus mere consumption of a product on feelings 
of groundedness. We randomly assigned 293 US students to one of 
two conditions (self-production vs. control). In the self-production 
condition, participants were instructed to make apple juice with local 
apples. The procedure involved selecting, cutting and juicing the ap-
ples. In the control condition, participants were simply provided with 
the same apple juice made from local apples. All participants tasted 
the apple juice and answered our three-item groundedness scale (α 
= .88). The three items include two verbal statements (“I feel deep-
rooted”, “I feel well-grounded”) and a pictorial item, “How well 
does the following picture describe your feelings at this moment?”). 
We found a main effect of self-production on feelings of grounded-
ness (F(1,291) = 10.38, p =.001). Participants felt significantly more 
grounded in the self-production condition (MSelf-production = 4.74, MControl 
= 4.25). 

Study 2 tested whether merely consuming a product that evokes 
the realm of self-production can also elicit vicarious feelings of self-
production and, in turn, feelings of groundedness. We hypothesized 
that artisanal products that resemble self-made goods would increase 
feelings of groundedness compared to industrial products, but less 
so than self-producing. We further posited that this occurs through 
vicarious feelings of self-production. To explore this, we randomly 
assigned 251 European students in a lab to one of three conditions. 
Participants in the first two conditions were asked to inspect a real 
bar of soap that was either industrial or artisanal (i.e., locally made 
by hand from organic ingredients and wrapped in a craft packag-
ing). They were asked to imagine having just purchased the bar of 
soap. Participants in the third condition were asked to imagine hav-
ing made a bar of soap themselves. All participants answered our 
groundedness scale (α = .91), as well as feelings of self-production 
(three items, e.g., “In a certain way, it almost feels as if I were the 
producer of the soap”, α = .97). We found a significant treatment 
effect on feelings of groundedness (F(2,248) = 21.30, p < .001). Par-
ticipants who inspected the artisanal soap reported higher feelings 
of groundedness (MArtisanal = 4.32) compared to those who inspected 
the industrial soap (MIndustrial = 3.35, p < .001). Participants in the 
self-production condition reported even more pronounced feelings 
of groundedness (vs. the artisanal condition, MSelf-production = 4.77, p = 
.037). We also found a significant treatment effect on feelings of self-
production (F(2,248) = 106.71, p < .001). Participants who inspected 
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the artisanal (vs. industrial) soap reported higher feelings of self-
production (MArtisanal= 2.92, MIndustrial = 1.63, p < .001). Participants in 
the self-production condition had even higher feelings of self-pro-
duction (vs. the artisanal condition, MSelf-production= 5.05, p < .001). The 
groundedness effect was mediated by feelings of self-production for 
both the artisanal versus industrial (indirect effect = .64, CI95%: .39, 
.94) and the self-production versus artisanal comparison (indirect ef-
fect = .71, CI95%: .44, 1.06). 

Study 3 aimed to replicate our findings in a field setting, using 
yet another product category (i.e., birthday cards). Additionally, we 
examined plausible alternative explanations such as mood and per-
ceived quality. The study was conducted in a large museum in a Eu-
ropean city (n = 269 museum visitors). In one condition, participants 
were given a blank card and color pencils, and asked to self-produce 
a birthday card. Two additional conditions exposed participants to an 
either industrial or artisanal birthday card. All participants read that 
other museum visitors would receive these cards. Beyond feelings 
of groundedness (α = .91) and feelings of self-production (α = .97), 
we captured alternative accounts: time on the task, perceived quality, 
mood, thoughts about close others and thoughts about birthdays. We 
found a main effect of condition on feelings of groundedness that 
parallels that of Study 2 (Mself-production = 4.71, MArtisanal = 3.98, MIndustrial = 
3.08, F(2,252) = 28.86, p < .001 ). The same pattern emerged on feel-
ings of self-production. We found a main effect of condition (Mself-

production = 6.11, MArtisanal = 3.24, MIndustrial = 1.42, F(2,254) = 222.31, p 
< .001). The groundedness effect was again mediated by feelings of 
self-production for both the artisanal versus industrial (indirect effect 
= .55, CI95%: .31, .87), and the self-production versus artisanal com-
parison (indirect effect = .40, CI95%: .06, .79). Regarding alternative 
accounts, mood was higher in the self-production condition, but did 
not vary between the two others. Perceived quality significantly dif-
fered across conditions, but the mediation held when adding quality 
as covariate. No other measure varied across conditions. 

 Our research demonstrates a robust effect of self-production 
on feelings of groundedness, and illuminates how brands can also 
beget such feelings. We thus identify groundedness as a distinct and 
critical psychological need that consumers fulfil when engaging in 
self-production. 
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SESSION OVERVIEW
There is worldwide concern over false news and the possibility 

that it can influence political, economic, and social well-being. From 
2006 to 2017, false news reached more people and spread faster than 
truth (Vosoughi, Roy, and Aral 2018). While false information seems 
to diffuse faster, when asked, consumers overwhelmingly say that it 
is important for them to share accurate content only (Pennycook et 
al. 2019).  The presentations in this session examine this puzzling 
phenomenon and identify potential antecedents of and remedies to 
the spread of false information on social networks. In this session, 
we explore whether (presentations 1) and how (presentation 2) con-
sumers’ self-presentation goals impact what they spread on social 
networks. Further, we explore potential remedies that can improve 
the quality of the information consumers share on social media both 
from the sharer (i.e., consumer; presentation 3) as well as the source 
(i.e., news media; presentation 4) perspective.

Ceylan and Schwarz explore spreading information (e.g., 
news) on social media as a strategic form of self-disclosure. They 
find that individuals with the motivation to fit in share news only if it 
comes from a high-credibility source or is also shared by many oth-
ers (high-consensus). However, those motivated to stand out are less 
sensitive to source credibility and consensus, and may be more likely 
to contribute to the spread of false information. 

Silver, Small, and Goodwin examine a motivated sharing ef-
fect, suggesting that consumers prefer to omit attitude-incongruent, 
factual information from conversations with others. The authors 
predict and find that political allies provide one another with biased 
information, strategically omitting factual and relevant evidence if 
it casts doubt on their commitment to a shared cause. This effect is 
magnified when consumers share information in public versus in pri-
vate, implicating impression management concerns specifically.

Pennycook et al . directly examine the relationship between 
accuracy judgments and sharing intentions. They propose that most 
people do not want to spread misinformation but are distracted from 

accuracy by other salient motives when choosing what to share. As 
a remedy to the problem, they suggest that subtly inducing people to 
think about the concept of accuracy increases the quality of the news 
they share.

Ding and Johar propose a method to leverage the input of the 
general population (crowdsourcing), algorithm (supervised learn-
ing), and experts (third-party checkers) to detect false information. 
They suggest that asking readers to compare the opinions and view-
points of two articles (as opposed to asking them to directly evalu-
ate the source or the articles) can be a way to overcome motivated 
reasoning among people with different ideologies.

Taken together, these papers document novel and timely in-
sights into important implications of spread of false information. All 
papers are at an advanced stage of development with multiple studies 
completed. We expect this session to generate strong interest among 
researchers studying false information, impression management, so-
cial influence and social judgment, as well as social media and word-
of-mouth more broadly.

Look What I am Re-Sharing: How Self-Presentation 
Goals Impact What Consumers Re-Transmit on Social 

Networks

EXTENDED ABSTRACT
Information spreads fast on social platforms. Consumers re-

transmit news on Facebook, re-share others’ photos on Instagram, 
re-tweet the quotes from their beloved companies or political parties 
(e.g., Chevalier and Mayzlin 2006; Trusov, Bucklin, and Pauwels 
2009). These decisions seem to be made in seconds. Consumers seem 
to be quicker to share than to read the information. A recent Twit-
ter study found that 59 percent of all links shared went unclicked, 
and presumably unread (Gabielkov, Ramachandran, Chaintreau, and 
Legout 2016). Instead of attending to central elements (i.e., the qual-
ity of information), consumers seem to attend to peripheral cues, 
such as the source of the information. We suggest that this quick 
evaluation process may be moderated by consumers’ salient self-
presentation goals. 

Prior research showed that consumers evaluate content differ-
ently depending on their salient motivation in their social network. 
For instance, they seem to share more self-presenting content (vs. 
useful content) when sharing with multiple others (vs. one other; 
Barasch and Berger 2014). Our research examines the impact of self-
presentation goals on sharing decisions and shows that consumers 
who want to fit in prefer to share popular (vs. unpopular) informa-
tion from well-known (vs. unknown) and credible (vs. less credible) 
sources, whereas consumers who want to stand out are willing to 
share regardless of the source and popularity of the content. Despite 
these differences in sharing, both groups of consumers find infor-
mation more truthful when it comes from a well-know and familiar 
source, indicating that those who want to stand out are willing to 
share information they may not consider truthful.

Study 1 . Following a 3 (Self-Presentation Goal: Fit-in vs. 
Stand-out vs. Control) x 2 (Credibility: High vs. Low) x 2 (Consen-
sus: High vs. Low) mixed design, participants (N=152; undergradu-
ates) were randomly assigned to one of the self-presentation goal 
conditions. They rated four news headlines that were combined with 
either a high (e.g., New York Time) vs low (e.g., Denver Guardian) 
credibility source. The news had ostensibly been shared by 790,000 
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vs. 79 people, resulting in high vs. low perceived social consensus. 
We assessed participants’ willingness to re-share the information on 
their social network and its perceived truthfulness. Fifty-one partici-
pants were removed; 3 of them completed less than 10% of the sur-
vey and the remainder failed the attention check.

A repeated measures ANOVA indicated an interaction of goal, 
credibility and consensus, F(2, 98)= 5.09, p = .01. As expected, par-
ticipants who had the goal to fit in reported higher willingness to 
share under high-credibility/high-consensus conditions (M=6.70, 
SE=1.95, N=21) than under low-credibility/low-consensus condi-
tions (M=4.73, SE=2.44, N=21); mixed conditions (low-credibility/
high-consensus or high-credibility/low-consensus) fell in between 
(M=5.76 SE=1.83, N=21). In stark contrast, neither source credibili-
ty nor consensus information had a significant influence when partic-
ipants had the goal to stand out (high/high, M=5.35, SD=2.33, N=27; 
low/low, M=5.12, SD=2.38, N=27; mixed, M=5.30, SD=2.10, N=27). 
These differences in reported willingness to share could not be traced 
to differences in truth perception. Independent of self-presentation 
goal, participants found high-credibility/high-consensus news more 
truthful (M=5.46, SD=1.18, N=98) than low-credibility/low-consen-
sus news (M=4.20, SD=1.34, N=98), with the mixed conditions fall-
ing in between (M=4.95, SD=1.04, N=98), F(1,118)=69.65, p<.001. 

In sum, consumers who have the goal to fit in seem to attend 
to the likely veracity of information before they share it, which is 
not the case for consumers who want to stand out. Study 2 provides 
a conceptual replication of this finding and explores the role of the 
interest value of the news (boring vs. interesting). 

Study 2 . Next, we tested (N = 340; undergraduates) whether our 
results hold when we measured people’s need for uniqueness using 
the scale from Snyder and Fromkin (1980). Since sharing news from 
low credibility is particularly problematic, we paired news head-
lines (same with Study 1) with only low credibility sources (e.g., 
Denver Guardian). We expected and found that as people’s need for 
uniqueness increases, they become more likely to share news head-
lines coming from low credibility sources (ß=0.7, t=3.8, p<.001). As 
expected, need for uniqueness was not associated with truth judg-
ment (t<1). Our correlational study provided consistent findings with 
study 1 when people’s uniqueness needs were measured.

Study 3 . We wondered whether people with uniqueness need 
would take interest value of the content into account more so than 
other people. Following a 3 (Self-Presentation Goal: Fit-in vs. Stand-
out vs. Control) x 2 (Credibility: High vs. Low) x 2 (Content: In-
teresting vs. Boring) between-subjects (N=170; undergraduates) 
design, participants were randomly assigned to one of the self-pre-
sentation goal conditions. They rated four news headlines that were 
either interesting (pretested, M=5.14, SD=1.55) or boring (M=3.65, 
SD=1.86) and combined with either a high (e.g., New York Time) or 
low (e.g., Denver Guardian) credibility source.  

Replicating the pattern of Study 1, willingness to share depend-
ed on motivation and source credibility, F(2,165)=2.95, p=.06, for 
the interaction. Participants with a fit-in goal reported greater willing-
ness to share when the news came from a high-credibility (M=4.06, 
SD=2.28, N=29) rather than low-credibility source (M=2.78, 
SD=1.60, N=25), F(1,52)=5.50, p=.02, for the simple effect. In con-
trast, source credibility did not influence willingness to share when 
participants had a stand-out goal, F(1,54)=.05, p=.82; the latter 
condition did not differ from the control condition, F(1,58)=1.52, 
p=.22. In addition, all participants were more willing to share inter-
esting news (M=4.30, SD=2.14, N=75) than boring news (M=3.43, 
SD=2.09, N=90), F(1,168)=6.97, p=.009, independent of their self-
presentation goal, F(2,165)=.95, p=.39, for the interaction. With this 
study, we confirmed our main hypothesis but did not find support 

for a relationship between uniqueness need and interest value of the 
content.

In combination, our findings highlight that consumers’ self-
presentation motives play a key role in their re-sharing decisions in 
online networks. People with high need for uniqueness may be less 
sensitive to credibility cues and share information coming from any 
source, which may expose them to spread of misinformation. Ongo-
ing studies examine which aspects of information consumers attend 
to when they want to stand-out. Given the spread of misinformation 
stemming from less-known and less credible sources, it is important 
to understand the interplay of consumer motivation and news char-
acteristics. 

Impression Management in the Echo-Chamber: How 
Self-Censorship Biases Evidence-Sharing 

EXTENDED ABSTRACT
The free exchange of ideas on the internet has led to the forma-

tion of ideological echo chambers, in which attitude-congruent infor-
mation circulates while attitude-incongruent information is filtered 
out (Del Vicario et al. 2016). Indeed, people preferentially seek and 
consume information that aligns with their pre-existing moral and 
political attitudes about important issues like gun control, climate 
change, or immigration. In explaining these dynamics, past research 
has highlighted the roles of prior attitudes and motivated reasoning, 
which together cause consumers to selectively attend to, believe, and 
remember attitude-congruent information and to avoid, discredit, 
and forget attitude-incongruent information (Golman, Haggman, 
and Lowenstein 2017; Kahan 2012; Kunda 1990). Above and be-
yond motivated reasoning, we report a motivated sharing effect: 
Consumers prefer to omit attitude-incongruent, factual information 
from conversations with others. 

Specifically, we propose that when sharing information with 
like-minded others, people will selectively omit relevant evidence 
that might cast doubt on their loyalty to shared causes. For example, 
we predict that a liberal sharing results from a report on the welfare 
effects of cutting taxes will strategically omit findings which speak 
to the effectiveness of stereotypically conservative tax policies. By 
contrast, a conservative will omit from the same report findings that 
speak to the effectiveness of stereotypically liberal tax policies. Al-
though both sides purport to be concerned with the actual effects 
of cutting taxes, individual actors on both sides are also concerned 
about appearing appropriately committed to their respective political 
movements. 

This phenomenon – a bias towards sharing attitude-congruent 
vs. attitude-incongruent facts – represents a form of self-censorship, 
rooted in concerns about impression management (Schlenker 1980). 
Critically, this bias exerts influence above and beyond processes of 
motivated reasoning: Even when information is believed to be fac-
tual and relevant, worries about the inferences others might make if 
one shares that information will lead consumers to censor it from 
conversation. 

In, study 1 (pre-registered, n=300) participants read a real news 
article which outlined facts both supporting and undermining the 
idea that President Trump deserves credit for recent growth in the 
US economy. After reading, participants were presented sequentially 
with six specific facts taken from the passage. Three of these facts 
supported Trump’s performance (e.g., ‘Early last week, the stock 
market hit a new all-time high, something that has happened mul-
tiple times under President Trump’); while the other three under-
mined Trump’s performance (e.g., ‘Job growth has been gradually 
slowing since Donald Trump’s inauguration’). We classified each of 
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these items as attitude-congruent or attitude-incongruent on the basis 
of participants’ answers to an initial question about their broader atti-
tudes towards Trump’s presidency. Participants were asked to imag-
ine having a conversation with a friend or peer who shared their gen-
eral views about the president and to report how likely they would be 
to bring up each fact in conversation (7-point likelihood scale). They 
also rated the extent to which they believed each fact to be true/accu-
rate and the extent to which they believed each to be relevant to un-
derstanding Trump’s job performance overall. Controlling for these 
variables in our analyses allows us to isolate self-censorship from 
other motivated reasoning processes. In line with our predictions, 
we found that, controlling for their perceptions of accuracy and rel-
evance, participants were much less likely to share attitude-incon-
gruent (M=3.41, 95% CI = [3.26, 3.55]) vs. attitude-congruent facts 
(M=4.79, 95% CI = [4.65, 4.95]; t(1557.7)=16.5, p<.001). This ef-
fect held for both Trump-supporters and Trump-detractors (ps<.001). 

Study 2 (preregistered, n=519) aimed to replicate these results 
in a new context and to tie them specifically to impression manage-
ment concerns. Study 2 followed a similar procedure to Study 1 with 
the following differences. In Study 2, participants read a two-sided 
article about gun control and made judgments about six facts: three 
supporting and three undermining the case for increased gun regula-
tion in the US. We again classified these facts as attitude-congru-
ent or attitude-incongruent. This time, participants were asked to 
imagine summarizing what they had read either for their own fu-
ture use (private condition) or to share with and inform a political 
ally (public condition). Next, they reported how likely they would 
be to include each fact in their summary (7-point likelihood scale). 
We again found that, above and beyond perceptions of accuracy and 
relevance, participants indicated a lower likelihood of including 
attitude-incongruent facts (M=4.41, 95% CI = [4.33, 4.49] in their 
summaries than attitude-congruent ones (M=5.14, 95% CI =[5.06, 
5.22]; t(2738.1)=13.3, p<.001). Importantly, we also detected an in-
teraction, whereby reluctance to include attitude-incongruent facts 
was significantly stronger for a summary that would be made public 
than one which would be kept private (t(2590.7)=5.1, p<.001). That 
the attitude-incongruence effect was larger in public than in private 
implicates social-signaling concerns specifically, above and beyond 
self-signaling or mere dislike of dealing with attitude-incongruent 
information per se. Again, all results held for both pro-gun and anti-
gun participants (ps<.001). 

Consumers typically expect those who share their moral at-
titudes to be trustworthy sources of information (Haidt 2012). By 
contrast, we predict and find that political allies provide one another 
with biased information, strategically omitting factual and relevant 
evidence if it casts doubt on their commitment to a shared cause. 
This self-censorship effect can explain, at least in part, the preva-
lence of political echo-chambers among groups of like-minded con-
sumers: People prefer not to share facts that challenge their image as 
loyal group members. 

More broadly, our results suggest that consumers hoping to 
gather all of the facts on complex and consequential issues must con-
tend not only with the presence of irrelevant and factually inaccurate 
information in their environment (i.e., fake news; Bago, Rand, and 
Pennycook 2020) but also with the absence of relevant, factual in-
formation, particularly when sourcing evidence from political allies. 

Understanding and Reducing the Spread of 
Misinformation Online 

EXTENDED ABSTRACT
The spread of misinformation – including blatantly false po-

litical “fake news”’ – on social media has become a major focus of 
public debate and academic study in recent years [1]. Here we inves-
tigate this willingness to share seemingly unbelievable content, and 
ask what it can tell us about how to design interventions to reduce the 
spread of misinformation. 

In a series of survey experiments, we provide evidence that the 
problem is not that people simply cannot tell what news is true ver-
sus false, or that people can tell but simply do not care. Instead, it 
seems that the sharing of misinformation is rooted in a distraction-
based failure to consider the accuracy of claims. As a result, nudging 
participants to think about the concept of accuracy by asking them 
to rate the accuracy of a single non-political headline substantially 
reduces their self-reported willingness to consider sharing false (but 
not true) headlines.

To corroborate these findings in an ecologically valid domain, 
and evaluate the efficacy of potential social media interventions to 
reduce the spread of misinformation, we conduct a digital field ex-
periment on Twitter. 

Specifically, we sent users direct messages from a set of bot 
accounts asking them to rate the accuracy of a single non-political 
headline. Our subject pool consisted of N=5,379 Twitter users who 
had previously (re)tweeted links to Breitbart or Infowars, two lead-
ing misinformation sites. To allow for causal inference, we used a 
stepped-wedge (randomized roll-out) design in which users were 
randomly assigned to a date on which to receive the treatment mes-
sage. Within each 24-hour time-window, we then compared the links 
shared by users who received the treatment message at the beginning 
of that time window to the links shared by all the users who had not 
yet been messaged (who thereby represented the control condition). 
We then combined estimates across dates to arrive at an overall treat-
ment effect (This randomized roll-out approach is required, instead 
of a more traditional approach where half of the subjects receive 
treatment at the same time while the other half act as the control, 
because the rate limits imposed by Twitter forced us to only send a 
small number of messages per account per day).

To quantify the quality of the news shared in any given tweet, 
we used a previously published list of 60 news websites whose truth-
worthiness was rated by professional fact-checkers [2].

As predicted, we find that the intervention leads to a 1.9% in-
crease (p=.009) in the average quality of new sites shared (5% in-
crease when estimating the treatment effect just on users who ac-
tually tweet - i.e. excluding “never taker” user-days). Given the 
complexity of the experimental design and tweet data, there are a 
multitude of reasonable approaches for assessing whether our inter-
vention successfully increased the quality of news sharing. Thus we 
computed effect size estimates using 98 different analysis approach-
es. Considering the analyses in aggregate provides strong evidence 
that, indeed, the accuracy message significantly increased the aver-
age quality of news sources subsequently shared by the users in our 
experiment. For the large majority of analytic approaches, the in-
crease is statistically significant (p<0.05 in over 80% specifications). 
Finally, a domain-level analysis provides a more detailed picture of 
the effect of the intervention.

Our results highlight an overlooked avenue by which social 
media fosters the spread of misinformation. Rather than (or in ad-
dition to) the often-discussed phenomenon of echo chambers and 
filter-bubbles, social media platforms may actually discourage peo-
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ple from reflecting on accuracy. These platforms are designed to en-
courage users to rapidly scroll and spontaneously engage with their 
newsfeeds, and mix serious news content with emotionally engaging 
content where accuracy is not a relevant feature (e.g., photos of ba-
bies, videos of cats knocking things off tables for no good reason). 
Social media platforms also provide immediate quantified social 
feedback (e.g., number of likes, shares, etc.) on users’ posts and are a 
space which users come to relax rather than engage in critical think-
ing. These factors imply that social media platforms may, by design, 
tilt users away from considering accuracy when making sharing de-
cisions. But this need not be the case. Our treatment translates eas-
ily into interventions that social media platforms could employ to 
increase users’ focus on accuracy. For example, platforms could pe-
riodically ask users to rate the accuracy of randomly selected head-
lines (e.g. “to help inform algorithms”) - thus reminding them about 
accuracy in a subtle way that should avoid reactance. The platforms 
also have the resources to optimize the presentation and details of 
the messaging, likely leading to effect sizes much larger than what 
we observed here. Such an approach could potentially reduce the 
amount of misinformation circulating online without relying on a 
centralized institution to certify truth and censor falsehood.

Factchecking Matters: The Value of Crowdsourcing for 
Enhanced Accuracy Judgments

EXTENDED ABSTRACT
Misleading information on news media is of key interest to in-

dividual readers, publication managers, and policy makers. In recent 
years, both mass media and social media are rated as more biased 
than ever before (Pew Research 2018; Garimella and Weber 2017). 
In fact, online news media were found the most politically polarized 
in the U.S. compared to other countries (Reuters 2017).

However, most research and industry reports have relied on in-
dividual readers’ self-reported beliefs and opinions to measure media 
trustworthiness (Pennycook and Rand 2019; Reuters 2017). For in-
stance, readers are usually asked to answer questions such as “Does 
[certain news media company] provide accurate and reliable news?” 
or “How trustworthy is [certain news media company]?” There are 
two critical issues with this approach which we highlight in our first 
study. First, the target of these questions is news media (rather than 
the article content) which is problematic because the names of news 
media can lead to biased responses based on prior beliefs (Knight 
Foundation and Gallup 2017). As suggested by research on moti-
vated reasoning (Kunda 1990), the conclusions drawn from readers’ 
belief measures are highly driven by readers’ ideology and largely 
affected by which readers are sampled (Mercier and Sperber 2011; 
Kahan 2012; Van Bavel and Pereira 2018). So far, neither research-
ers nor industry practitioners have found a reliable measure of article 
accuracy. In this research, we propose a new approach to utilizing 
crowdsourcing to uncover misinformation on news media at the 
level of individual articles.

We propose a form of cognition-based judgment, similar-
ity judgment, which asks readers to compare how the opinions and 
viewpoints of two articles are different from or similar to each other. 
Because our proposed similarity judgment is constructed rather than 
retrieved (Tversky 1977), such judgment is less likely to be biased 
by readers’ ideology and more likely to reach high consensus among 
different reader populations, regardless of their prior beliefs or mo-
tivations.

Study 1 examines the problems with using evaluation ques-
tions to rate accuracy at the media outlet level. This study involved 
611,188 online reader votes on 100 mainstream English news media 

publishers. Readers and experts separately rated each publisher on 
its political ideology biases on a 5-point scale from -2 to 2 (-2 = 
“left”, -1 = “left-center”, 0 = “least biased”, 1 = “right-center”, 2 = 
“right”). We compared the mean of reader voting poll with expert 
ratings on media political ideology biases. Results revealed that gen-
eral readers rated the media more left biased than the experts did, 
t(99) = 3.30, p = .001, d = 0.35. The results also yielded a significant 
effect of the variance of reader’s rating on the reader-expert differ-
ence such that the larger the variance among reader’s rating, the big-
ger the discrepancy between reader’s rating and expert’s rating (b 
= 0.34, Robust SE = 0.13, t (97) = 2.62, p = .010). In other words, 
readers’ ratings of media appear to be affected by their prior beliefs 
and are not consistent with expert opinion. 

Study 2 examines our hypothesis that similarity judgment 
questions can be effective in judging accuracy of news articles. Par-
ticipants were instructed to read three news articles that either sup-
ported the idea of climate change or disagreed with climate change 
arguments. Half of the participants were asked to make evaluation 
judgments (e.g., how trustworthy the argument was in each article); 
the other half of the participants were asked to make similarity judg-
ments (e.g., how similar are the arguments between two articles). 
Results revealed that responses to evaluation questions are largely 
affected by readers’ political ideology with correlations varying from 
0.73 to 0.83. For example, more liberal participants were more likely 
to rat an article that is against climate change false, b = -.37, p = .002; 
but rate an article that shows evidences of climate change true, b = 
.45, p < .001. Importantly, similarity judgment ratings were not af-
fected by political ideology, ps > .88. That is, both conservative and 
liberal participants rated the similarities between articles in the same 
way regardless of their political ideology. The relationship between 
question type and participant’s cognitive ability showed different 
patterns. Although political ideology does not affect the Cognitive 
Reflection Task (CRT) score (Thomson and Oppenheimer 2016), b 
= -.06, p = .34, participants with higher CRT score were better able 
to distinguish articles with opposing arguments, b = -.56, p = .002. 
However, the CRT score does not affect the relationship between 
political ideology and response to evaluation questions. Study 3 rep-
licated the findings in Study 2 with a similar experimental design and 
another set of news articles.

In the last ongoing study, we are incorporating expert ratings, 
reader ratings, semantic markers, and the similarity matrix generated 
from text analysis tools to build a tool that can help make accurate 
accuracy judgments. We also examine the extent to which crowd-
sourced similarity judgments can add over and above machine learn-
ing tools to judgments of article accuracy. This project utilized tools 
that span disciplines and is timely, relevant, and critical. 
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Exist: Psychological Ownership Increases Enjoyment in Sharing 
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Andrea Webb Luangrath, University of Iowa, USA
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Paper  #3: “My Brand is Moving Away from Me”: When 
Upgrade Products Leave Consumers Behind

Wonsuk Jung, University of Wisconsin-Madison, USA
Joann Peck, University of Wisconsin-Madison, USA
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Kyeongheui Kim, Sungkyunkwan University, South Korea

Paper  #4: Heritage Loss: How Connection to the Past Shapes 
Consumer Valuation in the Present

Kate Christensen, University of California, Los Angeles, USA
Suzanne Shu, University of California, Los Angeles, USA

SESSION OVERVIEW
Buying and owning material and experiential products is in-

dispensable for consumer judgment and decision making. Notwith-
standing that initial research on ownership has concentrated on le-
gal ownership’s effect on valuation (e.g., Kahneman, Knetsch, and 
Thaler, 1990), recent research on psychological ownership has ex-
amined the effects of regarding something as “mine” in wide variety 
of areas from digital technology to financial decision making (Peck 
& Shu, 2018; Pierce, Kostova, & Dirks 2001). The present session 
gives prominence to the diverse impacts of ownership on consumer 
behavior. 

The emergence of the sharing economy motivates the first pa-
per (Demirdag and Shu) to consider the psychological ownership 
of these new shared goods and services. The authors document that 
sharing economy products like Uber rides or Airbnb stays produced a 
lower sense of psychological ownership than legal car or home own-
ership. By separately manipulating psychological ownership through 
intimate knowledge of the target and variety, the authors increase 
satisfaction with these shared services. Moreover, they demonstrate 
that collective (vs. individual) experiences reduced tip and satisfac-
tion through reduced psychological ownership, suggesting that expe-
riences in certain sharing economies are inherently solitary. 

The second paper (Luangrath, Peck, Hedgcock, and Xu) ex-
amines the effect of vicarious touch. The authors study whether 
observing someone else touch a product increase the psychological 
ownership of a virtual limb and, hence, increase the psychological 
ownership of products. They find evidence for this effect, labeled 
the vicarious haptic effect. They find that vicarious touch leads to the 
psychological ownership of a product via a sense of body ownership 
of a virtual limb. This mediation holds under egocentric (from the 
perspective of oneself) but not allocentric (from the perspective of 
others) orientation. 

The third paper (Jung, Peck, Palmeira, and Kim) investigates 
an effect of introductions of upgraded products on consumers’ brand 
preference and examine how the effect may differ depending on own-

ership status. They find that the owners’ feeling of being distanced 
from the brand decrease the owners’ preference for the brand. Never-
theless, there is a positive effect of upgraded product for non-owners 
because without an anchor for self-referencing, non-owners are only 
positively influenced by the brand’s competence signaled by its ad-
vanced products.

The final paper (Christensen and Shu) explores ownership felt 
towards extraordinary goods where ownership is collective, extend-
ing the self by connecting owners to history and important traditions. 
They establish a gap between a seller’s willingness to accept from 
family versus from strangers, which is greater for inherited goods 
than for purchased goods. In addition, the paper identifies heritage 
value, that is, the degree to which an object extends the self by con-
necting the owner to history and traditions. They demonstrate that 
this heritage value predicts the gap in willingness to accept from 
family versus strangers. 

Ownership is a key corollary of consumption, and this session 
spotlights its extensive applicability to consumer behavior. The di-
verse approaches taken by each paper and the varying aspects of 
ownership investigated will attract a broad range of ACR members 
interested in ownership, endowment effect, sharing economy, virtual 
reality experience.

Creating Ownership Where Ownership Does Not Exist: 
Psychological Ownership Increases Enjoyment in 

Sharing Economy

EXTENDED ABSTRACT
Since the 1950s, hyper-consumption, and ownership has defined 

economic security. A 1955 LIFE magazine article celebrated the idea 
of throwing away items after single-use and advertised several of 
these items, e.g., single-use barbeque grill, disposa-pan that “elimi-
nates scouring of pots after cooking”, and feeding bowl for pets that 
ends the “washing-up chore” (“Throwaway Living,” 1955). Nowa-
days, we increasingly have a “reduce, reuse, and recycle” mentality. 
This notable shift away from the “own and dispose” society has laid 
foundations for the sharing economy. Consumers have come to the 
realization that legal ownership is not mandatory for consumption. 
They can access goods and services they cannot afford to purchase 
or simply do not own at the time of the consumption decision. To an 
increasing extent, value relies on technology and consumer experi-
ence, rather than ownership. 

We examine a facet of sharing economy that has not been stud-
ied yet: psychological ownership, which is the sense that something 
is “mine” (Pierce, Kostova, & Dirks, 2001). The sharing economy 
presents novel ways of accessing goods and services without legal 
ownership. We suggest that consumption in this domain reduces psy-
chological ownership compared to consumption based around legal 
ownership. This is problematic, as it can lead to the tragedy of the 
commons. For instance, shared scooters are vandalized, tossed off 
buildings, set on fire, and thrown into the ocean (Newberry, 2018). 
Our studies seek to increase psychological ownership, which could 
prevent these types of disastrous behavior.

In Study 1 (N = 321), we found that ownership of a hypotheti-
cal Uber ride is significantly correlated with the consumers’ willing-
ness to pay for the ride (r = .14, p < .05), tip for the Uber driver (r 
= .11, p < .05), and ride satisfaction (r = .19, p < .01). Furthermore, 
through planned comparisons we showed that real-life car owners 
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have a greater sense of ride ownership than real-life car leasers (F (1, 
605) = 169.2, p < .001) and that leasers have a greater sense of ride 
ownership than Uber riders (F(1, 605) = 166.5, p < .001). Similarly, 
we found that real-life homeowners have a greater psychological 
ownership of their houses than renters (F (1, 450) = 257.7, p < .001) 
and that renters have a greater psychological ownership than AirB-
nBers (F (1, 450) = 20.04, p < .001). In sum, Study 1 demonstrated 
that psychological ownership of goods and experiences is lost in the 
sharing economies, at least in ride-sharing and space-sharing ser-
vices, but that higher psychological ownership in sharing economies 
indicate greater satisfaction with experiences in sharing economies.

Study 2 (N = 132) was a field study in the domain of a scooter-
sharing company, Bird. We found that psychological ownership of 
a scooter ride was correlated positively with ride satisfaction (r = 
.34, p < .01), likeliness of future rides (r = .40, p < .01), telling oth-
ers about Bird (r = .27, p < .01), and general trust towards Bird (r = 
.45, p < .01). Although these results are correlational, our field study 
lays the groundwork for field interventions that augment psychologi-
cal ownership, with the goal of increasing enjoyment derived from 
goods and services in the sharing economy.

In Study 3 (N = 641), we differential effect of collective (vs. 
individual) experiences. We found that sharing an Uber ride with 
a friend led to lower ride ownership (F(1, 639) = 4.591,  p = 0.03). 
Moreover, a mediation analysis with 5,000 bootstrapped samples 
showed an indirect-only mediation for the effect of collective (vs. 
individual) experience on tip through ride ownership, indirect effect 
= -.016, 95% CI: [-.035, -.002]. A similar process was revealed for 
the effect of collective (vs. individual) experience on satisfaction 
through another mediation analysis with 5,000 bootstrapped sam-
ples, indirect effect = -.023, 95% CI: [-.049, -.004]. These results in-
dicate that sharing an Uber ride with a friend reduces psychological 
ownership, and therefore, enjoyment, suggesting that experiences in 
ride-sharing are inherently solitary. 

In Study 4 (N = 645), we aimed to increase psychological own-
ership. One of the routes of psychological ownership is intimate 
knowledge of the target (Pierce, Kostova, & Dirks, 2001). We found 
that providing information about the Uber driver (such as their rat-
ing, hometown, compliments they have received, languages they 
speak, number of years they have been an Uber driver, and the num-
ber of trips they have had) increased tip amount (F(1, 638) = 3.96, p 
= 0.05), WTP (F(1, 564) = 5.34, p = 0.02), satisfaction (F(1, 643) = 
5.26, p = .02). Furthermore, this effect was mediated by ride owner-
ship. A mediation analysis with 5,000 bootstrapped samples uncov-
ered an indirect effect of information on tip through ride ownership, 
indirect effect = .018, 95% CI: [.004, .037]. Similarly, another me-
diation analysis with 5,000 bootstrapped samples demonstrated an 
indirect effect of information on satisfaction through ride ownership, 
indirect effect = .017, 95% CI: [.004, .042]. Thus, information about 
the driver increased ride enjoyment (specifically tip and satisfaction) 
through ride ownership.

In Study 5 (N = 640), we increased satisfaction through en-
hanced psychological ownership by bringing forth variety where the 
goods are typically identical (e.g., CitiBikes, Lime Bikes, Bird scoot-
ers). In a bike-sharing scenario, variety increased the ride enjoyment 
(indirect effect = .055, 95% CI = [.017, .103]) and willingness to ride 
in the future (indirect effect = .083, 95% CI = [.024, .149]) through 
enhanced psychological ownership of the ride. 

In conclusion, psychological ownership of experiences is lower 
in sharing economies than it is in legal-ownership based consump-
tion. Through our lab and field studies, we demonstrated that the 
higher the psychological ownership, the higher the enjoyment of the 
experiences. The implications of this research are important. Con-

sumers lack the incentive to take care of the goods they access in the 
sharing economy, as they do not have to think about the long-term 
impact of their actions during the short period of time they consume 
these goods. An enhanced sense of psychological ownership could 
prevent these ruinous consequences and increase satisfaction with 
the experiences a sharing economy platform provides.

Virtual Touch Facilitates Psychological Ownership of 
Products in Virtual Reality

EXTENDED ABSTRACT
Online product videos and virtual reality (VR) interfaces en-

liven consumer experiences and are a source of product information. 
Intriguingly, these virtual environments often lack a semblance of 
“self” in the experience, oftentimes using a cursor rather than a vir-
tual hand. In this research, we investigate vicarious touch, conceptu-
alized as the observation of a virtual hand using a haptic exploratory 
procedure with a product in an online or virtual environment. Does 
the vicarious experience of virtual touch affect consumers’ percep-
tions of psychological ownership? That is, does observing someone 
else touch make a consumer feel as if they, themselves, are touch-
ing the product? Previous research demonstrates that people can feel 
transported to a virtual space by blurring the lines of what is consid-
ered one’s own body (Slater et al. 2008). A sense of body ownership 
is the feeling that the body that I inhabit is ‘my own’ and a part of 
‘me’ (Tsakiris 2010). Psychological ownership, or the feeling that 
something is ‘MINE!’ (Pierce, Kostova and Dirks 2001), is often 
associated with greater product valuation (Peck, Barger, and Webb 
2013; Peck and Shu 2009). We conjecture that vicarious touch in-
creases body ownership of a virtual limb, which then increases psy-
chological ownership felt of a product, termed the vicarious haptic 
effect.

Study 1 tests the main proposition that body ownership drives 
the effect of vicarious touch on psychological ownership. Partici-
pants (N=208) were either shown a video of a hand pointing toward 
a wristwatch or picking up and hefting the wristwatch. Psychological 
ownership (e.g., “I feel a personal ownership of the watch”) and body 
ownership (e.g., “While viewing the video: ‘I felt as if the hand in 
the video was my hand”) were measured. An ANOVA reveals a sig-
nificant effect of vicarious touch on body ownership (MNoTouch=1.78, 
MTouch=2.84, F(1,194)=31.96, p<.001, η2=.14) and psychologi-
cal ownership (MNoTouch=1.89, MTouch=2.23, F(1,194)=3.86, p=.05, 
η2=.02). A mediational model demonstrates that body ownership 
mediates the effect of vicarious touch on psychological ownership 
(.3670; CI95%=[.2326, .5109]). These results reveal the vicarious hap-
tic effect.

Given that vicarious touch facilitates a sense of body ownership 
for the displayed arms, we expect to attenuate this effect by altering 
the orientation of touch. Authorship processing suggests we leverage 
cues from the environment to discern whether an event has occurred 
as a result of oneself (Wegner and Sparrow 2004). Study 2 was a 
2 (no touch/touch) x 2 (egocentric/allocentric orientation). MTurk 
participants (N=209) view a video displaying a hand either resting on 
the table or feeling the texture of the product. This was shown either 
from the perspective of the self or from the other. Results reveal a 
significant interaction between touch and orientation on psychologi-
cal ownership (F(1,185)=6.43, p=.012, η2=.03) such that perceptions 
of psychological ownership were significantly higher when viewing 
touch from an egocentric (vs. allocentric) orientation (MEgoTouch=3.13, 
MAlloTouch=2.32, F(1,185)=4.28, p=.04, η2=.02) while there was no 
significant difference in orientation with no touch (MEgoNoTouch =2.50, 
MAlloNoTouch =3.08, F(1,185)=2.29, p=.13, η2=.01). A significant mod-
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erated mediational model indicates that body ownership mediates 
the relationship between vicarious touch and psychological owner-
ship under conditions of egocentric orientation but not allocentric 
orientation (-.5205; CI95%=[-1.0193, -.0310]).

In study 3, we test whether the vicarious haptic effect holds in 
virtual reality. Further we examine if having one’s own hands occu-
pied (i.e., holding onto balls) interferes with feelings of body owner-
ship. We created a 360° virtual reality retail store. The design was 
a 2 (vicarious touch/cursor) x 2 (hands occupied/hands free). Un-
dergraduates (N=255) viewed a VR retail store on Oculus headsets. 
Participants responded to a variety of additional measures includ-
ing willingness to pay, product evaluation, and purchase intention. 
Results of an ANOVA reveal a significant effect of vicarious touch 
on body ownership (F(1,241)=20.31, p<.001, η2=.08). Holding onto 
something (thereby having one’s hands occupied) did not dampen 
the effect of vicarious touch on body ownership (F(1,239)=.346, 
p=.56). Body ownership mediates the effect of vicarious touch 
on psychological ownership (.1642; CI95%=[.0855, .2590]), pur-
chase intention (.1320; CI95%=[.0596, .2239]), product evaluation 
(.1093; CI95%=[.0508, .1828]), as well as willingness to pay (.3320; 
CI95%=[.1164, .6245]).

A human need for stimulation or activation is one of the fun-
damental motives that is considered the reason for the existence of 
the psychological state of ownership (Pierce and Jussila 2011; Pierce 
and Peck 2018). Heart rate is one physiological manifestation of this 
individual difference in need for stimulation (Mathias and Stanford 
2003). We expect that those highly stimulated by VR would feel 
stronger effects of vicarious touch on psychological ownership. Un-
dergraduates (N=144) viewed a VR retail store while having their 
heart rate measured on a Biopac MP36. Study design was similar to 
study 3 with the addition of a no touch condition in which partici-
pants saw a hand but it did not touch the product. Viewing the virtual 
touch, as opposed to no touch and cursor, enhanced feelings of body 
ownership (F(2,141)=6.55, p=.002, η2=.09). Mediational analyses 
replicate the effects from study 3. There is a significant interaction 
with vicarious touch and heart rate on psychological ownership (β 
=-.065, t(123) = -2.25, p=.026). For highly stimulated individuals 
(+1 sd heart rate change), the effect of vicarious touch on psycho-
logical ownership is positive and significant (t(123)=-2.17, p=.03) 
while for those low in stimulation (-1 sd heart rate change) the rela-
tionship between vicarious touch and psychological ownership is not 
significant (t(123)=-1.096, p=.28). 

We document the power of virtual touch. Our research demon-
strates that vicarious touch increases a sense of psychological own-
ership of a product, which occurs due to a sense of body ownership 
of the virtual hands. We find that not only should a virtual hand be 
present, but it should be engaging haptically with the product. We 
further show that this effect is attenuated when observing touch from 
the perspective of another (i.e., allocentric orientation) as opposed 
to oneself (i.e., egocentric orientation). The effect is robust even if 
the observer’s hand is otherwise occupied. Finally, using the physi-
ological measure of elevation of heart rate, we demonstrate that for 
those individuals who become highly stimulated in VR, the effect of 
vicarious touch on psychological ownership is strengthened. 

“My Brand is Moving Away from Me”:
When Upgrade Products Leave Consumers Behind

EXTENDED ABSTRACT
In today’s advanced economies, continual product enhancement 

through product upgrades is deemed a key component of a firm’s 

success. Despite the increasing prevalence of upgrades, however, 
only limited research has investigated its implication for consumers’ 
attitudes toward upgrades.

In this research, we aim to broaden an understanding of the 
emerging but limited body of research on product upgrades. Specifi-
cally, we investigate an effect of introductions of upgraded products 
on consumers’ brand preference and examine how the effect may 
differ depending on ownership status. We propose that the release of 
an upgraded product has distinct psychological effects on consum-
ers who are current owners of the brand, and that this psychological 
process would subsequently influence how much they prefer their 
current brand. Contrary to common intuition, we argue that the in-
troduction of an upgrade could have an undesirable effect on cur-
rent owners (but not for non-owners). We propose that since owners 
perceive the product they currently own as a representation of “me” 
(Weiss and Johar 2013, 2016) and perceive the new upgraded prod-
uct as an embodiment of “the brand” (John, Loken, and Joiner 1998), 
the upgrade product would make the owners feel as if the brand has 
moved away from them just as the new product has advanced away 
from its previous versions. Feeling distant from a brand results in 
a less positive consumer-brand relationship, which in turn decrease 
brand commitment (Park, Eisingerich, and Park 2013). In line with 
the findings, we propose that the owners’ feeling of being distanced 
from the brand would decrease the owners’ preference for the brand. 
For non-owners, however, we expect to observe a positive effect of 
upgraded product because without an anchor for self-referencing, 
non-owners are only positively influenced by the brand’s compe-
tence signaled by its advanced products (Heath, DelVecchio, and 
McCarthy 2011).

Four studies support our predictions. Throughout studies, we 
measured participants’ purchase intention and their general attitudes 
toward the brand as dependent variables. For purchase intention, we 
measured consumers’ willingness to choose the brands for purchas-
ing another product because upgraders are often hindered by mental 
cost of retiring their current products that are still functional (Okada 
2006).

Study 1 examined actual brand owners’ and non-owners’ re-
sponses to the release of upgraded products, and tests the underly-
ing process. To this end, we recruited 344 owners and non-owners 
of Apple 10th generation iPhone and assessed their responses to the 
presence of newer generations of iPhones. To manipulate the pres-
ence of upgraded products, we manipulated the saliency of the up-
grades to make them look either more or less apparent for consum-
ers. The owners and non-owners were randomly assigned to either a 
control or an upgrade condition and were asked to rate their purchase 
intention (computer monitor), brand attitude, and perceived rela-
tional closeness toward Apple as a process measure using IOS scale 
(Aron, Aron, and Smollan 1992). The result revealed a significant 
2 (upgrade) X 2 (ownership status) interaction (p < 0.01). Partici-
pants in the owner (non-owner) condition were less (more) willing 
to choose Apple when purchasing another product if the upgraded 
products were made more salient compared to when they were made 
less salient. The results for brand attitude (α = 0.96) followed the 
parallel pattern. Moderated mediation analysis suggested that the 
indirect effect of upgraded products through IOS varies as a func-
tion of ownership status (p = 0.08); the conditional indirect effect of 
upgraded products was significant for owners (p < 0.05) but not for 
non-owners (p > 0.1).

Study 2 replicates the findings from Study 1 in a more con-
trolled setting with hypothetical scenarios to eliminate prior brand 
knowledge. As in Study1, results on purchase intention (microwave) 
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revealed the anticipated 2 (upgrade) X 2 (ownership status) interac-
tion (p < 0.01), showing that owners (non-owners) were less (more) 
willing to choose the brand when the brand released upgraded prod-
ucts. The results for brand attitude (α = 0.94) followed the parallel 
pattern. and the moderated mediation analysis replicated the finding 
from Study 1 (p < 0.05).

Study 3 put the focus on owners and further examined the un-
derlying process using a moderation-of-process approach by ma-
nipulating the extent to which the focal brand is manipulated as 
psychologically close or neutral to one’s self. Study 3 also tested 
an alternative explanation that upgrades makes owners unhappy be-
cause they see a frequent release of upgrades as an attempt by brands 
to entice consumers to unnecessarily spending. To test this account, 
we incorporated an additional condition in which the interval be-
tween the new upgrades is manipulated to be longer. 362 students 
participated and were randomly assigned to one of six conditions in 
a 2 (brand-self distance: neutral vs. close) X 3 (upgrade: no-upgrade 
vs. upgrade vs. upgrade-after-three-years) between-subjects design. 
The result showed that the brand-self distance moderates the pre-
dicted pattern (2, -1, -1 contrast) across the three upgrade conditions 
(p < .01). As predicted, when the brand-self distance was perceived 
close (neutral), participants were no less (less) likely to choose their 
current brand in both the upgrade and the upgrade-after-three-years 
condition than in the no-upgrade condition. 

Study 4 complements our experimental results with evidence 
from a real-world dataset containing vehicle ownership data of 
49,998 households across the United States. Using a multilevel mod-
el incorporating 30 different automobile brands and 294 different car 
models nested within the brands, we find that as the number of newer 
generations of car models that current households own increases in 
the market, the households become more likely to switch their brand 
rather than to stay loyal for their next car purchase.

We believe that our research may offer substantive implications 
in today’s ever innovating economies. We suggest that while manag-
ers intend to leverage brand equity among consumers through prod-
uct enhancement, the presence of new upgrades may in fact come 
with unintended consequences. Therefore, adequate strategy may be 
needed that pays special attention to current consumers.

Heritage Lost: How Connection to the Past Shapes 
Consumer Valuation in the Present

EXTENDED ABSTRACT
Heritage – a connection to a shared past – is a fundamental part 

of human experience, and consumers’ interest in connecting to the 
people who came before them has been growing (Belk 1990; Csik-
szentmihalyi and Rochberg-Halton 1981)researchers, and students 
discover, use, and build upon a wide range of content in a trusted 
digital archive. We use information technology and tools to increase 
productivity and facilitate new forms of scholarship. For more in-
formation about JSTOR, please contact support@jstor.org. Psychol-
ogy and Things The Manchester seminars on Technology as Skilled 
Practice brought together perspectives from a number of disciplines, 
including anthropology, history, and psychology. As an intentionally 
peripheral psychologist, I thought twice about attending an interdis-
ciplinary meeting willing to include psychologists. Academic psy-
chology throughout its brief history has been remarkably anxious 
about dem arcating its own exclusive subject — the \”subject\” — 
and has perpetuated, even ins titutionalized, the traditional dualism 
within modern science of the objective and subjective. Psychology 
(along with the other human sciences. From the popularity of heri-
tage travel on Airbnb to the trendiness of heritage fabrics in England, 

guochao style in China, consumers have increasingly chosen to buy 
goods that connect them to a shared past (Achim 2019; Duveau and 
Dumenil 2018; Killam 2019; Luo 2019; Rapp 2019). 

In this project we explore how a connection to this shared past 
affects consumer valuations in the present. This research on heritage 
connection builds on the sharing literature, which has introduced the 
concept of “ours” and called for work on how the aggregate extended 
self – “us” – affects consumer practices (Belk 2010, 2017; Curasi, 
Price, and Arnould 2004; Epp and Price 2008; Lastovicka and Fer-
nandez 2005). The current work also extends research on the en-
dowment effect by exploring how collective ownership of the shared 
past can impact sellers’ WTA (Brough and Isaac 2012; Dommer and 
Swaminathan 2013; Morewedge, Shu, Gilbert, and Wilson 2009; 
Shu and Peck 2011; Weiss and Johar 2013)a phenomenon called the 
endowment effect. Loss aversion has typically accounted for the en-
dowment effect, but an alternative explanation suggests that owner-
ship creates an association between the item and the self, and this 
possession-self link increases the value of the good. To test the own-
ership account, this research examines three moderators that theory 
suggests should affect the possession-self link and consequently the 
endowment effect: self-threat, identity associations of a good, and 
gender. After a social self-threat, the endowment effect is strength-
ened for in-group goods among both men and women but is elimi-
nated for out-group goods among men (but not women. We predict 
that the same factor – heritage connection - increases valuations for 
both sellers and buyers—but it has the opposite effect that an econo-
mist would predict on selling prices. The buyer’s heritage connection 
reduces the seller’s WTA. 

We define heritage connection as a good’s capacity to bridge 
the gap between the consumer and their heritage by helping the con-
sumer remember where they come from, giving them a sense of his-
tory, and connecting them with the people who came before them. In 
four studies, we find a main effect such that sellers set lower prices 
for heritage goods when selling to buyers with heritage connection, 
relative to buyers without heritage connection (i.e., the heritage dis-
count).

In Study 1, we sampled California residents on Mturk (N = 
400). The study ran online during the 250th anniversary of Monterey, 
a city in California that is home to California’s first constitution, 
California’s first scenic highway, and is the first place where Cali-
fornians raised the American flag. Monterey also has an aquarium, 
and visitors come to see it. We informed participants that one person 
taking the study would receive a Monterey 250th anniversary hat, 
and that it would be theirs to keep. We endowed participants with 
the anniversary hat, and we measured participants actual WTA for 
this heritage good using the Becker DeGroot Marschak test (Becker, 
Degroot, and Marschak 1964) As predicted, sellers’ WTA from a 
control buyer (visitor to Monterey) was higher than their WTA from 
the heritage buyer (resident of Monterey), t(1,364) = 2.32, p = .021. 
Sellers had a lower WTA for heritage buyers despite indicating that 
heritage buyers would value the good more (p < .001). Further, the 
effect of heritage held after adding controls for buyers’ usage (p = 
.030). Thus, Study 1 provided preliminary evidence for a heritage 
discount. 

Study 2 tested heritage in a new domain using real goods that 
people have in their homes. Participants (N = 547) were randomly 
assigned to answer questions about either an inherited or a purchased 
item in their home that would normally cost less than $1000. Par-
ticipants indicated their WTA from both a close family member and 
a stranger. As predicted, the simple effect of stranger vs. family for 
heritage products was larger than the simple effect of stranger vs. 
family for non-heritage products. The interaction of buyer’s identity 
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and product type (heritage vs. no heritage) was significant, all p’s < 
.001, and sellers’ heritage connection to a good moderated the heri-
tage discount with more connected sellers giving larger discounts, 
F(1, 545) = 46.20, p < .001. Specifically, we found that the greater 
the seller’s heritage connection, the larger the heritage discount con-
nected buyers received, B = 1.405, SE =.175, t(545) = 8.04, p < .001.

At this point, it seemed like holding the item constant and ma-
nipulating heritage connection might provide an even cleaner test of 
our hypothesis, and we did this in Study 3. We asked participants (N 
= 400) to imagine that they were going through storage and found a 
watch from their great grandfather. In a between subjects design, we 
asked them to consider selling this heritage good to a control buyer 
or a heritage buyer, and we specified usage: both buyers would use 
the watch as they went about their daily work. Sellers set a lower 
WTA for heritage buyers than control buyers, t(386) = 2.50, p = 
.013. There was no difference in appropriateness of usage between 
conditions, p = .714. We also measured seller’s heritage connection, 
buyer’s perceived heritage connection, and we calculated heritage 
loss (i.e., the difference between a seller’s heritage connection and a 
buyer’s heritage connection). Overall, Study 3 provided strong evi-
dence that heritage loss mediates the effect of buyer’s identity on the 
seller’s WTA (95%, CI = $127.25, $218.35). Next, we sought to vali-
date these findings in an incentive compatible context.

In Study 4, we sampled the population on the campus of a large 
American research university (N = 388), and endowed participants 
with a good symbolizing 100 years of the university’s history. In a 
between subjects, fully incentive compatible task, participants indi-
cated their WTA from a heritage buyer (student at their university) or 
their WTA from a control buyer (stranger with no university connec-
tion). As predicted, participants’ WTA from a control buyer ($2.65) 
was higher than their WTA from a heritage buyer ($2.20, F(1,385) 
= 6.54, p = .011). Further, we found this effect was mediated by 
heritage loss. 

In conclusion, this research suggests that the shared past af-
fects consumer valuations in the present. In four studies, we quantify 
the value of this heritage connection, and these findings have sig-
nificance for marketing practice. Our research has applications to 
marketers of products that appeal to consumers’ desire to connect to 
their heritage across time as well as markets that involve resale (e.g., 
housing and collectibles).
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SESSION OVERVIEW
Platforms have allowed ordinary consumers to monetize their 

creative and expressive pursuits. This session brings together four 
papers that inquire about the tricky, increasingly complex, and multi-
actor world of influencer business and provide conceptual and em-
pirical contributions to understand social media consumption. 

Monetization of influence provides fruitful areas of inquiry for 
researchers. Among these, we uncover 1) entrepreneurial pursuits of 
ordinary consumers to become influencers, 2) the dialectical tensions 
between promotion and expression in online content, 3) interactions 
and relations between the audience, influencers, and firms, 4) codi-
fication and framing of content to meet audience and firm expec-
tations. Collectively, the papers in this session provide distinctive 
insights into these issues.

The first paper revisits the megaphone effect and provides a re-
vision to the theory by demonstrating the struggles of ordinary con-
sumers in their quest for becoming influencers. By acknowledging 
their struggles, this paper provides a needed corrective to the myth 
of meritocratic and serendipitous journey of becoming and being an 
influencer. Findings are expanded to explain why consumers leave 
fields more generally. 

The second paper provides a mixed method analysis of food 
images on Instagram and explores how different visual framing strat-
egies contribute to the engagement strategies of top-ten food influ-
encers. Combining quantitative and qualitative analysis, the authors 
show distinct patterns of representation of food using strategic com-
position and visual framing. These patterns also reflect long-standing 
distinctions between the raw and the cooked.

The third paper investigates the phenomenon of pet influencers. 
Through studying account managers who generate platform content 
around the performances of their pets, the authors uncover visual and 
rhetorical strategies of their engagement. The participants implement 
anthropomorphism through intertextual manipulation of the visual 
and textual content and orchestration of realistic or fantasy perfor-
mances. 

The final paper explores how platform content is shaped by 
memes that are also controlled and seeded by firms. The authors 
show how memes are actively initiated, surveilled, and leveraged by 
firms. They show how companies use sponsored hashtags to entice 
consumers to engage with brand content through three types of call 
to action, where paid influencers take the lead, followed by everyday 
(unpaid) consumers amplifying the message. 

Together, the papers in this session tackle the following ques-
tions:

1. How do consumers position themselves as influencers in 
the attention economy?  

2. How do consumers invest in and deploy resources to 
strengthen their positioning?

3. How do consumers use platforms’ expressive capacities to 
create engagement?

4. How do consumers interact with firms to convert attention 
to value and revenues? 

The session provides a meeting point for scholars using dif-
ferent methods (quantitative and qualitative) and complementary 
perspectives to understand social media. It investigates the role of 
different actors that participate in the influencer business: pets, firms, 
and consumers—as both creators and audiences. All papers are in ad-
vanced stages with empirical work completed. Papers also use mixed 
methods which will attract broader attention. Due to the significance 
and relevance of the substantive context, we expect a range of ACR 
members to show interest in the session. 

Problematizing the Megaphone: The Very Difficult 
Journey to Becoming an Influencer

EXTENDED ABSTRACT
If we were to listen to the depiction of influencers in the main-

stream press and some academic articles, we might conclude that 
persistent efforts from meritocratic consumers will lead to them be-
coming influencers. Duffy and Wissinger (2017) refer to this mythol-
ogized portrait of the path to become an influencer as ‘glamorized.’ 
In reality, becoming an influencer is a difficult project that is unlikely 
to yield results (Duffy 2016). Despite this acknowledgment of the 
struggles inherent to becoming and being an influencer, we know 
surprisingly little of what exactly these struggles are and how they 
affect ordinary consumers’ quest for influence. These are the two re-
search questions we answer in this project. 

These research questions are important for many reasons. 
Centrally, there were more than 3.7 million ads by influencers on 
Instagram in 2018, and 90% of Instagram campaigns in 2018 used 
micro-influencers—influencers that have somewhere between 1000 
and 100 000 followers (HubSpot, July 15th, 2019; Wired, Apr 22nd, 
2019). Micro-influencers represent about 25% of the Instagram user 
base, or about 250 million people (Mention.com 2018). These de-
velopments are giving ordinary consumers—consumers who do not 
possess a privileged position in social fields (McQuarrie, Miller, 
and Phillips 2013)—increasing opportunities to capitalize on their 
(micro) influence. This has translated into an increasing number 
of ordinary consumers wanting to become influencers: More than 
75% of people aged between 5 and 38 state wanting to become one 
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(DailyMail, May 22nd, 2017; People, Nov 5th, 2019). The glamorized 
picture of influencers is thus problematic, as it represents a highly 
biased understanding of this role and the path to become an influ-
encer. Theoretically, this is a glaring omission in a rapidly rising and 
important role of the digital economy. Practically, this mythologized 
understanding of what is required to become an influencer can lead 
consumers to pursue an identity project that is bound to fail. 

We answer our research questions by analyzing repeat inter-
views with 23 micro-influencers with different followings: (1) less 
than 10k followers, (2) between 10k and 50k followers, and (3) 
between 50k and 100k followers. We complement these interviews 
with all Instagram posts and a month of Instagram Stories from our 
participants, as well as archival data in the form of articles for and on 
influencers (166 pages). 

We leverage McQuarrie, Miller, and Phillips (2013) work and 
concentrate on three main stages that explains the movement of 
an ordinary consumer to online influencer: acquiring an audience, 
maintaining and expanding an audience, and deriving benefits from 
an audience. 

When entering the field and starting to acquire an audience, 
ordinary consumers face struggles associated with the breadth of 
expertise required to perform their role and the work demanded to 
better their expertise to do so. For example, consumers realize that, 
in addition to being proficient in successfully making risky taste 
displays (McQuarrie, Miller, and Phillips 2013), they also need to 
know how to use the Instagram algorithm to their advantage, create 
thematically related images (vs. only one risky display of taste), and 
do proper make-up and poses. 

When maintaining and expanding their audience, consumers 
need to address changes in their audience expectations, which now 
demand continuous content creation. We show how consumers take 
two strategies to address this: they broaden their expertise to mul-
tiple fields (e.g., from fashion to food, travel, and design), or deepen 
their expertise in their focal field of interest (e.g., from fashion stylist 
to critic, historian, and tailor). This increases demands in terms of 
consumer expertise, which exponentially heightens the involvement 
required to continue pursuing their quest for influence. We also find 
that consumers become objectified by their audience, which brings 
its own set of struggles associated with addressing negative and un-
wanted comments and requests. 

Lastly, when converting their audience into benefits, consum-
ers need to understand how to position themselves effectively in the 
market for influencers (i.e., have an effective positioning from the 
perspective of brands who might hire them), how to develop their 
unique brand, and how to deal with commercial clients. Here again, 
we find that consumers are often ill-equipped to address the scope of 
tasks asked from them, which have become increasingly removed 
from what led them to start wanting to be an influencer in the first 
place. 

Each of these stages come with its own set of difficulties, which 
leads influencers to abandon their project. At least in our sample, 
these difficulties led to more than half our participants (13 out of 
23) to discontinue their influencer activities. And the number of fol-
lowers did not play a role in convincing influencers to continue their 
quest: We have many instances of Instagram influencers with more 
than 50 000 followers who abandoned their quest, for example, be-
cause converting their audience was deemed too difficult. 

Our work contributes to the literature on influencers and con-
sumer involvement in a consumption field. First, the struggles we 
identify lead us to provide an important revision as to how ordinary 
consumers become influencers (cf. Erz and Christensen 2018; Mc-
Quarrie, Miller, and Phillips 2013). Second, we use this revised jour-

ney to propose an alternative to the dominant theorization of how 
consumers become influencers. Instead of consumers taking risks 
when sharing their passion in a consumption, and how they accumu-
late followers by doing so (see Erz and Christensen 2018; McQuar-
rie, Miller, and Phillips 2013), we suggest conceptualizing at least a 
segment of influencers as digital entrepreneurs whose journey to be-
come influencers is active and intentional; For example, they readily 
create a brand from the get-go, strategically think about their market 
positioning, and use numerous market resources (e.g., buying fol-
lowers) to achieve their objective. Lastly, we generalize the struggles 
we identify to any consumer highly involved in some consumption 
activity (e.g., see Stebbins 1982 on serious leisure) to provide three 
main reasons why they leave consumption fields. 

Aesthetics of Food: The Role of Visual Framing 
Strategies for Influence Building on Instagram

EXTENDED ABSTRACT
Social media produces a megaphone effect that offers a mass 

audience to ordinary consumers (McQuarrie and Phillips 2013). Im-
ages of food dominate social media, which has revolutionized the 
world of gastronomy and food (Allué 2013). Food is a central part 
of defining identity, as well as shaping collective, cultural identities 
(Lupton 1996). The transformative, aesthetic aspects of food often 
reflect social status and prestige. Food and eating, beyond survival 
and sustenance, can be understood as an aestheticized expression of 
identity, status, and taste. Such taste expressions can be regarded as 
a taste regime that helps to explain how individuals gain cultural 
capital in the marketplace – often via social media (Arsel and Bean 
2013). By posting food images and seeking feedback from followers 
through the “likes”, the influencers provide repeated stimuli to con-
trol followers’ behavior. Owing to the value creation effect, influenc-
ers are becoming a taste maker, and building an informal social norm 
(Hackman 1992) which will influence how followers perceive food.

Food serves as a powerful system of communication. Food and 
eating connect consumers to their biological and cultural heritage 
(Allen 2012). Food is the basis of many consumer habits and rituals 
(Marshall 2005). The aesthetics of food consumption can be traced 
back to Epicureanism, an individualistic and communal philosophy 
that emphasizes the central role of pleasure, laying the foundation 
for aesthetic appreciation, including appreciation of food and taste. 
French writer Brillat-Savarin introduced the idea of you are what 
you eat, and articulated a philosophical approach to cooking (Brillat-
Savarin 2009). During the twentieth century, food marketing has 
shifted from nutrition appeals to more hedonic taste appeals. Intrin-
sic motivation such as seeking leisure becomes the main purpose 
of participating in online interaction. Perceived enjoyment derived 
from the theory of reasoned action (TRA) and the technology accep-
tance model (TAM) significantly influence online community’s loy-
alty (Hsu and Lu 2007), this study, was inspired by these theories to 
explain how influencers apply visual framing strategies as intrinsic 
motivation on technology use. To better understand influence mar-
keting in the context of how technology interacts with gastronomy, it 
is essential to analyze online images that connect taste consumption 
with visual consumption (Schroeder 2002).

Among different social media platforms, Instagram special-
izes in efficiently distributing visual rhetoric on a personal or global 
scale to its over 500 million daily active users (Statista 2018). Food 
influencers create an informal social norm via the repeat use of a 
circle loop starting from food preparation decision to feedback col-
lection and post recreation. This value creation process prompts the 
influencer to become a taste maker considering the preferences of 
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“visual consumers”. In the historical view, this online food images 
sharing is different from classical business model using their unique 
virtual “words”. It is a complex practice that has relational, social, 
and cultural significance. However, the visual aspect of these prac-
tices, especially as it related to influencer marketing often remains 
understudied. Therefore, the purpose of this study is to identify fram-
ing strategies that influence consumer engagement on social media. 
The behavior of highlighting certain facets and concealing others is 
a central tenet of framing theory (Entman 1993). Framing affects 
how audiences interpret and react to scenarios, images, and text. By 
taking advantages of various rhetoric tools like symbols, metaphors, 
and depictions, visual imagery operates as a framing device (Rodri-
guez and Dimitrova 2011). 

The research questions this paper aims to answer are:
• RQ1:What do the top ten most-followed food channel Ins-

tagram influencers post on their accounts?
• RQ2:What framing strategies do the top ten most-followed 

food channel Instagram influencers use to visually repre-
sent food posts to facilitate consumer engagement?

The Instagram accounts for this study were selected based on 
a formal ranking by Statista, which is an online statistic, market re-
search, and business intelligence portal that provides access to data 
from market and opinion research institutions. Statista presented the 
most-followed food influencers on Instagram in the United States 
as of January 2018 (Statista 2018). Based on the reliable external 
assessment data, this study used content analysis to investigate how 
different categories of visual framing mutually or independently 
contribute to the popularity of these top ten food influencers.

Using the food-related images posted by these food influenc-
ers from January 1 to December 31, 2017, and selected images that 
received more than 10,000 “likes” on the influencer`s account. The 
ten influencers included two men and eight women; one of the ac-
counts did not indicate gender. Images were randomly selected in 
each influencers’ Instagram, one image per month, obtaining a total 
of N = 120 posts.

Content analysis views data such as images, text, and expres-
sions to be seen and interpreted for their meanings (Krippendorff 
2012). We also combined qualitative content analysis with frequency 
and Chi Square-tests. We developed a codebook of attributes after 
observing most of the images and divided them into two parts: in-
fluencers and food. The coding categories are partially based on the 
Duncan (1990) study, which offers a visual analysis using contextual 
readings of visual photographic imagery. Images were analyzed in 
13 nominal categories. Acceptable levels of inter-coder reliability 
via Krippendorff’s alpha were achieved and ranged from 0.86 to 1.0 
for each variable tested.

The findings show distinct patterns in how food is represented 
in Instagram posts. Food influencers prefer to post images about 
cooked food, without little decoration, using high contrast colors and 
close-up shots. Most posts do not include “background” elements 
such as clothing, facial expression, or proximity to influencers. 
Random placement and casual layout are more of a reflection of the 
influencer’s own leisure lifestyle; strategies also reflect influencers’ 
social network identity construction. Raw food images were found 
to be associated with cluttered composition and far away shoots, 
whereas cooked food images were associated with high contrast and 
close-up, especially the top-down camera angle. Cooked food im-
ages serve as a justification agent for consumers, “thereby reducing 
the conflict associated with the subsequent indulgent consumption 
experience and increasing taste perceptions” (Poor, Duhachek, and 
Krishnan 2013, 124).

Our analytical categories of raw and cooked food draw inspira-
tion from anthropologist Claude Lévi-Strauss’s influential work on 
the raw and the cooked as basic categories for understanding human 
culture (1983). Perhaps inadvertently, it appears that influencers’ 
social media posts reflect fundamental, long-standing distinctions 
of the raw and the cooked. Of course, raw food, when appearing 
on Instagram, is generally highly aestheticized. However, we find 
this distinction meaningful, and useful for understanding some ba-
sic elements of food posting. Moreover, these factors including so-
cial norm, perceived enjoyment, and cultural intermediaries have a 
significant effect shaping followers’ behavior via the value creation 
process. Our framework emphasizes the importance of how food can 
be accommodated within the framework of a meal, and how taste 
could be used as an approach to describe aesthetic norms. The inter-
action between real-life meal gatherings and social media creates a 
combined type of “commensal” experience, one that fosters a sense 
of community, despite occurring online (Bouvier 2018). Food rep-
resents an ideal way to achieve such a sense. This study represents 
a step toward a more cogent understanding of food influencers on 
Instagram, informed by historical discussion of aesthetics and taste. 
In addition to implications such as the visual framing effects of ad-
vertising for influencer marketing, future studies may investigate and 
the role of food influencers as ‘cultural intermediaries’ as described 
Bourdieu (1984) to help us explain the set of activities and profes-
sions in the creation of markets and consumption economies like 
how music bloggers mediate and orient consumer taste (Arriagada 
and Cruz 2014). 

Orchestrating Pet Influencers: Rhetorical and Visual 
Strategies in Creating Mediated Platform Content

EXTENDED ABSTRACT
As we are writing this, one of the most popular influencers in 

the world is not a person but a cat with 4.3 million followers on 
Instagram. Nala is an 8-year-old cat who became Instagram famous 
after her human companion created the account to share images with 
her family who resides overseas. Nala’s audience has expanded to 
other platforms, such as Facebook, YouTube, and Twitter, where she 
has 2.6M followers, 27K subscribers, and 24.9K followers, respec-
tively, creating a multi-platform megaphone.    

Despite the prevalence of pet influencers, there is a paucity of 
studies on the subject matter. While influencers or microcelebrities 
who manage their own accounts have been explored by scholars 
(Abidin, 2015, 2016, 2018; Khamis, Ang, & Welling, 2017; Mar-
wick, 2013, 2015; McQuarrie et al., 2012; Senft, 2008, 2013)—also 
see papers in this session—, the mediated nature of pet influencers, 
particularly the ways humans orchestrate their animal companions 
performatively, manage their online presence, and capitalize on the 
attention for their pets require further attention. This is important be-
cause what sets apart the phenomenon from others is its two bound-
ary conditions: 1) The duality and mutuality of presence of human 
account managers alongside their pets in social media performances, 
and 2) The second-degree performance and sociality that is mediated 
through the pets and with other pet companions. These boundary 
conditions allow contextualizing a new theorization of the triadic 
and mediated relationship between humans, their animal compan-
ions, and their audience in platforms.

Our method is a combination of interviews and Netnographic 
observations. We conducted semi-structured interviews with 15 pet 
account managers with at least 500 followers. We also analyzed the 
content of pet influencer posts for visual and textual content. Lastly, 
through a public pet account, we participated in introspective en-
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gagement with the practice. We performed iterative and inductive 
analytical procedures in analyzing our data.    

Our findings first demonstrate that Instagram is home to a 
loosely networked bundle of micro-communities of cat accounts, 
centered around feline appreciation and fandom. These connected 
micro-communities are built around hashtags singling out breeds, 
colors, and micro-interests with frequent overlaps and blurring of 
community boundaries. Through a shared language (now coined 
as Meowlogisms by Podhovnik, 2018), collective celebration of 
milestones, and collective action to support each other such as fun-
draising, pet account managers (PAMs) exemplify the three tenets 
of community (Muniz and O’Guinn 2001): consciousness of kind, 
rituals and traditions, and moral responsibility. 

Second, we show that within this nexus of micro-communities, 
PAMs are motivated to create and maintain engagement for two pri-
mary reasons: connections or fame. These findings mirror and revise 
existing typologies on social media communities (Kozinets 1999; 
Martineau and Arsel 2017). 

Third, we show that regardless of their goals, PAMs create an-
thropomorphic performances for their pets through intertextual sto-
rytelling, switching back and forth between engaging with the pets 
through proxy conversations and engaging with their human com-
panions more directly. 

Our data shows that storytelling can be either realistic (staying 
within the boundaries of the sociomaterial capacities of animals), 
or fantastical (expressing imaginary or impossible situations). When 
choosing to make posts on their accounts, PAMs can simply display 
the raw images they capture by camera, such as their cat sitting on 
a couch, or they can decide to superimpose the original image onto 
another one which showcases different settings or characters, such 
as their cat playing golf. Additionally, the same can occur for the 
textual content: it could simply reflect the literal or figurative content 
of the actual image, such as: “my cat sits on the counter,” or integrate 
intertextual narratives which may expand the literal object: “my cat 
slayed the dragons and conquered the seven kingdoms.” These story-
telling techniques frame their pet as not only having human emotion-
ality and physicality but also allows the PAMs leverage on shared 
tropes and narratives such as the case of Game of Thrones to boost 
engagement and familiarity. Textual cues are frequently supported 
by visual manipulation, such as editing images to make the cat look 
like a knight. Lastly, PAMs deliberately choose the account’s voice 
(human versus cat) to supplement this storytelling. Building on the 
patterning of these strategies, we develop a typology of PAM ac-
count management styles.   

Our work aims to contribute to a growing body of literature on 
performances in social media (Abidin, 2017; boyd, 2011; Burgess 
and Green, 2008; García-Rapp, 2017; Marwick, 2013; Strangelove, 
2010; Senft, 2013). We show how social media enables performa-
tive mediated interactions and mediated connections between hu-
mans through their pet companions, how animals are orchestrated 
for attention economy, and how this shifts humans’ connections with 
their pets and other humans. Furthermore, we develop a typology of 
performative orchestration of Instagram pets. Our typology also pro-
vides firms tools for identifying and recruiting the most appropriate 
influencer based on their performance style. 

Marketing Memeification on TikTok: Initiating and 
Leveraging Consumer Creativity for Commercial Means

EXTENDED ABSTRACT
In a saturated digital advertising space, brands increasingly de-

sire ‘viral’ content (Berger and Milkman, 2012). One form of viral 

content are internet memes—defined as “(a) a group of digital items 
sharing common characteristics of content, form, and/ or stance, 
which (b) were created with awareness of each other, and (c) were 
circulated, imitated, and/or transformed via the Internet by many us-
ers” (Shifman, 2014, p. 41). Internet memes are a form of cultural 
rhetoric (Grundlingh, 2018; Milner, 2013) and are unique given “the 
speed of their transmission and the fidelity of their form” (Davidson, 
2012, p. 122). Internet memes can build report with online consum-
ers and foster consumer engagement (Gelb, 1997). Previous research 
highlights the convivial nature of internet memes, which act as a 
type of digital leisure shared by internet insiders (Bauckhage, 2011). 
However, this form of leisure can also represent a lucrative opportu-
nity for influencers and brands alike through monetizing the attention 
economy (Drenten, Gurrieri, and Tyler, 2020; Soha and McDowell, 
2016). Most research to date explores how consumers create memes, 
separate from marketing intervention. In contrast, our study explores 
brand-generated internet memes. We ask, how do brands create and 
capitalize upon internet memes for commercial means?

To explore our research question, we turn to the context of Tik-
Tok, a social media platform (formerly Musical.ly) which allows us-
ers to create and share short-form videos, using a library of “sounds” 
(e.g., music, user-generated sounds, television/movie clips). With 
over 1.5 billion app downloads and nearly 105 million in January 
2020 alone, TikTok is rapidly growing (Sensor Tower, 2019; 2020). 
For this study, we specifically focus on sponsored hashtags, a paid 
advertising placement option in which brands pay for custom spon-
sored hashtags to drive engagement in marketing campaigns. Spon-
sored hashtags are placed on the app’s discovery-oriented ‘for you 
page’ to engage consumers immediately upon opening the TikTok 
app. Data collection began in April 2019 and was conducted by a 
cross-cultural research team. The researchers identified sponsored 
hashtags via daily monitoring of the ‘for you page’ on TikTok and 
created a database of sponsored hashtags and accompanying visu-
al- and text-based content. Data collection resulted in a sample of 
102 sponsored hashtags from 87 companies, such as Nike, Chipotle, 
Burberry, and other multinational brands. Data were managed and 
analyzed through qualitative social media methods (Sloan and Quan-
Haase, 2017), using both Nvivo 12 Plus software and manual coding.

Preliminary findings offer a framework of marketing memei-
fication wherein brands initiate the reproduction of content through 
three types of calls to action: impersonation, transformation, and 
self-expression. Marketing memeification unfolds on a continuum 
of individual creativity in which consumers are increasingly encour-
aged to insert their own creative ideas when developing content in 
conjunction with a sponsored hashtag. In each case, paid influenc-
ers set the exemplary creative standard, while everyday consumers 
engage with marketing memeification as a form of unpaid consumer 
leisure. Our study suggests TikTok is unique in using sounds, or son-
ic anchors, to drive the marketing memeification process.

First, brands initiate marketing memeification through imper-
sonation-based calls to action, which require little to no individual 
creativity. Impersonation involves movement-oriented actions (e.g., 
dance, lip-sync) with specific guidelines for the performance. For 
example, to advertise Season 3 of Netflix’s Chilling Adventures of 
Sabrina, the media company created the #StraightToHell hashtag ac-
companying a short, easy to replicate dance with the song “Straight 
to Hell” by Sabrina Spellman as the sonic anchor. Through imper-
sonation, consumers are mobilized to recreate content, exemplified 
by influencers, directly as it is shown. While some users may per-
form the dance moves differently, due to ability and style, the brand-
related hashtag does not directly invoke creativity.
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Second, through transformation-based calls to action, which 
give more narrative and creative leeway to consumers. Transfor-
mation involves transition-oriented stories, wherein consumers are 
asked to show a change or evolution. For example, in promoting 
the re-release of Wendy’s ‘spicy chicken nuggets’, the brand encour-
aged consumers to demonstrate transformational stories using the 
#SpicySnap hashtag challenge and the song “Snap Yo Fingers” by 
Lil Jon as the sonic anchor. Through transformation, consumers are 
mobilized to interpret the brand’s call to action and tell their own 
creative stories loosely related to the branded product. For this chal-
lenge, influencers prominently feature Wendy’s food products in 
their content; however, everyday consumers use the suggested sound 
and hashtag to show their own creative transformations. 

Third, through self-expression-based calls to action, which 
inspire consumers to reflect their personal points of view. Self-ex-
pression involves identity-oriented displays of uniqueness in which 
consumers are asked to interpret the hashtag, with open-ended param-
eters. For example, beauty retailer Ulta Beauty created the #BeautyIs 
hashtag campaign, with the song “Here I Am” by Fleur East as the 
sonic anchor, inviting consumers to broadly define beauty in their 
own terms.  Through self-expression, influencers and everyday con-
sumers promote their own unique viewpoints and perspectives, us-
ing the brand as a launching point. User videos range in diversity 
in messaging, format, and content creators themselves (e.g., gender, 
ethnicity, age). Thus, on the marketing memeification continuum of 
creativity, branded hashtags and accompanying sounds increasingly 
become a pathway for consumers to share their own authentic self-
expression, while indirectly promoting the brand itself. 

While previous work focuses on the organic evolution of 
memes as user-generated content (Bigley and Leonhardt, 2017), our 
findings extend existing research to better understand how marketing 
intervention spurs memeification for commercial means and to dem-
onstrate how brands leverage the status and visibility of social media 
influencers to set creative standards. Partitioning devices including 
sonic anchors and branded hashtags are initiated by the brand; how-
ever, marketing memeification decentralizes control of the brand in 
the process. In line the theoretical perspective of memes (Shifman, 
2014), our study suggests meaning is created on TikTok during the 
transmission of cultural content. At a meso-level, this transmission 
process is propelled by sonic anchors (e.g., songs) which work to 
coalesce consumption communities, reflecting the importance of 
sounds as objects in consumption research (Patterson and Larsen, 
2019). This study represents a first step in understanding how brands 
operate on TikTok, wherein consumers’ creative performances are 
actively initiated, surveilled, and leveraged for commercial means.
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SESSION OVERVIEW
From the explosive popularity of podcasts to the rapid rise of 

social media influencers, seismic shifts in technology and new media 
consumption are taking shape across the globe. As digital platforms 
– defined as “a set of online digital arrangements whose algorithms 
serve to organize and structure economic and social activity” (Ken-
ney and Zysman 2016) – increasingly take on a larger role in individ-
ual consumers’ lives, the digital world holds widespread implications 
for consumer identity construction (Belk 2013). These consumer 
identities are neither static nor binary (e.g. online versus offline, see 
Kedzior 2015), but rather assembled and at times disassembled with-
in and between various digital platforms, such as social networking 
sites, image-based or audio based social platforms, and hybrid sites. 
Indeed, past scholarship has examined the ways in which consumers 
and influencers actively engage in digitally mediated spaces (e.g., 
Drenten and Zayer 2018, Drenten, Gurrieri and Tyler 2018, Epp, 
Price and Schau 2014; Gurrieri and Cherrier 2013, Molesworth and 
Denegri-Knott 2013, Schau and Gilly 2003).

However, while there has been much discussion regarding the 
more negative impact of digital platforms (Baccarella et al. 2018) 
on individuals and families, consumer research scholarship has yet 
to fully explore how digital platforms (re)shape and/or disrupt con-
sumer identities, and what these processes mean not only for con-
sumer welfare outcomes, but also for marketing practitioners. In 
this special session we examine this timely oversight by bringing 
together an inclusive team of authors from both academia and the 
social media industry, exploring digital consumption issues through 
multiple theoretical lenses, like family identity theory, intersectional 
theory, and assemblage theory, as well as methodological paradigms 
including quantitative and qualitative perspectives. The first two pa-
pers of this session will focus on group identity construction in the 
digital age, while the last two papers will highlight the role of digital 
platforms on individual consumer identity creation. Specifically, the 
empirical papers, which all have data collected and are in mature 
stages of theorization, will address the following research questions: 
1) how are family identities (re)shaped by digital platforms? 2) how 
are female influencers and consumers’ aging identities shaped and 
constrained by social media images? 3) how do Instagram influenc-
ers impact their consumers’ gender identity and gender expression? 

and 4) how do online portals contribute to contemplative consumer 
identity creation?

Overall, this special session asks: how do digital platforms (re)
shape consumers’ individual and collective identities? We anticipate 
that our session will be relevant for scholars engaged with broad 
questions that relate to marketing in a digital world, and consumer 
researchers with a specific focus on participatory media consump-
tion. We also wish to engage in dialogue with practitioners and social 
scientists working in influential social media organizations such as 
Pinterest through a discussion of our respective empirical findings.

How Digital Platforms Shape Family Identities

EXTENDED ABSTRACT
Past scholarship has documented how consumers in online en-

vironments construct their identities (Schau and Gilly 2003; Belk 
2013), including navigating identity transitions (Drenten and Zayer 
2018). Additional research has highlighted the role of digital tech-
nologies in shaping family practices (see Epp, Schau, and Price 2014 
study on geographic dispersion of families), reinforcing rituals and 
intimacy among couples (see Su 2016 study on digital messaging), 
and providing a means to negotiate meanings of home (see Ca-
balquinto 2018 study on mobile media use of Filipino transnational 
families). Importantly, Epp et al. (2014) highlight how families can 
expand their material, expressive and imaginative capacities through 
technologies such as Skype during times of separation. However, the 
manner in which technologies, such as social media platforms, im-
pact family identities is yet to be explored in great depth. To address 
this gap in the literature, our research asks: how are family identities 
shaped by digital platforms?

We draw on Epp and Price’s (2008) sociological conceptualiza-
tion of ‘being a family’ as a “bundle” of identities, which include 
collective, relational (couple, parent-child or sibling identities), and 
individual identities as they interact with communication forms and 
symbolic marketplace resources. The authors refer to Bennett, Wolin, 
and McAvity’s (1988, 212) definition of family identity as the “ge-
stalt of qualities and attributes,” and “the family’s subjective sense of 
its own continuity over time, its present situation, and its character.” 
The context for our research is the social media platform, Pinterest, 
which allows users to search, save and share content in the form of 
“pins” and “boards” related to their interests akin to a bulletin board. 
Two-thirds of the pins on the site represent brands or products. The 
site boasts that 28% of all US social media users are Pinterest users 
with a monthly active user base of 300 million and a median age of 
40 (Omnicore Agency Report 2020).

To explore family identity in the digital era, we draw upon a 
dual methodology of in-depth interviews and visual content analysis. 
First, interviews with 14 men and women, ages 21 to 45, who use 
Pinterest were conducted, resulting in over 500 pages of text. Visual 
data was also captured as informants shared their personal Pinterest 
boards. Second, a series of searches were conducted via Pinterest 
Trends (trends.pinterest.com), using “Family” as the initial keyword, 
then systematically exploring the first 20 results (e.g., family dinner 
ideas, family room ideas, family pictures). Themes related to iden-
tity and family were identified using a constant comparison method 
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and iteratively referring back to the existing literature (Strauss and 
Corbin 1998).

We find Pinterest provides symbolic marketplace resources in 
the form digital virtual consumption ‘objects’ which are embedded 
in communications forms (e.g., narratives, rituals, intergenerational 
transfers, social dramas, everyday interactions) and help consumers 
construct and maintain collective family identities. Exploratory visu-
al analysis of the most popular pins in the Pinterest Trends database 
indicates that it is replete with digital virtual resources to shape and 
enact family identities (e.g., family time, family tree, family tradi-
tions) as well as to help families overcome potential barriers (e.g., 
inspirational family quotes, addressing family problems). 

Emergent from our findings are four unique forms of family 
identity resources: relational, functional, transformational, and ex-
pressive. Due to space limitations of the abstract, abbreviated quotes 
from the data are presented here. First, relational identity resources 
reflect connection and bonding with fellow family members, such 
as pinning family game night ideas or books to read at bedtime. El-
len, a college student, uses Pinterest to save tips for playing ‘Words 
with Friends,’ a mobile game that she plays each day with her dad. 
Ellen’s pins enhance her long-distance gameplay experiences. She 
says, “… my dad wants to play with me; of course, I’m going to 
play with him. This [pin] had different words that a scrabble player 
should memorize so like highest possible points on the first turn.” 
Second, functional identity resources reflect pragmatic family opera-
tions, such as recipes for weeknight meals or chore charts for kids. 
For example, Carolyn pins content related to planning an upcoming 
Disney vacation, including a Disney packing list and meal tips for 
eating at the theme park. “I used Pinterest a ton before I went to Dis-
ney because I wanted to make sure I was fully prepared because Dis-
ney was a whole different kind of vacation, you have to be ready.” 
Carolyn’s pins reflect desired organization and preparedness for her 
family. Third, transformational identity resources reflect evolutions 
in family structure or values, such as efforts to get healthy together 
or moving in together. Hailey is recently engaged and pins home 
décor ideas for moving in with her future husband. She says, “…it 
gives me inspiration … it just makes me feel inspired to actually do 
stuff rather than to just continue to watch HGTV.” Fourth, expres-
sive family identity resources reflect on shared meanings and be-
liefs, such as faith and emotional concern for family members. Ellen 
discusses her family’s belief to “make sure you hug your loved ones 
today and every day” and states “…if I see something that is along 
lines of that I’m totally pinning it.” In some cases, family identity 
resources intersect serving as multiple family identity resources. For 
example, pins for planning a family vacation may be both functional 
and relational. These family identity resources are leveraged through 
digital media (e.g., Pinterest) to help families reinforce or reimagine 
their collective identities.

As Epp and Price (2008) point out, the marketplace can both en-
able and constrain the identity construction practices of families, and 
that there are barriers to enactment, including geographic dispersion, 
time constraints, and lack of monetary resources. We find Pinter-
est diminishes these barriers by offering asynchronous participation 
and a seemingly endless array of digital virtual consumption as re-
sources. Importantly, contrary to popular press and prior research 
indicating that digital technologies are disrupting and introducing 
new vulnerabilities to family relationships and roles (Abbasi and 
Alghamdi 2017; Hertlein 2012; Lewis et al. 2015), we find that the 
social media platform Pinterest provides new or reframed opportuni-
ties for reinforcing and reimagining family identities.

#Instagrannies?: How Mature Women Reassemble 
Aging, Fashion and Retirement in Digital Times

EXTENDED ABSTRACT
Until recently, the idea of paying close attention to mature 

women’s sense of style would have been met with puzzlement and 
little interest from consumers and the fashion industry alike. After 
all, to be fashionable and feminine has typically been viewed as 
belonging to the young. What then could older female consumers 
possibly teach the market about being stylish? Following the unex-
pected popularity of the Advanced Style phenomenon, discussions 
about ageism, gender, and fashion have begun to draw increasing at-
tention in the popular press (e.g., Grinberg 2012; La Ferla 2018). The 
@advancedstyle Instagram account created in 2008 by American 
street style photographer Ari Seth Cohen helped fuel these critical 
conversations. Cohen’s celebration of the personal styles of regular 
mature women, which are commonly understood as 50 years of age 
or older (Twigg 2013), has launched a flourishing online movement. 
A decade after its creation, the social media account has more than 
278,000 followers and 4,300 posts, boasts a hashtag (#advanced-
style) used more than 169,000 times, is regularly featured in major 
fashion magazines (e.g., Vogue) and mainstream media (e.g., The 
Guardian), and has expanded into the realm of books (e.g., Cohen 
2012, 2016; Cohen and Schraer 2013) and feature length films (e.g., 
Cohen and Feig 2014). 

In light of this social media and traditional market success story, 
and in an effort to answer research calls for greater examination of 
the intersection between the sociocultural categories of age and gen-
der in the marketplace (Twigg 2013), we explore how women over 
50 are embracing the online opportunity to increase their visibility 
by consuming the photo-sharing digital platform called Instagram, as 
well as amplify their voices and representations in the fashion market 
by becoming Instagram style influencers. As such, our research aims 
are: 1) to expand our knowledge of influencer marketing dynamics, 
which heavily favors young prosumers, by examining an under re-
searched older female segment; and 2) to investigate Advanced Style 
prosumers’ impact on broader market and societal representations of 
age, gender, and retirement. 

To do so, we combine the intersectional and assemblage theo-
retical lenses and focus on the case of 10 popular female Advanced 
Style Instagram influencers, defined as ordinary Internet users who 
have an established credibility and audience, and therefore can mon-
etize their online following through advertorials, brand collabora-
tions, and public appearances (Abidin 2016). While prior consumer 
research has examined mature consumers as retirees (Price, Arnould, 
and Curasi 2000; Schau, Gilly, and Wolfinbarger 2009) and as part 
of elderly consumption ensembles (Barnhart and Peñaloza 2013), 
our study pays particular attention to a new kind of older prosumer 
or producer-consumer hybrid, who, through their savvy digital con-
sumption and glamor labor (Wissinger 2014), reassemble the imag-
ery of aging, gender, and retirement for their combined millions of 
online followers. 

Methodologically, we employed a qualitative case study 
method, as it “has become a favored methodology for researching 
macroscopic […] questions concerning markets and cultures from 
an interpretive perspective” (Holt 2002, 73). To help contextualize 
our market phenomenon, we first collected an overview of popular 
written, audio, and visual materials about the Advanced Style move-
ment since its inception in 2008. Following this initial phase of data 
collection, we focused on 10 popular Advanced Style influencers, 
where we collected all online media interviews (291 documents) 
and YouTube video interviews (93 videos) featuring any of these 10 
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influencers. To supplement the archival dataset, we conducted a net-
nography to understand the social interaction in this contemporary 
digital communications context (Kozinets 2019). Here, each author 
individually engaged in online participant observation as regular 
fans by following the 10 influencers on Instagram from our personal 
accounts for approximately six months, periodically sharing direct 
messages on the platform with each other about our online experi-
ences (Kozinets, Scaraboto, and Parmentier 2018). We also down-
loaded fans comments for 30 randomly selected recent consecutive 
posts per influencer to better understand fan interactions. Lastly, we 
collected metrics on the 10 influencers’ Instagram accounts regard-
ing their audience, engagement, and brand mentions from the third-
party analytics platform HypeAuditor.

In accordance with the established principles of qualitative 
research (Glaser and Strauss 1967), data collection continued until 
theoretical saturation was reached. The complete dataset was ana-
lyzed using the hermeneutic approach (Thompson 1997) typically 
utilized for qualitative data. We find that the Advanced Style inter-
sectional assemblage was created through a specific historical pro-
cess (DeLanda 2016) that moved from invisible to visible and then 
progressed from influence to precarious power. In the first phase of 
the process, our influencers created the intersectional assemblage by 
first recognizing their invisibility in the fashion market as women 
over 50, then deliberately deciding to become style activists, next 
strategically using hashtags, and finally making deliberate and con-
sistent choices about their Instagram style. In the second phase, our 
prosumers stabilized the intersectional assemblage by first recogniz-
ing their responsibility as influencers, then engaging with their on-
line fans, and finally accepting strategic brand collaborations.

Overall, we aim to contribute to the nascent, yet important lit-
erature stream investigating intersectionality in contemporary mar-
keting images (Gopaldas and Siebert 2018). Our focus is the inter-
sectionality of age and gender in consumer-driven images, which is a 
timely endeavor since the Advanced Style phenomenon spotlighting 
fashionable older women has received minimal scholarly attention 
to date (Jermyn 2016; Tiidenberg 2018). Specifically, our work of-
fers three important insights. First, in contrast to previous research 
on influencer marketing, which has focused on young females, we 
provide a process to understand how mature women directly impact 
the ageist fashion and beauty industries by becoming Instagram in-
fluencers. At the same time, we offer a direct extension to the retire-
ment consumption literature that finds “retirement explicitly privi-
leges consumption (living) over production (work)” (Schau et al. 
2009, 256). In sharp contrast, we find that retirement is no longer 
purely a consumption affair but rather a new form of prosumption, 
whereby retirees or those approaching legal retirement age willingly 
find creative ways to monetize their consumption activities and hob-
bies. Finally, our research extends gender studies by conceptualizing 
gender as an assemblage of market-mediated human and non-human 
technological elements in the digital age. 

An Exploration into How Influencers Shape Gender 
Identity Among Gen Z Consumers 

EXTENDED ABSTRACT
Influencers attract millions of followers by sharing content 

curated from their daily lives on platforms such as Instagram and 
YouTube and typically evolve around one particular domain. For 
example, popular categories of influencers include interests such as 
fashion, beauty, and fitness. Marketers and advertisers have enthusi-
astically embraced influencers as they have are perceived as reliable 
sources of information among consumers and have the power to di-

rectly impact the purchase decisions of large audiences (De Veirman, 
Cauberghe, and Hudders 2017; Djafarova and Rushworth 2017). 
While a body of research in marketing has begun to investigate the 
effectiveness of influencers, and factors that may intercede their ef-
fectiveness, there is a lack of work investigating how influencers 
affect consumers’ gender identity and  gender-related consumption.

As such, this work is an attempt to increase our understanding 
of how influencers impact consumers’ gender identity and expres-
sion. First, an exploratory study, which was conducted to determine 
whether or not influencers affect gender identity and gender expres-
sion, is presented. Based on these findings, the theoretical founda-
tions of social comparison theory and self-concept clarity are used to 
develop a set of predictions that will be tested using a between-sub-
jects experimental design to shed light on to how influencers impact 
consumers’ gender identity and gender expression.

Gender is considered to be a cultural category that is reinforced 
by socially constructed and contested assumptions and norms.  Prior 
work has shown media produce and communicate social signifiers, 
including gender, specifically depictions of femininity and masculin-
ity  (Hirschman and Stern 1994; Stevens 2012; Zayer et al. 2012). 
According to Schroeder and Zwick (2004, 24), “advertising dis-
course both reflects and creates social norms” and media and adver-
tising representations influence both cultural and individual percep-
tions of gender identity, femininity, and physical attractiveness.

An exploratory study was conducted among 81 undergraduate 
students (74% female, Mage =20.2) to assess whether influencers on 
the social media platform Instagram has impact on perceptions of 
gender identity and gender expression. Participants were provided 
with a definition of gender identity and a definition of gender ex-
pression from the Human Rights Campaign website. They were then 
asked to answer four open-ended questions to determine whether 
influencers impact their gender identity, their gender expression, as 
well as the gender identity and gender expressions of their friends.

The responses to these questions were read and coded by the 
researcher and graduate assistant. Each identified main themes and 
sub-themes for each question, and then combined findings from the 
questions to identify common themes and sub-themes. Findings sug-
gest that participants largely did not believe that influencers held 
sway over their gender identity, although this varied based on one’s 
confidence in their own gender identity. Participants overwhelm-
ingly believe influencers play a large role in their gender expression. 
A sub-theme of social comparison with the influencer also emerged 
when analyzing the question about gender expression. Specifically, 
participants often discussed comparing oneself with an influencer in 
terms of femininity and masculinity. Finally, in assessing responses 
to the question about whether influencers impact perceptions of gen-
der identity among their friends, responses were overwhelmingly 
positive with most participants stating that influencers play a large 
role in their friends’ gender identity and gender expression. Analysis 
also revealed that when discussing the effect that influencers have 
on their peers’ gender identity, it was often in reference to friends or 
peers that may not be as self-assured in their gender identity.

A dearth of literature has examined the effects that traditional 
advertising has on female consumers’ self-perceptions, largely fo-
cusing how exposure to idealized imagery negatively impacts wom-
en’s self-perceptions (D’Alessandro and Chitty 2011; Hogg and Fra-
gou 2003; Pounders, Rice, and Mabry-Flynn 2016; Richins 1991; 
Smeesters and Mandel 2006). The bulk of this work uses social com-
parison theory (Festinger 1954), which states individuals engage in 
spontaneous comparisons to others in order to evaluate the self on a 
particular attribute to explain these relationships.Similarly we pre-
dict that consumers will engage in spontaneous comparisons with 
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influencers and that these comparisons will impact consumers’ self-
perceptions in the form of self-esteem, femininity, and satisfaction 
with physical appearance. We also anticipate that these comparisons 
are related to gender expression. Further, we expect that these rela-
tionships will be moderated by type of influencer.

Self-concept clarity refers to “the extent to which self-beliefs 
are clearly and confidently defined, internally consistent, and stable 
(Campbell et al. 1996). Accordingly, when consumers have low self-
concept clarity, their self-concept is less coherent and more unstable. 
Prior research has found that low self-concept clarity has two main 
effects on consumer behavior: it increases the degree to which con-
sumers are impressionable and influenced by external self-relevant 
information (Campbell 1990) and reduces the psychological resourc-
es consumers have available to process identity-related information 
(Campbell 1990). For example, Campbell (1990) found that consum-
ers with low self-concept clarity take longer to determine if an adjec-
tive represents their identity. We believe that self-concept clarity will 
moderate the relationship influencers have on self-perceptions. Spe-
cifically, we predict influencers are more likely to impact consumers’ 
(a) gender identity and (b) gender expression when consumers have 
low self-concept clarity about their gender identity.

These predictions will be examined in a 2 (influencer type) X 2 
(self-concept clarity) between-subjects experiment using influencers 
identified in the exploratory study. The sample will consist of female 
consumers ages 18-25. Data will be collected in April and analyzed 
using ANOVA and Process Model 8. Findings will be ready for pre-
sentation by the 2020 Annual ACR conference. It is expected that the 
findings from this work will contribute to the literature on gender and 
identity by shedding light into how influencers and online platforms 
impact gender identity among Gen Z women.

The Contemplative Consumer Identity: Bridging 
Spirituality and the Marketplace

EXTENDED ABSTRACT
A growing stream of research examines the conflation of mar-

kets and spirituality, focusing on the roles consumers assume at this 
intersection (Huseman and Eckhardt 2019). Two approaches can 
be identified. The first assumes a critical stance on the interface of 
spirituality and markets, noting appropriation, distortion, and com-
moditization of religions or other belief systems (Rindfleisch 2005). 
It characterizes the (re)emergence of spiritual systems as consumer-
ist markets or “spiritual supermarkets” (Redden 2016, 2). For ex-
ample, Rindfleisch (2005, 346) argues that entrepreneurs in the New 
Age field treat complex traditional systems of beliefs in “partial and 
superficial” ways, which “reduces and decontextualizes their mean-
ings,” thereby making them palatable for consumer markets. The 
second approach is reconciliatory and examines the hybridization of 
commercial and spiritual worlds as a phenomenon of interest without 
assuming that one value regime is morally or ideologically superior 
to the other (Scaraboto and Figueiredo 2017; Gibson-Graham 2008). 
Here, consumer identities seamlessly blend with other non-commer-
cially defined roles of community members, neighbors, pilgrims, or 
faithful church members (Santana and Botelho 2019; Kedzior 2013).

Bridging these approaches, recent research has examined the 
experiences of consumers who engage with spiritual market of-
ferings. Huseman and Eckhardt (2019, 393) introduce the concept 
of consumer spirituality, defined as “the interrelated practices and 
processes that people engage in when consuming market offerings 
(products, services, places) that yield ‘spiritual utility’.” This emer-
gent stream of research highlights that markets need to be shaped to 
accommodate spiritual consumption (Huseman and Eckhardt 2019; 

Suddaby 2019). Yet, as Redden (2016, 5) notes, “there often appears 
to be a reticence to examine the market dynamics more closely” in 
spiritual contexts, “even where it would provide explanatory power.” 
Hence, more research is needed on “the role of market actors; in par-
ticular to the role of spiritual practitioners, entrepreneurs and leaders, 
in shaping the spiritual market offer” (Huseman and Eckhardt 2019, 
395). 

Our study addresses these gaps by examining the market-
making dynamics in the spiritual field of Tarot reading. We focus on 
how online spiritual portals contribute to spiritual consumer identity 
creation. Tarot is a deck of 78 cards whose origins date back to Re-
naissance Italy. Although much of its history is shrouded in mys-
tery, since late XVIII century, Tarot evolved into a fortune-telling 
and divinatory device, with its cards acquiring symbolic and esoteric 
meanings. Recent shifts in the spiritual marketplace have made Tarot 
more accessible (Gregory 2016), as materials are available online 
and resources (e.g. Tarot decks and books) have proliferated in the 
market.

In collecting and analyzing data for this project, we follow the 
methodological recommendations for studying spiritual consump-
tion (Ozanne and Appau 2019). We are sensitized to the socio-his-
torical context in which consumers’ interest and engagement with 
Tarot as a spiritual path happens, and explored indigenous ways of 
interpreting and theorizing the phenomenon. As part of a larger ef-
fort to collect ethnographic and netnographic data on the market of 
Tarot, we collected data from Lilly Tarot (pseudonym), one of the 
largest online portals for Tarot readers. Founded in 1999 by Belinda 
Maffei (pseudonym), Lilly Tarot is one of the earliest online spiritual 
portals in the emergent Tarot market. Belinda produced a podcast 
series of 146 episodes (average length 40 minutes) in which she in-
troduces Tarot to those interested in becoming readers. Her podcast 
series reached 2 million daily visits. Each episode was accompanied 
by a full transcription, which we downloaded and archived, total-
ing 479 pages of single-spaced text. We also read all the additional 
resources included in each episode (e.g. card spread templates and 
links to websites). A common feature in the Lilly Tarot podcast series 
is interviews with other actors in the Tarot market (e.g. book authors, 
card deck designers, numerologists). Interviewees often discussed 
their trajectories as Tarot experts, and their perceptions of how Tarot 
has evolved through the decades. 

The podcast series offers us a window into the development 
of the Tarot market, as it allows us to “account for changes from a 
specific point of view” (Hagberg 2016, 114). We identify two mar-
ket-making strategies through which online portals and spiritual en-
trepreneurs act to bridge spirituality and marketization: First, is “The 
High Priestess” – designing the contemplative consumer. Belinda 
and her interviewees leave no room for listeners to assume roles 
other than reader and client – seller and buyer – in the Tarot read-
ing market. Learners are considered entrepreneurs and encouraged 
to practice by offering free readings for friends and family to accu-
mulate “confidence enough to charge.” Yet, in any of these roles, Be-
linda argues, individuals should focus on unlocking “the true power 
of Tarot [which] is helping you get in touch with yourself and your 
intuition.” Before reading to oneself or a client, Tarot readers should 
“center yourself, ground yourself, and also connect yourself in with 
the Universal energy that’s around you.” Tarot cards become a de-
vice to “slow down, focus, and reconnect to oneself and to others.” 
We find that this is the key characteristic of the contemplative con-
sumer, who uses Tarot (and other spiritual practices) as a pathfinder 
on the journey to the Higher Self.The second market-making strat-
egy identified is the “The Magician” – empowering consumers for 
market expansion. The online portal allows consumers to do Tarot 
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“their own way.” Belinda reminds listeners that “anyone can do this 
if it’s their calling, and it feels right for them.” Interviewees often 
echo this discourse: “it is your reading practice, and you’re not work-
ing for an employer, so you don’t have to do it anyone else’s way! 
[…] go your own way, and charge what you’re worth.” By empower-
ing Tarot readers, spiritual entrepreneurs work to expand the market, 
offsetting the barriers to entry into the esoteric category (Rinallo and 
Maclaran 2016).

Overall, our analysis suggests that the online portal provides 
an abundance of resources that materialize these two market-mak-
ing strategies, as well as provide a template for Tarot consumers to 
reconcile tensions between spirituality and marketization as they 
transition toward becoming spiritual entrepreneurs. How consumers 
respond to spiritual entrepreneurs’ efforts to shape the market should 
be the subject of future research.
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SESSION OVERVIEW
Uncertainty is prevalent in real life. Understanding uncertainty 

better will help improve a wide variety of decisions, for example, 
how to pique interests and incentivize customers (for marketers), 
when to seize on an attractive offer (for consumers), and whether 
to attend a special session (for conference attendees). Uncertainty is 
also pervasive in the academic literature, with previous researchers 
identifying both its costs (Gneezy, List, & Wu, 2006) and benefits 
(Goldsmith & Amir, 2010; Shen, Fishbach, & Hsee, 2015). How can 
we reconcile these seemingly paradoxical findings? Moreover, much 
of the information consumers encounter daily is inherently uncer-
tain and often expressed in probabilities or proportions. How well 
do consumers understand these representations? The current session 
brings together four papers that shed new light on how people make 
judgments and decisions under uncertainty, from both empirical and 
theoretical perspectives.

The first paper by Gaertig and Simmons finds that uncertain 
price promotions are not always more effective than sure discounts 
of equal expected value. Specifically, the authors propose that con-
sumers are more likely to prefer an uncertain price promotion to a 
sure discount only when the sure discount feels small.

The second paper by Hsee and Ruan presents an integrative 
framework that helps reconcile the apparent discrepancies in the 
existing literature regarding the effect of curiosity and uncertainty. 
The authors propose that the resolution of uncertainty and curiosity 
always bring positive utility, regardless of the actual outcome. When 
people are curious and such expected positive resolution utility is 
heavily weighted, people might engage in uncertainty-resolving be-
haviors even when the expected outcome utility is negative.

The third paper by Overton, Vosgerau, & Evangelidis finds that 
consumers confuse consensus information (e.g., 70% prefer product 
A over product B) with strength of preferences for the products (e.g. 
how much better A is rated than B). Specifically, consumers don’t 
anticipate that an option preferred by fewer people often have ratings 
similar to – and sometimes even higher than – ratings of an option 
preferred by more people.

The final paper by Gao and Jung proposes a novel explanation 
for the Uncertainty Effect (Gneezy, List, & Wu, 2006). The authors 
argue that people are willing to pay less for an uncertain prospect 

than its worst payoff, not because they find the prospect inherently 
aversive, but because they want to exploit the deal for greater profit. 
Whereas the certain offer is construed as a regular transaction, and 
market norms prohibit exploitation in such cases, the game-like fea-
tures of the uncertain offer enable profit-seeking, which gives the 
appearance of risk aversion. The Uncertainty Effect disappears when 
it is made difficult or impossible to exploit the uncertain offer.

Together, these four papers enrich our understanding of con-
sumer decision-making under uncertainty, through well-powered 
empirical investigations, careful synthesis of existing research, and 
novel theoretical insights. We believe this session will prove not only 
intriguing to researchers in consumer judgment and decision making, 
but also useful to the broader audience of marketing practitioners and 
their customers. 

Why (and When) Are Uncertain Price Promotions More 
Effective Than Equivalent Sure Discounts?

EXTENDED ABSTRACT
What do consumers prefer - a sure discount on a purchase or an 

X% chance to get the product at an even greater discount? Although 
the ubiquity of sure discounts might lead one to infer that they are 
more effective, recent research on this question suggests the oppo-
site: Consumers seem to prefer uncertain promotions to equivalent 
promotions that offer a discount or reward with certainty (Goldsmith 
and Amir 2010; Mazar, Shampanier, and Ariely  2017; also see Shen, 
Fishbach, and Hsee 2014). In an important paper, Mazar, Shampani-
er, and Ariely (2017) demonstrated that people are more likely to 
purchase a product when it comes with a chance to get it for free than 
when it comes with a sure discount of equal expected value. This 
suggests that marketers should make more use of uncertain promo-
tions than they currently do.

In the current project, we offer a theory that more fully explains 
these results, and that predicts that the effect will only emerge when 
the sure discount feels small. In four studies (N = 6,713), we find that 
uncertain price promotions are more effective than equivalent sure 
discounts only when those sure discounts feel small. Specifically, we 
find that uncertain promotions are relatively more effective when the 
sure discounts are actually smaller (Studies 1 and 2) or when the sure 
discounts are made to feel smaller by presenting them alongside a 
larger discount (Study 3) or by framing them as a percentage-dis-
count rather than a dollar amount (Study 4). 

In Study 1 (N = 2,302), we asked participants to choose among 
three hotels, one of which was promoted. We manipulated whether 
the promotion was certain (10% off) or uncertain (10% chance to 
get it for free), and whether the price of the promoted hotel was low 
($48) or high ($480). Participants were more likely to choose the 
promoted hotel when it came with a chance-for-free promotion than 
when it came with a sure discount, b = .057, SE = .021, p = .006, 
and when the price was low ($48) than when it was high ($480), b 
= .041, SE = .021, p = .045. However, a significant interaction, b = 
.084, SE = .041, p = .041, revealed that the difference between the 
two promotion types was only significant for the low-price condi-
tion (p = .001), but not for the high-price condition (p = .609). Thus, 
the chance-for-free promotion only outperformed the sure discount 
when the sure discount was small ($4.80). Because the percentage 
associated with the promotion was held constant at 10%, this effect 
cannot be explained by consumers’ overweighting of small probabil-
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ities. In Study 2 (N = 852), we replicated the findings from Study 1 
in a within-subjects design, where participants were asked to directly 
choose between the two types of promotions.

In Study 3 (N = 1,188), we manipulated how large or small 
a sure discount felt by manipulating the context. Participants were 
asked to imagine that they were buying a $50 training session, and 
that they could choose between receiving a $5 sure discount or a 
10% chance to get it for free. We presented the training session 
alongside a gym membership which was either priced at $480/year 
(with a $48 discount) or $40/month (with a $4 discount). Participants 
were more likely to prefer the 10% chance-for-free promotion over 
a sure discount of $5 when the context was a $48 discount of the 
yearly membership price than when the context was a $4 discount of 
the monthly membership price, b = .229, SE = .108, p = .034. Thus, 
asking consumers to consider the same discount in the context of a 
larger discount increased people’s relative preference for an uncer-
tain promotion.

In Study 4 (N = 2,371), we tested an additional way to manipu-
late how large a sure discount feels, namely by manipulating whether 
the sure discount is framed as a percentage or a dollar amount. We 
first conducted a pretest which revealed that a sure discount is rat-
ed as smaller when it is framed as a percentage off than when it is 
framed as a dollar amount (p < .001). In Study 4, we then asked par-
ticipants to imagine that they were buying a product that came with 
one of two types of promotions, either a 10% sure discount or a 10% 
chance to get it for free, and that they could choose which they would 
like to receive. We manipulated the price of the product to be low 
($11) or high ($311), and, importantly, we also manipulated whether 
the sure discount was presented as a percentage (i.e., 10% off) or 
as the equivalent dollar amount (i.e., $1.10/$31.10 off). Participants 
were more likely to choose the chance-for-free promotion over the 
sure discount when the price was low than when it was high, b = 
.241, SE = .075, p = .001. More importantly and in line with our pre-
test, participants were also more likely to choose the chance-for-free 
promotion over the sure discount when the sure discount was framed 
as a percentage than when it was framed as a dollar amount, b = .523, 
SE = .075, p < .001. The interaction was significant as well, b = .352, 
SE = .151, p = .019, such that the framing of the sure discount had 
a larger effect in the low-price condition. Thus, the results from this 
study suggest that we can alter people’s preferences for uncertain 
promotions simply by changing whether the sure discount is framed 
as a percentage or as a dollar amount.

Our findings are inconsistent with two leading explanations of 
consumers’ preferences for uncertain over certain promotions – di-
minishing sensitivity and the overweighting of small probabilities 
– and suggest that people’s preferences for uncertainty are more 
strongly tethered to their perceptions of the size of the sure outcome 
than they are to their perceptions of the probability of getting the 
uncertain reward.

A Curious Case of Curiosity: An Integrative Review of 
Recent and Seemingly Contradictory Findings

EXTENDED ABSTRACT
Many studies have been published recently on curiosity (e.g., 

Golman & Loewenstein, 2018; Hill, Fombelle, & Sirianni, 2016; 
Hsee & Ruan, 2016; Jepma, Verdonschot, Van Steenbergen, Rom-
bouts, & Nieuwenhuis, 2012; Kang et al., 2009; Kobayashi, Rav-
aioli, Baranès, Woodford, & Gottlieb, 2019; Lau, Ozono, Kurato-
mi, Komiya, & Murayama, 2018; Noordewier & van Dijk, 2017; 
Oosterwijk, 2017; Ruan, Hsee, & Lu, 2018). However, the findings 
of these studies are disparate or even apparently contradictory. For 

example, some studies suggest that curiosity is “bad”—leading peo-
ple to expose themselves to miseries (Hsee & Ruan, 2016; Lau et al., 
2018; Oosterwijk, 2017), while other studies suggest that curiosity is 
“good”—leading to happiness and joy (Kang et al., 2009; Noordew-
ier & van Dijk, 2017; Ruan et al., 2018; Golman, Loewenstein, Mol-
nar, & Saccardo, 2019).

Closely related to curiosity is the notion of uncertainty, because 
curiosity arises from uncertainty in information. Like recent find-
ings on curiosity, recent findings on uncertainty also yield seemingly 
contradictory findings. For example, Gneezy, List and Wu (2006) 
find that people dread uncertainty, so much so that they would rather 
have a dominated certain reward (e.g., $10 for sure) than a dominat-
ing uncertain reward (e.g., an even chance at $10 and $20; see also 
Newman and Mochon 2012; Simonsohn 2009), while Shen and co-
authors (Shen, Fishbach & Hsee 2015; Shen, Hsee & Talleon 2018) 
find that people embrace uncertainty, so much so that they are more 
motivated to work for a dominated uncertain reward (e.g., an even 
chance of $5 or $10) than a dominating certain reward (e.g., $10 for 
sure). Other authors also report positive effects of uncertainty (Gold-
smith and Amir 2010; Wilson, Centerbar, Kermer, & Gilbert, 2005).

We propose resolution utility (the experienced utility of resolv-
ing uncertainty and the accompanying curiosity) as a unifying theo-
retical construct that elucidates and integrates the seemingly dispa-
rate findings in the literature. Our theoretical framework builds on 
three central propositions.

The first proposition is that resolution utility is positive. Put 
differently, regardless of the outcome that resolves uncertainty, the 
mere resolution of uncertainty and the accompanying curiosity al-
ways yields positive utility. This is consistent with prior research 
suggesting that curiosity is “good” and can lead to happiness and joy. 
For example, learning the answer of a trivia and thus resolving one’s 
curiosity about it is sufficient to produce positive feelings (Kang et 
al., 2009; Ruan et al., 2018). Learning or experiencing a negative 
outcome may feel bad, such as one learning she has lost in a gamble. 
However, that is because the outcome utility—the overall utility of 
the actual outcome(s) of an uncertainty—is negative. Above and be-
yond the negative utility of an outcome, the mere resolution of un-
certainty may still produce positive resolution utility.

Building on positive resolution utility, the second proposition 
concerns uncertainty-resolving behavior. Specifically, we propose 
that the tendency to engage in (and repeat) a behavior that resolves 
uncertainty and the accompanying curiosity depends on expected 
resolution utility and expected outcome utility (the expected utility 
of the possible outcomes of an uncertainty because it is ex ante). For 
example, when people are presented with a box and need to decide 
whether or not to open it, the expected resolution utility is the ex-
pected pleasure of finding out what is in the box, and the expected 
outcome utility is the expected utility of the possible outcomes of the 
opened box. We predict that people would open the box if expected 
overall utility is positive and would not open it if expected overall 
utility is negative.

Our last proposition considers the relative weights of these 
two utilities and holds that when people are curious, they put more 
weight on the expected (positive) resolution utility than the expected 
outcome utility (which can be negative, neutral, or positive). There-
fore, it is possible that the former may override the latter, leading 
people to resolve uncertainty even if they expect the outcome utility 
to be negative. Indeed, Hsee and Ruan (2016) find that because par-
ticipants were curious about whether a prank pen would give electric 
shocks if clicked, they clicked the pen just to resolve their curiosity, 
even though doing so also put them at risk of being shocked. In this 
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case, the expected pleasure of uncertainty resolution overrode the 
expected pain of receiving an electric shock.

Our framework can also explain why an uncertain incentive 
(e.g., 20¢ or a 50¢) can be more motivating than a certain incentive 
(50¢) that dominate the uncertain incentive (Shen et al. 2015; 2018). 
A certain incentive produces only one type of positive utility, name-
ly, the utility of receiving the discount (i.e., outcome utility). How-
ever, an uncertain incentive yields two types of positive utilities: the 
utility of resolving the uncertainty (i.e., resolution utility) and the 
utility of receiving the discount (i.e., outcome utility). Although the 
outcome utility of an uncertain incentive may be lower than that of 
a certain incentive, the resolution utility of the uncertain incentive 
can be greater than their difference in outcome utility, resulting in 
greater overall utility of the uncertain incentive, especially if people 
are curious about it.

This paper is important both theoretically and practically. Theo-
retically, it builds on Loewenstein’s (1994) seminal work on curios-
ity and provides an integrative framework that reconciles seemingly 
contradictory recent findings on the topic. Practically, this review is 
timely, because the amount of information people seek and receive 
nowadays is unprecedented in human history; curiosity—the desire 
for information—is a main driving force in this information age and 
deserves better understanding.

Consumers Confuse Consensus with Strength of 
Preferences

EXTENDED ABSTRACT
Imagine you are shopping for a new car. You are deciding be-

tween a Honda Accord and a Toyota Camry. Looking online for 
comparisons of these cars, you find a poll according to which 72% 
of consumers prefer the Accord to the Camry. You may infer from 
this information that consumers like the Accord much better than the 
Camry. In fact, such inferences are natural and occur spontaneously 
(Kardes et al. 2004, JCP). Surprisingly, they are not necessarily cor-
rect. The Accord may have received a higher average rating than the 
Camry, but it is in fact more likely that the two cars received very 
similar ratings. It is even possible that the Camry was rated better 
than the Accord! 

In general, it is more likely for two (average) ratings to be close 
to each other than far apart. When ratings are made on scales from 1 
to 5, for example, it is much more likely to observe a difference of 1 
than of 4 points, because there are many more possible combinations 
of ratings resulting in a difference of 1 (e.g., 5 & 4, 4 & 3, 3 & 2, etc.) 
than there are for a difference of 4 (5 & 1). This combinatorial reason 
holds no matter what proportion prefers one car to the other. Hence, 
even if 72% prefer the Accord to the Camry, it is more likely that the 
two cars received similar than vastly different ratings.

But how could the Camry receive a better average rating 
than the Accord? That is possible when the rating distributions are 
skewed (as is typically the case with online ratings). If the Camry’s 
rating distribution is right-skewed and the Accord’s distribution is 
left-skewed, the Camry can have a higher average rating than the 
Accord while a greater proportion of consumers prefer the Accord 
to the Camry.

We show that consumers are not aware of these regularities, 
which leads them to confusing consensus information (a measure of 
preference heterogeneity or preference uncertainty) with strength of 
preferences.

In Study 1 (N = 700, MTurk, https://aspredicted.org/blind.
php?x=c8rj88), we tested whether consumers interpret consensus 
information beyond what it conveys about strength of preferences. 

Participants were shown two wines, A and B, and told that both 
wines had been rated by consumers on a scale from 1 to 10. Par-
ticipants were further told that either 90% preferred A to B, 65% 
preferred A to B, or were given no additional information (control). 
We then asked participants which was more likely, that A’s average 
rating is 4 points higher than B’s or that it is 1 point higher than B’s 
(the latter is the correct answer in all conditions). Correct answers 
were incentivized with a bonus. The incorrect answer of 4 points 
higher was chosen 31.5% of the time in the control condition, was 
chosen 51.3% in the 65% consensus condition, and 69.2% of the 
time in the 90% consensus condition (all chi-squares against control 
p < .001), suggesting that consumers incorrectly infer strength of 
preferences from consensus.

Study 2 (N = 400, MTurk, https://aspredicted.org/blind.
php?x=zx2y4f) used the same paradigm as Study 1 (wine A was pre-
ferred by 60[90]% to wine B). Participants were given three answer 
options: ratings of wine A and B differ by 0 to 1, by 2 to 3, or by 4 to 
5 points. Like in Study 1, participants were more likely to incorrectly 
choose one of the larger preference differences (compared to 0 to 1) 
in both the 60% (74%) and the 90% consensus condition (89%; all 
binomial tests against equal choice shares p < .001).

Study 3 (N = 798, MTurk, https://aspredicted.org/blind.
php?x=w6xq3q) tested whether consumers are aware that a less pre-
ferred product B can still have a higher average rating than the more 
preferred product A. Participants learned that two hotels, A and B, 
had been rated on 5-point scales and that 65% of consumers pre-
ferred Hotel A to Hotel B. Participants were then asked to choose 
which of the below answers were possible and incentivized with a 
bonus to select the most complete answer (option 3).

1. Average rating of Hotel A = 3.8, average rating of Hotel 
B = 3.2

2. Average rating of Hotel A = 3.2, average rating of Hotel 
B = 3.8

3. Both options 1) and 2) above are possible
4. Neither option 1) or 2) are possible  

Option 1 was chosen more frequently than the, most complete 
answer, option 3, (43.7% vs 30.3%, binomial test p = .002). In an-
other condition, we tested whether participants would make the same 
mistake when inferring consensus information from average ratings. 
Contrary to our expectations, the majority of participants failed 
again to choose the complete answer, similarly to the former condi-
tion (34.8%, χ2(1) =1.24, p = .266). 

Finally, Study 4 (N = 604, MTurk, https://aspredicted.org/blind.
php?x=rp84jg) tested whether strategically displaying consensus 
or strength of preferences information influences consumer choice. 
Additionally, we tested if such an effect is driven by anchoring or 
confusing consensus with strength of preferences. Participants were 
told that Hotel A costs $135 and Hotel B costs $120. In the consensus 
conditions, participants were asked “Given that 60[90]% gave Hotel 
A a higher rating than Hotel B, which hotel would you choose?” In 
the strength of preferences conditions, participants were either told 
that Hotel A received a 0.4 [1.4] higher rating than Hotel B on a 
5-point scale, or that Hotel A received a 400 [1,400] higher rating 
than Hotel B on a 5000-point scale. The 5000-point scale was includ-
ed to test the influence of anchoring. We verified analytically that the 
strength of preferences (0.4 or 1.4 on a 5-point scale) represent the 
mean of the consensus information (60% or 90% preferring A to B).

For ratings on the 5-point scale, participants were more likely to 
choose the more expensive hotel when given consensus rather than 
strength of preferences information (z = 5.13, p < .001). Though the 
data are not consistent with anchoring, the effect did not occur on the 
5000-point scale. 
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Risk Aversion or Profit Seeking? Explaining the 
Uncertainty Effect

EXTENDED ABSTRACT
Uncertainty abounds in the marketplace. Traditional sweep-

stakes and lotteries aside, recent years have also witnessed rising 
popularity of “mystery boxes”, whose content is unknown to the 
buyer at the time of purchase. How much do consumers value un-
certain offers? The answer appears to be “not much”, according to 
research on the Uncertainty Effect (UE). Gneezy, List, & Wu (2006) 
found that people were willing to pay even less for an uncertain pros-
pect than for its worst payoff. On the other hand, uncertain offers 
have been found to be just as enticing (Goldsmith & Amir, 2010) 
or even more enticing (Shen, Fishbach, & Hsee, 2015) than its best 
payoff. 

In the current project, we propose a novel explanation for the 
UE that may help reconcile these seemingly contradictory findings: 
people are willing to pay less for an uncertain prospect, not because 
they find the prospect inherently aversive, but because they want to 
exploit it by paying little. While a certain offer is construed as a regu-
lar purchase, and market norms prohibit excessive exploitation, the 
novel and game-like features of an uncertain offer allows or even 
encourages people to exploit the offer. In six studies (N = 4430, all 
preregistered on AsPredicted), we found evidence consistent with 
our proposed explanation. 

In Study 1 (N = 401), we ask a series of straightforward ques-
tions to examine people’s perception of the uncertain (vs certain) of-
fers, as well as their considerations when deciding how much to pay. 
Participants were randomly assigned to evaluate either a certain offer 
(a $50 gift certificate), or an uncertain offer (a coin flip that gives 
either a $50 gift certificate or a $100 gift certificate). Participants felt 
the uncertain offer was more like a game and less like a regular pur-
chase than the certain offer, ps < 0.001. More importantly, as we pre-
dicted, participants in the uncertain condition also stated that when 
they considered how much they would be willing to pay, it was less 
important to be fair to the seller but more important to maximize the 
profit, compared to participants in the certain condition, ps < 0.001. 

If our “profit seeking” account holds, then we would not ob-
serve the UE when the uncertain prospect offers neither room nor 
need to seek profit. We believe that in the classic paradigm, because 
the value of the gift cards is fixed, it offers participants an oppor-
tunity to exploit the offer by paying little. We remove opportunity 
for exploitation by removing such “guaranteed amount” setup in the 
next two studies. Study 2 (N = 600) asked participants (between-
subjects) how much they would be willing to donate to either a pre-
ferred charity, a less preferred charity, or an uncertain charity (ran-
domly chosen between the two). We found that people were willing 
to donate significantly more to an uncertain charity (M = $35.57) 
than to a less preferred charity (M = $27.30), p = 0.010. We also con-
ceptually replicated the findings in a commercial, non-charity setting 
in Study 3 (N = 607): participants were willing to add significantly 
more money to a gift card, if the gift card was from an uncertain 
retailer (M = $55.60) than when it was from a less preferred retailer 
(M = $42.18), p < 0.001. Taken together, results from Studies 2-3 
suggest that people are not simply averse to uncertainty per se.

Finally, in Studies 4-6, we test the moderating role of the salient 
exchange norms on consumers’ valuation under uncertainty. If peo-
ple pay little for the uncertain offer because they perceive it as salient 
market norms, then they should be less likely to exploit the uncertain 
offer when it becomes less appropriate to be excessively exploitative. 
It has been shown that the salient norms under PWYW deviate from 
the traditional market transaction norms (Gneezy, Gneezy, Riener, & 

Nelson, 2012; Kim, Natter, & Spann, 2009). In Study 4 (N = 1211), 
participants were asked how much they would be willing to pay to 
watch a preferred movie, a less preferred movie, or for a coin flip that 
gives them a ticket to watch either one of the two movies (randomly 
chosen). Half of participants in each condition were further told that 
the theater uses PWYW pricing, and they could pay any amount they 
want. Participants’ WTP for the less preferred movie was lower un-
der PWYW (M = $5.50 vs. M = $7.32), p < 0.001. Interestingly, 
participants’ WTP for the uncertain movie actually increased under 
PWYW (M = $5.26 vs. M = $4.22), p = 0.001. In fact, while we 
replicated the UE without PWYW ($7.32 vs. $4.22, p < 0.001), we 
did not observe the UE under PWYW ($5.50 vs. $5.26, p = 0.644). 
In Studies 5-6 (N = 1611), we replicated all the results above: under 
PWYW, WTP for the less preferred movie decreases while WTP for 
the uncertain movie increases, ps < 0.001. In neither study did we 
find the UE under PWYW (p = 0.567 and p = 0.189). These results 
are consistent with our theorizing that lower valuation in the classic 
uncertainty paradigm is driven by the perceived market norms. Un-
der PWYW, however, such norms shift such that people do not maxi-
mally exploit under uncertainty even when they can by paying zero.  

In summary, results from six studies challenge the “risk aver-
sion” account of the UE, and support our proposed “profit seeking” 
account, which is also consistent with the finding that the UE is 
unique to pricing measures (Moon & Nelson, in press). To the best 
of our knowledge, we are the first to propose such an explanation for 
the UE, instead of an aversion to risk (Simonsohn, 2009; Newman & 
Mochon, 2012), bad deals (Yang, Vosgerau, & Loewenstein, 2013), 
or unexplained transaction features (Mislavsky & Simonsohn, 2018). 
Our results have both important practical implications and theoreti-
cal contributions, by calling attention to consumers’ construal of a 
transaction during preference elicitation (Fischhoff, Welch, & Fred-
erick, 1999). 
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SESSION OVERVIEW
The nascent field of consumer neuroscience holds great promise 

for generating new insights and theory in consumer behavior. Re-
cently, evidence has emerged indicating that neural activity in the 
brain’s valuation system may be used to forecast market-level be-
havior of companies, products, and advertising performance. This 
phenomenon, called ‘neuroforecasting’, is the use of brain activity 
from a small sample of individuals to forecast choices or prefer-
ences of a separate, large population group of individuals (Knutson 
& Genevsky, 2018; Falk & Scholz, 2018). At present, a number of 
neuroforecasting studies have illustrated this phenomenon, including 
for music album sales (Berns & Moore, 2012), calls to a smoking 
cessation helpline (Falk, Berkman, and Lieberman, 2012), various ad 
metrics (Venkatraman et al., 2015; Falk et al., 2016), news sharing 
(Scholz et al., 2017), online media consumption (Tong et al., 2020), 
and microlending (Genevsky & Knutson, 2015). However, many 
open research questions surrounding neuroforecasting remain. This 
special session brings together work by leading researchers in this 
field to expand on our understanding of neuroforecasting. 

The papers in this session aim to expand on our understanding 
of neuroforecasting. In the first paper, authors examine the role of 
generalizable and idiosyncratic choice processes by exploring how 
forecasts based on behavioral and neural measures are differentially 
impacted by the representativeness of the study sample to the mar-
ket population, and show that when compared to behavioral mea-
sures, neural data is less impacted by the representativeness of the 
sample. This suggests that neural activity may be a more generaliz-
able index of preference across individuals than self-report measures 
or observed behavior. In the second paper, authors seek to build a 
model of neural predictors of health information diffusion, focusing 

on whole-brain representations of reward value elicited in response 
to health-related news articles. This paper highlights the advantages 
of using whole-brain patterns associated with reward valuation in ad-
dition to previously used region-specific and self-report predictors of 
health information sharing. The third paper in this session proposes 
a novel method to predict pre-launch product sales by combining 
retailer data about competitors with information from traditional sur-
veys and fMRI data, and gauges the added value of each information 
source (market data, survey, fMRI). Findings illustrate what manag-
ers can learn and the key benefits from running fMRI studies and/
or traditional surveys before new product launch. The fourth paper 
in this session aims to test neuroforecasting in a novel market, using 
online dating profiles, and attempts to differentiate between how af-
fective and informational components of choice can forecast market 
level outcomes.

In sum, the papers in this special session address the following 
research questions: 1) how do behavioral and neural measures per-
form when the sample of participants is more or less representative 
of the market?, 2) can neuroforecasting prediction be improved upon 
by expanding from previous region-based neural approaches to the 
use of multivariate brain patterns?, 3) what is the value of neurofore-
casting to managers attempting to forecast sales?, and 4) do affective 
and informational components of stimuli contribute differently to 
neuroforecasts and can we forecast online dating decisions?

Using Neural Data to Improve Forecasts of Market-Level 
Behavior

EXTENDED ABSTRACT

Objective
Consequential decisions in business and public policy are often 

based on forecasts of population-level behavior. Any improvement in 
our ability to accurately predict aggregate-level responses will maxi-
mize the likelihood of product success and minimize waste of valu-
able time and resources. Motivated by theoretical challenges from 
economics (Bernheim 2008) and the promise of practical applica-
tions (Smidts et al. 2014), researchers have begun to explore whether 
brain activity in laboratory samples can forecast aggregate choice 
and how neural measures compare with more traditional measures 
(e.g., ratings, choices; Venkatraman et al. 2015). Although a grow-
ing literature demonstrating the capacity of neural data to forecast 
aggregate level behavior (see Knutson and Genevsky 2018)brain ac-
tivations were recorded while smokers viewed three different televi-
sion campaigns promoting the National Cancer Institute’s telephone 
hotline to help smokers quit (1-800-QUIT-NOW, no research has 
explored the mechanisms that account for these out-of-sample pre-
dictions. 

Despite evidence to support neuroforecasting, important ques-
tions remain regarding how individual choice processes scale to in-
form forecasts of aggregate choice. Collected evidence from the ex-
isting neuroforecasting literature suggests a “partial scaling” account, 
in which some choice components may forecast aggregate behavior 
more accurately than others (and by extension, more accurately than 
individual choice itself, which constitutes the integration of all sup-
porting components). Specifically, with respect to fMRI markers, ac-
tivity associated with positively aroused affect in the ventral striatum 
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(including the NAcc), loss anticipation in the anterior Insula (AIns), 
and value integration in the medial prefrontal cortex (MPFC). Thus, 
we predicted that primary neural responses indexed by striatal and 
insular activity may generalize more across individuals and thus 
forecast aggregate behavior more accurately than neural regions as-
sociated with idiosyncratic value integration (e.g., MPFC). Further, 
these basic neural responses may also forecast behavior more accu-
rately than individual choice itself, which by definition incorporates 
these generalizable and idiosyncratic neural signals. In this paper, we 
examine the role of generalizable and idiosyncratic choice processes 
by exploring how forecasts based on behavioral and neural measures 
are differentially impacted by the representativeness of the study 
sample to the market population.

Methods
In phase one, participants in the scanner were presented with 

projects from a popular online crowdfunding platform and were 
asked to make incentive compatible funding decisions. Neural activ-
ity was collected while participants viewed and then made decisions 
regarding these projects. In phase two, a large internet sample (n= 
3000) was asked to make similar funding choices regarding the same 
projects presented during the imaging phase. In addition to the fund-
ing choices, demographic characteristics were also collected about 
the internet participants. The laboratory sample’s behavior and neu-
ral activity were then used to forecast the larger internet market’s 
preferences. Using traditional demographic variables, we construct 
two independent marketplaces; one more and one less well repre-
sented by our laboratory sample. Forecasts of the project preferences 
in the two marketplaces were calculated independently and then con-
trasted. Based on previous work, neural predictions focus on activ-
ity in primary affective (i.e., nucleus accumbens, insula) and value 
integration (i.e. MPFC) regions. We hypothesized that in the well 
represented market both behavioral and neural measures would dem-
onstrate significant prediction accuracies. However, in the less well 
represented market we will observe a much steeper decline in accu-
racy for behavioral prediction and a relatively stable prediction rate 
for the neural measures. This finding would support the hypothesis 
that primary neural components of choice generalize more than oth-
ers, and thus forecast out-of-sample aggregate behavior better than 
individual choice itself.

Results
We first explored the association between the laboratory mea-

sures and market preferences independently for the representative 
and non-representative marketplaces. Using the laboratory sample’s 
behavior, we find a significant correlation with the preferences in 
the representative marketplace (r = .375, p < .05) but not in the non-
representative marketplace (r = .249, n.s.). This finding indicates that 
the ability of a sample to forecast market-level behavior is dependent 
on the representativeness of the sample. However, when we used 
neural activity from the lab sample we find significant, and nearly 
identical, correlations with preferences in the representative (r = 
.470, p < .01) and non-representative marketplaces (r = .447, p < 
.01). This suggests that neural prediction of aggregate behavior is 
less influenced by the representativeness of the sample.

Regression analyses further explored these relationships. Lin-
ear regression models including both behavioral and neural predic-
tors of preferences in the representative market indicated that both 
lab behavior (coef. = .319, SE = .151, p < .05) and neural activity 
(coef. = .613, SE = .211, p < .01) accounted for significant and inde-
pendent variance in the market. However, in the non-representative 

market, only neural activity was significantly associated with the 
market preferences (coef. = .656, SE = .217, p < .01).

Discussion
We find that when compared to behavioral measures, neural 

data is less impacted by the representativeness of the sample. These 
data suggest that neural activity may be a more generalizable index 
of preference across individuals than self-report measures or ob-
served behavior. In fact, for non-representative samples, only neural 
activity, and not behavioral measures, were significant predictors of 
market preference. In a representative sample, both behavioral mea-
sures and neural activity accounted for significant and independent 
variance in market preference. 

These data provide clear and practical implications regarding 
the use cases in which neural measures can provide value to market-
ers. First, in situations in which representative samples are difficult 
to obtain, due to lack of information about the target audience or an 
inability to find suitable participants, neural measures may provide 
the best option for accurately forecasting market preference. Second, 
even when a representative sample can be established, neural mea-
sures can add significant predictive value to models of market pref-
erence. Further, this work is the first attempt to explore the neural 
and psychological mechanisms that underlie and account for neural 
prediction of market behavior and represents a significant conceptual 
advance in our understanding how choice scales from individual to 
aggregate levels.

Population News Sharing is Reflected in Distributed 
Reward-Related Brain Activity

EXTENDED ABSTRACT
Information that diffuses widely in the media environment can 

influence the behavior of individuals and shape broader directions 
of societal change. Previous studies have shown that information in 
targeted brain regions can be used to predict this diffusion of in-
formation. However, by focusing on these targeted regions, the ap-
proach in previous work has discarded information from the majority 
of the brain. Here, we sought to build a model of neural predictors 
of health information diffusion, focusing on whole-brain represen-
tations of reward value elicited in response to health-related news 
articles. Beyond enriching our scientific understanding of how and 
why health information spreads throughout a population, models of 
this kind could ultimately be used to forecast and enhance the impact 
of communications at population scale.

Current neurobiological models posit that the functional neu-
roanatomy of reward value extends beyond the core striatal and 
ventromedial prefrontal (vmPFC) regions that have received empiri-
cal attention in previous population prediction studies. These mod-
els propose that diverse brain systems interact to rapidly propagate 
reward-related information throughout the brain, generating a dis-
tributed value representation that directs cognition and behavior in 
a multi-faceted manner. However, it is unclear whether distributed 
brain representations of reward value hold information that can be 
used to predict the impact of messaging, beyond responses in core 
striatal and vmPFC regions. 

We sought to address this gap in knowledge with two neuro-
imaging studies that quantified functional brain responses to New 
York Times health news articles and used these responses to predict 
sharing of these articles in the broader population of readers. In par-
ticular, we addressed two specific questions. First, does expression 
of a meta-analytically defined whole-brain reward valuation-related 
pattern predict population-level information sharing? Second, does 
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expression of this pattern improve prediction of population-level in-
formation sharing beyond what can be predicted from activity within 
reward-related brain regions and self-reports? 

Results
Our initial question was whether expression of the meta-an-

alytically defined reward-value related pattern was predictive of 
population-level article sharing (collected via the New York Times 
website). From the perspective of practitioners seeking to explain 
variance in the population-level success of messaging, it is important 
to characterize the predictive efficacy of our models in terms of how 
well they explain article-to-article variance in population sharing.  
Therefore, we also estimated the relationship between the average 
expression of the meta-analytically defined reward value pattern for 
each article (averaged across all the perceivers in a study) and the 
population sharing of those articles. This indicated that the standard-
ized article-level relationship between pattern expression and popu-
lation article sharing was β = .33, 95%CI[.12, 54] in Study 1 and β = 
.41, 95%CI[.21, .62] in Study 2. 

In a next step, we sought to understand the extent to which a 
model incorporating expression of the reward-related pattern showed 
increased predictive accuracy relative to reduced models including 
only activity in a reward-related region of interest (ROI) and subjec-
tive ratings of the articles. First, we fit models that controlled for 
activity within the reward-related region (spanning vmPFC and ven-
tral striatum), and self-reports of article value (reading intentions in 
Study 1, sharing intentions in Study 2), finding that expression of the 
reward value pattern predicted population article sharing above and 
beyond these other predictors in both Study 1, β = .07, 95%CI[.01, 
.14], and in Study 2, β = .12, 95%CI[.04, .21].

As above, in order to understand the practical value of each 
predictor in forecasting out-of-sample sharing, we estimated the 
variance explained by our brain and self-report predictors when ag-
gregating data from all perceivers up to the article level. Combining 
the data from Studies 1 and 2, the aggregate article-level R2 was .18, 
95%CI[.05, .30], for a model 1 including only subjective ratings of 
the articles, .24, 95%CI[.10, .36], for a model 2 including subjective 
ratings and reward value-related ROI activity, and .34, 95%CI[.19, 
.46], for a model 3 including subjective ratings, reward value ROI 
activity, and reward value pattern expression.To estimate the out-of-
sample predictive accuracy of these linear models, we used Bayesian 
leave-one-out (LOO) cross validation to derive LOO-adjusted devi-
ance values (LOOIC) reflecting expected out-of-sample predictive 
error. The model including ratings, reward value ROI, and reward 
value pattern expression showed improved predictive fit relative to 
model 1 including only ratings, ∆LOOICm3-m1 = -12.7, SE=7.3, and 
relative to model 2 including ratings and reward value ROI activ-
ity, ∆LOOICm2-m1 = -8.9, SE=5.6. Overall, these results indicate that 
the expression of the reward value-related pattern substantially im-
proved accuracy in predicting population-level article sharing, with 
a full model reaching on the order of one-third of the variance ex-
plained. 

Discussion
We used neuroimaging to ask whether whole-brain response 

to health-relevant news articles could predict large-scale, out of 
sample, sharing of those articles, beyond previously identified brain 
and self-report predictors. Our results indicated that expression of 
a distributed pattern of brain activity meta-analytically associated 
with reward valuation substantially improved accuracy in predicting 
population sharing of the health news articles, beyond previously 
identified brain and self-report predictors. Further, the predictive ef-

ficacy of the pattern was not reducible to patterns of activity within 
core brain reward regions but rather depended on larger-scale pat-
terns of activity distributed widely across cortical, subcortical, and 
brainstem systems. These findings highlight the advantages of using 
whole-brain patterns associated with reward valuation in addition to 
previously used region-specific and self-report predictors of health 
information sharing.

If the brain holds information that can be used to forecast large-
scale behavior, how do we best characterize and model this activity? 
Here we suggest that, in addition to summed activity within core 
value-related brain regions, it is useful for neural prediction models 
to incorporate information about distributed brain representations of 
value. Overall, this work contributes to our growing ability to use 
neural data to forecast out-of-sample outcomes and augments our 
understanding of the brain mechanisms that underlie how informa-
tion diffuses (or fails to diffuse) across a population of individuals.

Top or Flop: Quantifying the Value of fMRI Data in the 
Prediction of Success of New Products

EXTENDED ABSTRACT
Managers are keen to obtain the best possible forecast about 

future sales, so that they can plan with operations ahead and adjust 
marketing policies if necessary. This is especially the case for new 
products for which, by definition, no previous sales information is 
available. Some innovations might turn out to be best-sellers, ex-
ceeding previous expectations. If managers anticipate such future 
success, they can previously plan to avoid stock-out, for instance. 
Other innovations might become clear failures, which can even en-
danger the reputation of the company. Having a good forecast about 
the fiasco can support managers in their decision whether to launch 
the product at all.

We propose a novel method to predict pre-launch product sales 
by combining retailer data about competitors with information from 
traditional, representative surveys in which participants were asked 
to give their views about existing and new products as well. Impor-
tantly, we further add functional magnetic resonance imaging (fMRI) 
data to the model, in which we measure the brain activity of partici-
pants during survey questions.

Since the seminal work of Bass (1969), various authors have 
studied the adoption of new products (Lee et al., 2003; Neelamegham 
and Chintagunta, 1999; Lenk and Rao, 1990). Traditionally, such 
studies relied on either revealed or stated preference data, but more 
recently some utilized a combination of these two (Helveston et al., 
2018; Hardt et al., 2017; Phaneuf et al., 2013; Morikawa et al., 2002; 
Harris et al., 1999). As the standard goal of this field is to make in-
ference about the real-world market, choice experiments have been 
improved to better mirror the outcomes when consumers face the 
purchase decision in the store as opposed to the lab (Gilbride et al., 
2008; Allenby et al., 2005; Wertenbroch and Skiera, 2002).

Recently, a growing body of literature established the link 
between the activity in certain areas of the brain and real-world 
monetary outcomes. Kühn et al. (2016) found that their fMRI data 
correlated with supermarket sales of existing products. fMRI also 
explained a large part of the variance in real-world advertising elas-
ticities (Venkatraman et al., 2015) beyond stated preference survey, 
of market funding outcomes (Genevsky et al., 2017), and of the suc-
cess of microloan requests (Genevsky and Knutson, 2017). Given 
the explanatory power of the recorded brain images, we believe that 
incorporating fMRI into an economic model that builds on pooling 
revealed and stated preference data will lead to more accurate sales 
forecasts. 
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We obtained data from a large German supermarket chain about 
the weekly sales of 19 innovative grocery products launched within 
the last two years. We have information on the weekly quantity sold 
from each new product (at least in its first year), and from two or 
more competitors (at least in their last year before the new prod-
uct launch). In each store of the retailer the management can decide 
whether to offer a certain product at a given week and has some flex-
ibility in price setting as well. 

Survey participants representative of those who typically shop 
at our retailer indicated their preference for some of the innovations 
and their respective competitors. Participants first saw pictures of the 
products without price information and were asked to indicate how 
much they like the product and its packaging on a 7-point Likert-
scale. Thereafter, they were asked to indicate their purchase intention 
at the price recommended by the retailer on a 4-point Likert-scale.

Furthermore, we recruited 44 participants in order to measure 
their brain activity while answering the questions of the same survey. 
In addition, these participants were asked to indicate their purchase 
intention on a 4-point Likert-scale in an incentive compatible ex-
periment in which they had monetary incentives to reveal their true 
preferences. The brain activity of the participants was measured us-
ing fMRI. Consequently, we have variables reflecting the activity of 
three pre-defined regions of interest (i.e., the vmPFC, vStr and an-
terior Insula) brain areas at the time when the product is viewed and 
when the purchase intention is stated.

We develop a structural economic model, in which consumers 
form preferences about existing and innovative products and make 
purchase decisions accordingly. Consumer choice is modeled via the 
utility function, which incorporates covariates from all three data 
sources. We derive the likelihood of the stated preference data using 
a Multivariate-Ordered-Probit framework, while for the aggregated 
market data using a market-share based approach. These models are 
connected via a set of common parameters that measure the latent 
attractiveness of a particular product. We combine the three likeli-
hoods to form a joint objective function to maximize.

Using the estimated utility-based coefficients we forecast the 
sales and the number of adopting retailers of the innovative products 
before there are launched. We repeat these sales forecasts with using 
only a subset of the datasets (market data, survey, fMRI), so that we 
can gauge the added value of each information source. With our ap-
proach, manager can learn the benefits of running fMRI studies and/
or traditional surveys before new product launch.

Neuroforecasting Aggregate Choice in Online Dating: 
Predicting Aggregate Choices From Small Samples Using 

Neural and Behavioral Measures

EXTENDED ABSTRACT
The ability to predict aggregate, market level choices from a 

small sample of individuals can provide tremendous value in a va-
riety of domains (e.g., product success, political elections). In this 
paper, we advance our understanding of decision-making and choice 
by assessing behavioral and neural approaches to forecasting aggre-
gate choices in an online dating context both within a small sample 
(n < 50) and in an independent simulated market sample (n > 250). In 
accordance with the affective-integration-motivation (AIM) frame-
work, we propose that affective neural components of individual 
choice are most useful for aggregate forecasting, whereas neural 
components associated with the integration of information are most 
useful for individual-level prediction. 

At present, a small number of studies have provided a proof of 
concept for neuroforecasting aggregate choice. In these experiments, 

a small group of participants (n=~30-50) are shown unfamiliar, nov-
el, real-world stimuli, and their neural activity data is used to predict 
the real-world outcomes of the stimuli once the market has matured 
(several months or years later). Such neuroforecasts have been re-
ported for song downloads (Berns & Moore, 2012), call-back rates 
(Falk, Berkman, and Lieberman, 2012), various ad metrics (Ven-
katraman et al., 2015; Kühn, Strelow, and Gallinat, 2016; Falk et 
al., 2016), and loan/funding appeals (Genevsky and Knutson, 2015; 
Genevsky, Yoon, and Knutson, 2017). In nearly all of these studies, 
the NAcc and MPFC (separately or together) were the key contribu-
tors to forecasting aggregate level choices. However, exactly how 
these two brain areas contribute to aggregate choice prediction, their 
prediction weights or under which conditions each/either is effective, 
is not yet clear.

Knutson & Genevsky (2018) propose that the AIM model (Sa-
manez-Larkin & Knutson, 2015) could provide a useful framework 
for understanding neuroforecasting. Specifically, affective compo-
nents of individual choice may be most useful for aggregate fore-
casting, whereas neural regions associated with integrating affective 
information into one’s goals and context may be more predictive of 
individual choices (captured by brain activity in the NAcc and vMP-
FC, respectively). To test the AIM model’s efficacy for explaining 
neuroforecasting aggregate choice, we will attempt to forecast the 
success of online dating profiles. 

Online dating profiles provide a suitable context for this re-
search question because: 1) online dating profiles have both affective 
(e.g., facial image) and informational (e.g., occupation or personali-
ty) components, and 2) online dating is a novel market for neurofore-
casting. To this end, we created 36 standardized dating profiles using 
faces from the Chicago Face Database (Ma, Correll, & Wittenbrink, 
2015). Profiles were orthogonalized using a 3 x 2 x 2 x 3 factorial de-
sign: attractiveness (high, medium, low), age (19-23, 24-28), facial 
expression (neutral, smiling), and profile description (hobbies/likes, 
SES/occupation, and personality traits). During the task, participants 
were randomly shown all 36 profiles (within-subjects), made a bi-
nary ‘like’ or ‘pass’ choice for each profile, and rated each profile on 
attractiveness, career prospects, likability of personality, and likeli-
hood that the individual in the profile will ‘like’ them back.

Market level descriptive statistics revealed that participants rate 
profiles with a smiling face higher on positive personality charac-
teristics and believe the individuals in these profiles will be more 
willing to ‘like’ them back. Additionally, SES/occupation indica-
tors in a profile description led to participants rating the profiles as 
having better career prospects. Factorial design attractiveness bins 
correlated highly with participants’ attractiveness ratings of profiles. 
Regression results indicated that aggregate in-lab sample (n = 45) 
reported levels of attractiveness, career prospects, personality, and 
likelihood of ‘like’ back of profiles explained a significant amount 
of variance in profile choice likelihood within sample (F(4, 31) = 
45.21, p < .01, R2

Adj = 0.83) and out of sample/at the market-level 
(n = 273; F(4, 31) = 15.82, p < .01, R2

Adj = 0.63). Training a model 
with these same variables to predict the aggregate choice likelihood 
of randomly selected holdout profiles (75/25 train/test; 50 iterations) 
resulted in correct choice likelihood prediction (+/- 5% of actual 
choice likelihood) 43.5% of the time within sample, and 33.0% of 
the time for the market population. 

In accordance with the AIM model, we hypothesize: H1: Af-
fective neural components, captured by activity in the NAcc, will 
be most highly correlated with perceived attractiveness and facial 
expression, and more likely to forecast aggregate choice. H2: Neu-
ral activity associated with integration, captured by activity in the 
medial prefrontal cortex, will be most highly correlated with per-
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ceptions of career prospects and personality and will be most useful 
for predicting choices at the individual-level. Market-level data have 
been collected; fMRI scanning has been postponed due to the CO-
VID-19 pandemic.
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SESSION OVERVIEW
Sharing is an important part of consumers’ consumption expe-

riences and decision-making. Interestingly, there are different ways 
in which consumers can share. Consumers may share resources that 
are intangible, such as information and experiences, or consumers 
may share products and physical goods, such as taxi rides and hos-
tels. Existing research has looked at how sharing experiences could 
affect consumer memories, enjoyment, and perceptions of morality 
(e.g., Barasch, Zauberman, and Diehl, 2018; Campbell and Wint-
erich, 2018; Tamir et al., 2018). Advancing the existing findings, in 
the current session, we bring together four papers that examine how 
consumer experiences and decision-making are influenced by differ-
ent modes of sharing. 

The first paper examines how sharing products and services af-
fects consumer experience in a shared economy. In particular, the 
authors show that despite the rising demand for the sharing economy 
that is also driven by social motivation, consumers rate their expe-
rience in the sharing economy lower, compared to the traditional 
economy (e.g., hostel vs. Airbnb, taxi vs. uber, restaurant vs. shared 
dining). This paper also demonstrates that such sharing is caused by 
social anxiety and increase in awareness to social interactions. 

The second paper examines a novel mode, internet ‘memes,’ 
that consumers use to share information on social media. Specifi-
cally, the authors examine how consumers make inferences about 
a target content referenced in a meme, and that it can impact subse-
quent consumption decisions. Specifically, memes, compared to oth-
er social media posts in non-meme format, can increase consumption 
attitudes toward the target content. This is because the use of memes 
increase the perception that the target content has gone viral, invok-
ing consumers’ FOMO (i.e., fear of missing out), thereby increasing 
consumption intentions.  

The third and fourth papers investigate how sharing contexts 
or sharing behavior affect the consumption experience and some in-
vestigate when we are more likely to share. The third paper dem-
onstrates how visual perspective of photos of an experience affect 
consumer attitude toward an experience, and their sharing behavior 

on social media. The authors’ findings show that when consumers see 
photos taken from the actor’s perspective (vs. observer’s perspec-
tive), consumers generate more favorable attitude toward the experi-
ence of an event, and they are more likely to share this experience 
on social media. 

The fourth paper demonstrates that the anticipated reaction 
from the audience when sharing online has an important impact on 
experience enjoyment. Moving away from the belief that known oth-
ers don’t judge as harshly as unknown others, the paper shows that 
when consumers share pictures of indulgence foods online, they an-
ticipate less positive judgements from people they know (vs. mostly 
don’t know) and enjoy less the food after sharing the picture.  

Together these four papers examine how consumers behave in 
a sharing context, whether it being offline (in a sharing economy) or 
online (on social media), and investigate the underlying mechanisms. 
The fours papers contribute to the literature in sharing economy, 
emotions, and consumer decisions and judgement. 

The Paradox of Social Interaction in the Sharing 
Economy

EXTENDED ABSTRACT
The sharing economy has been rising in the past decade. Its key 

sectors are expected to grow in revenue from $15 billion in 2014 to 
$335 billion in 2025 (PwC 2015). However, little is known about us-
ers’ experience on peer-to-peer platforms in the sharing economy or 
the relationship between the sharing economy and wellbeing (Eck-
hardt et al. 2019). Rather, prior research focused on the economic 
value of the sharing economy (Eckhardt and Bardhi 2015; Neoh et 
al. 2017). Yet, our pilot study (N=148, Mturk) shows that consum-
ers’ social, in addition to financial, motivations to enter the sharing 
economy are greater than other motivations (e.g., environmental, 
cultural; p’s<.001; see also Milanova and Maas 2017). Furthermore, 
our analysis of ads of ten leading sharing economy brands (N=79, 
broadcasted between 2016-2018) reveals that companies capitalize 
on social drivers (68.4% of the ads used social interaction narratives 
and 89.9% community narratives). 

Building on these preliminary findings on the substantial role of 
social interaction in the sharing economy, we suggest that consump-
tion experiences in the sharing economy may elicit greater social 
awareness in consumers than parallel experiences in the traditional 
economy (e.g., Uber vs. taxi, Airbnb vs. hostel, Eatwith vs. restau-
rant). Consequently, focus on social interaction may paradoxically 
decrease consumer satisfaction and even translate into lower ratings.

Five studies use mixed methodologies, combining lab experi-
ments and archival data from a leading sharing economy company, 
to test our predictions.

Study 1 tested the effect of the sharing (vs. traditional) economy 
on consumer satisfaction. Participants (N=167, Mage=33.6, 38% fe-
male, MTurk) imagined they went on a one-week trip. In the shar-
ing (vs. traditional) economy condition, they imagined staying at an 
Airbnb (vs. YMCA) apartment, where they got a private room but 
shared house amenities with other people. Participants rated the shar-
ing economy experience as less satisfying (M=3.35) than the tradi-
tional economy experience (M=3.90, p=.026).

Next, we investigate the role of social interaction. 
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First, an exploratory study (N=211, Mage=37.38, 32.5% female, 
Mturk) revealed that, across product categories (transportation, ac-
commodation, dinning, master class, and wine tasting), consumers 
perceive the sharing (vs. traditional) economy as involving greater 
social interaction (t(210)=5.76, p<.001) and stress (t(210)=5.04, 
p<.001). However, the P2P (sharing) vs. traditional providers’ levels 
of knowledge and expertise were not perceived to be significantly 
different (t(210)=1.60, p=.11).

Study 2 examined the effect in a setting with social appeal – 
shared dining, and investigated the underlying psychological pro-
cess. Undergraduate students (N=160, Mage=19.9, 49% female) 
imagined going to dinner with a friend in a shared dining event (vs. 
a restaurant) called EatOut in a nearby city. At the venue there was 
a chef who served traditional Italian food and ten diners engaged 
in conversations. The results revealed that the sharing economy 
decreased satisfaction (M=4.34) and overall well-being (comfort, 
enjoyment, and pleasant experience; M=3.93) compared to the tra-
ditional economy (M=4.74, p=.025; M=4.23, p=.009; respectively). 
Importantly, social awareness mediated the effect (“I would feel 
more socially aware,” “The presence of others would bother me,” 
and “The interactions with the chef and the other guests might feel 
awkward”; α=.58; a×b=-.0870, 95% CI=[-.1627,-.0287]). 

We also tested the role of privacy concerns which may impact 
consumer experience (“I am concerned that because I went to EatOut, 
some people may have my personal information” and “Other people 
at EatOut are likely to invade my privacy”; r=.57, p<.001). Privacy 
concerns also mediated the effect (a×b=-.0630, 95% CI=[-.1533,-
.0064]), but importantly, a competitive mediation analysis (Model 4) 
showed that only social awareness mediated the effect, ruling-out a 
relevant alternative explanation. 

Study 3 sought to document the role of social interaction in the 
sharing economy in a real-world setting. We used a supervised ma-
chine learning approach (Support Vector Machine; SVM) to analyze 
reviews (N=25,251 English reviews out of 31,041 reviews in all lan-
guages) from a world-leading shared dining platform. First, 3,000 
sentences were randomly sampled from the reviews and labeled as 1 
if referenced social interaction or 0 if not (four independent coders; 
α>.8). The best-fitting SVM model was used to classify the rest of 
the sentences. Then, for each review, we created a social interac-
tion score which represents the percentage of sentences in a review 
that mentioned social interaction. Due to skewness of the data, we 
treated ratings as five stars (=1) or fewer stars (=0). As expected, a 
logit regression of social interaction on rating revealed a negative 
effect (β=-.155, p=.0135), indicating that social awareness decreased 
consumer satisfaction. The effect holds when controlling for location 
and price as well as with full variation in star ratings. Interestingly, 
a greater number of guests at dinner decreased ratings (p<.001; also 
accounting for the individual’s party). The negative effect of party 
size on ratings was mediated by greater emphasis on social interac-
tion in the reviews. 

Finally, Study 4 sought to manipulate social interaction and 
examine the effect in another context – ride sharing, where social 
motivation is considered less meaningful. Participants (N=407, 
Mage=34, 38% female, Mturk) imagined that they took an Uber to get 
to a meeting in the city. The ride arrived quickly and they got to the 
meeting on time. Participants read that they were the only passenger 
(control) vs. sat next to another passenger (shared) vs. sat next to 
another passenger who tried to start a conversation (increased social 
interaction) vs. another passenger who was wearing headphones and 
concentrated on their phone (decreased interaction). The shared and 
high social interaction conditions decreased consumer satisfaction 
and well-being compared to the control condition (p’s < .001). Im-

portantly, reduced social interaction increased satisfaction and well-
being compared to the shared and increased greater social interaction 
conditions (p’s < .043) to the level of the control condition (p=.176).

Our work answers an urgent call for research on the nature and 
role of the social environment in the sharing economy and its impact 
on consumer wellbeing (Eckhardt et al. 2019), and adds useful in-
sights to marketing practice. It also contributes to sociology theories 
on group dynamics by documenting a unique setting of initiated so-
cial interactions in an economic context and the unexplored impact 
of group size. 

The Meme Economy: How Internet Memes Impact 
Consumption 

EXTENDED ABSTRACT
In the current society, a major portion of word-of-mouth and in-

formation sharing takes place online (Chen and Xie 2008; Godes and 
Mayzlin 2004; Kozinets et al. 2010). Among a flood of information 
exchanged online, certain content receives more attention and be-
comes viral (Godes and Silva 2012). As virality indicates greater im-
pressions and sales for firms, prior work have investigated if certain 
types of content are more likely to achieve viral status online, such 
as ones that are more humorous and emotional (Berger and Milkman 
2012; Warren et al. 2018). However, less is understood about how 
consumers might infer virality of certain online contents and whether 
the perception of virality can drive consumption behaviors.

 In this paper, we propose that internet ‘memes’ evoke the in-
ference that a content has become viral, and that this perception in-
creases consumption intention. Memes are often created by consum-
ers, usually in a picture and word caption format. Originally coined 
as a term to describe the mutation and evolution of ideas by Richard 
Dawkins, a key characteristic of a meme is that it mutates an original 
content to add a novel idea. For instance, an image of a grumpy cat 
combined with a written caption, ‘Love is in the air? Get out the gas 
mask’ is a meme that mutates the original content, a grumpy cat. 
Even though millions of consumers encounter and share memes on 
social media and firms realize its importance (McCrae 2017), con-
sumer research has not yet investigated this phenomenon. We theo-
rize that when encountering a meme, consumers infer that the focal 
content (e.g., grumpy cat) has become viral. This perception of viral-
ity invokes a sense of FOMO for consumers who do not understand 
the focal content (i.e., fear of missing out; Hayran et al. 2016; Rifkin 
et al. 2015), which leads to an increased intention to consume.

To provide preliminary support for our predictions, a 2-cell be-
tween-subjects design (N=77) was used in study 1. The meme condi-
tion participants imagined that while browsing on social media, they 
saw that their friend had “posted a meme about a new TV show,” 
while the non-meme condition imagined that their friend had “made 
a post about a new TV show.” As predicted, participants who saw a 
social media post in the form of a meme (vs. non-meme) reported 
greater consumption intention toward the new TV show (3 items 
measuring their interest, likelihood of watching trailer, and descrip-
tion of reading about the TV show; M=5.13 vs. 4.49, p=.018). In a 
subsequent consequential choice, memes also significantly increased 
the likelihood that participants chose to read the TV show mentioned 
in the social media post (63% vs. 38.5%; χ2(1) = 4.70, p = .041).

Study 2 had two objectives. First, we aimed to replicate the ef-
fects from study 1 using real memes and non-meme posts (i.e., an 
image and caption format), rather than relying on the participant to 
imagine a post. Second, we tested the mediation process of perceived 
virality. In a 2-cell between-subjects design (N=147), participants 
imagined browsing on Twitter. Next, participants in the meme condi-
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tion were presented with a post by CBS Sports, with a meme about 
Kawhi Leonard, a basketball player who had won the NBA cham-
pionship title. Those in the non-meme condition also saw a similar 
post, but the image in the post was simply a photo of Kawhi Leonard. 
Consistent with the results of study 1, seeing a tweet that employed a 
meme increased consumption intention, compared to a tweet by the 
same source that employed a non-meme image (M=4.54 vs. 3.61, 
p=.007). Also, as predicted, three items measuring perceived virality 
of Kawhi Leonard’s title revealed that a tweet employing a meme 
(vs. non-meme) was perceived to have become more viral (M=5.30 
vs. 4.78, p=.031). Perception of virality significantly mediated con-
sumption intentions (b=.3930, SE=.1728, 95% CI: [.0555, .7253]).

Study 3 was aimed to test directionality of the effects, such that 
memes indeed increase consumption intention, rather than other 
forms of social media posts decreasing consumption intention. In a 
3-cell between-subjects design (control vs. traditional ad vs. meme; 
N=145), participants saw a social media post about a new TV series 
by AmazonPrime. Participants saw one social media post by an ac-
count called FilmAndTVGuru, either with no image, a poster of the 
show, or a meme. Similar to the previous study results, the meme 
condition significantly increased consumption intention compared to 
the control condition (M=3.52 vs. 2.76, p=.042). While the tradition-
al ad (M=3.09) did not significantly differ from the control (p=.837) 
nor the meme condition (p=.493). Importantly, the results also dem-
onstrate that the meme condition increased the perception of virality 
compared to both the control condition (M=3.29 vs. 2.37, p=.006) 
and the traditional ad condition (M=2.40, p=.008). There was no dif-
ference between the control and ad condition (p>.95).

Finally, our theory is that when a consumer encounters a meme, 
it is perceived to have gone viral, which evokes FOMO (i.e., fear of 
missing out), thus increasing one’s own intention to consume the 
content of the meme. Thus, even if a social media post involves a 
meme, when FOMO is not evoked, such as when a meme is posted 
by a company, rather than one’s friend, the effects would be attenu-
ated. Study 4 tested this using a 2(meme vs. non-meme) X 2(source: 
friend vs. firm) between-subjects design (N=372). In a similar set-up 
as previous studies, participants saw either a post involving a meme 
image or a non-meme image. To manipulate the source, participants 
in the friend conditions saw a post by a friend, while those in the 
firm conditions saw a post by a firm, Hulu. As intended, FOMO was 
triggered when participants saw a meme (vs. non-meme) posted by 
a friend (M=3.82 vs. 3.49, p=.067), but the image format did not 
impact FOMO when the source was a firm (M=2.68 vs. 2.86, NS). 
Further, confirming our predictions, memes increased consumption 
intention when the source was a friend (M=3.57 vs. 3.16, p=.083), 
but it did not have impact when the source was Hulu (M=3.53 vs. 
3.62, NS). 

Let Me See How I Look: How Visual Perspective Affects 
Consumer Experience and Sharing Behaviors

EXTENDED ABSTRACT
How individuals visualize an event is known as “visual per-

spective.” Actor’s perspective (first-person perspective) occurs when 
people visualize an event as if they see it through their own eyes, 
whereas observer’s perspective occurs when individuals visualize an 
event from an outsider’s perspective (third-person perspective). Past 
research has focused on the effects of visual perspective on memo-
ries, emotions, and behaviors (Jiang, Adaval, and Steinhart, 2014; 
Jiang and Wyer, 2008; Libby, Shaeffer, and Eibach, 2009; Libby 
and Eibach, 2011; Shaeffer, Eibach, and Slemmer, 2007; Vasquez 
and Buehler, 2007). For instance, the actor’s perspective triggers 

more intense and readily direct and accessible feelings of the events, 
whereas the observer’s perspective generates less emotional cues, 
and people tend to scrutinize themselves in the scenario, as if they 
were watching a movie of themselves (Zhang and Yang, 2015).We 
examine how visual perspective affects consumers’ attitude toward 
the experience and their sharing intention (Study 1), through the lev-
el of present focus the consumers have on experiences.

Temporal focus is the extent to which individuals characteristi-
cally direct their attention to the past, present, and/or future (Shipp, 
Edwards, and Lambert, 2009; Zimbardo and Boyd, 1999). Individu-
als focus on the past, present or the future to varying degrees. Such 
psychological differences in orienting their thoughts at different time 
frames, is capable of eliciting affective reactions and attitude at dif-
ferent degrees. 

When engaging in an experience, consumers are oriented to fo-
cus on the current experience. Being immersive in the experience 
enhances consumers’ orientation to focus on the present experience. 
Building on this notion, we propose that visual perspective of photos 
will affect the level of present focus, since the actor’s perspective 
encourages consumers to focus on the present. This increases their 
attitude toward an experience and sharing intention. On the other 
hand, the observer’s perspective orients consumers to focus less on 
the current experience, leading to less favorable outcomes.

Consumers could engage experiences in a solo setting, which 
are experiences that only involve the participation of the consumer 
themselves, or in a group setting, which are events that involve the 
interdependent participation of two or more consumers who concur-
rently participate and are able to interact with each other (Aronson, 
Wilson, and Akert, 2015). Solo experiences are shown to induce con-
sumers to avoid public judgments and evaluations. Concentrating on 
the experience itself intensifies the effect of the experience, whereas 
group experiences could be impacted by the nonverbal reactions of 
companions (Ramanathan and McGill 2007), which serves as dis-
tractions for consumers from focusing on the present event itself. 
Based on these findings, we demonstrate that a solo experience will 
amplify consumers’ attitude toward an experience and sharing inten-
tion when the photo is taken from the actor’s perspective, whereas 
a group experience will attenuate this effect, serving as a boundary 
condition. 

In Study 1, we show that consumers generate more positive at-
titude toward an experience when the photo is taken from the actor’s 
(vs. observer’s) perspective across three studies with different ma-
nipulations. In Study 1a, 239 participants on Mturk to participate in 
an imagination task. Visual perspectives of the photos were manipu-
lated by the images presented to the participants. The photos used in 
this study were pretested in a pilot study. Consistent with our pre-
dictions, participants who were assigned to the actor’s perspective 
reported that they enjoyed making the flower more (Mactor = 8.32, 
SD = .10) than those assigned to observer’s perspective condition 
(Mobserver = 8.06, SD = .10) (p = .06). In Study 1b, 169 students 
were recruited to the lab where they made a paper flower. We held 
the photo taker constant by having the lab proctor take the picture for 
participants in both the actor’s and the observer’s perspective condi-
tions to alleviate the concern of visual perspective being confounded 
with the photo takers in different conditions. Consistent with our pre-
dictions, participants who were assigned to the actor’s perspective 
reported that they generated more favorable attitude toward the flow-
er-making activity (Mactor = 5.00, SD = .23) than those assigned to 
the no-photo (control) condition (Mcontrol = 4.40, SD = .22) (p = 
.04). The difference in attitude between the actor’s and the observer’s 
perspectives is marginal, but those assigned to the actor’s perspec-
tive condition generate marginally more favorable attitude than those 
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in the observer’s perspective condition (Mobserver = 4.28, SD = .24) 
(p = .09). There is no significant difference between the control and 
the observer’s condition (p = .62). We found the same pattern with 
enjoyment and sharing behavior as well. In Study 1c, we recruited 
310 students to the lab to participate in a card-making activity. In 
this study, we held the photo-taker constant by having students take 
the photos in both the actor’s and the observer’s conditions. Partici-
pants who were assigned to the actor’s perspective reported that they 
generated more favorable attitude toward the card-making activity 
(Mactor = 4.95, SD = .16) than those assigned to the observer’s per-
spective condition (Mobserver = 4.49, SD = .15) (p = .04). There 
is no significant difference between the control and the observer’s 
condition (p = .39), or the actor’s condition (p = .21). We found the 
same patter for enjoyment and sharing behavior as well. 

Study 2 shows that whether an experience is in a solo or group 
setting moderates the effect that visual perspective has on sharing 
behavior. We randomly assigned 252 participants on Mturk to one 
of the conditions of a 2 (perspective: actor, observer) x2 (type: solo, 
group) between-subjects design. We obtained a significant interac-
tion (F(1, 217) = 3.98, p = .05).. Visual perspectives of the photos 
were manipulated by the images presented to the participants. The 
photos used in this study were pretested in a pilot study. Planned 
comparison tests revealed, as predicted, that in the solo experience 
condition, participants generate more positive attitude toward the ex-
perience when the photo was taken from the actor’s perspective ver-
sus the observer’s perspective (Mactor = 8.33, Mobserver = 7.87, p = 
.06). However, in the group experience condition, the effect of visual 
perspective is attenuated (Mactor = 7.94, Mobserver = 8.15, p = .37). 

Across four experiments, we find converging evidence for the 
effect of visual perspective on consumers’ experiences: the actor’s 
perspective generates more positive outcomes than the observer’s 
perspective condition. We control for who took the photo across 
studies. Further, we show that this effect is attenuated in a group 
setting.

Indulging Online: A Moral Dilemma 

EXTENDED ABSTRACT
Food pictures are everywhere on social network sites. Yet, de-

spite their predominance online, there has been little research ex-
plaining how sharing pictures of food consumed affects consumption 
enjoyment. 

Previous research found that taking pictures of experiences with 
the intention to share them online (vs. keeping them for oneself) re-
duces enjoyment of experiences (Barasch et al., 2017). Furthermore, 
such an effect is accentuated when the picture is shared online with 
acquaintances rather than with friends. Yet, we propose that when it 
comes to indulgence foods, people derive lower levels of consump-
tion enjoyment when food pictures are shared with a mostly known 
(vs. unknown) audience. Indulgence foods refer to caloric options, 
such as brownies or lasagna (Locher et al., 2005). This type of food 
is mainly associated with pleasure (Hirschman and Holbrook, 1982) 
and such pleasure is mainly egocentric (Sober and Wilson, 1999). 
Yet, sharing egocentric pleasure with known others can backfire. 

First, the presence of known (vs. unknown) others mitigates 
egocentrism as each individual is more salient (Alicke and Govorun, 
2005). Consequently, sharing egocentric pleasure with known others 
might be perceived as bragging (De Angelis et al., 2012). Second, 
indulgence foods are often considered as off-limits (Locher et al., 
2005) and consuming such foods can activate moral dilemmas of 
“vice” versus “virtue”. In situations where the self-image is ques-
tioned, individuals are particularly sensitive to feedback from people 

they know (Argo et al., 2006; Packard and Wooten, 2013). If such 
feedback is not positive, it can have a more devasting effect than 
feedback from someone more distant (Rubin 1974; Small 2017). 
Consequently, both bragging and inner moral dilemmas should en-
hance sensitivity to a known (vs. unknown) audience’s judgement. 
Precisely, taking pictures of indulgence foods with the intention to 
share them online should lower levels of anticipated positive judge-
ments when those pictures are shared with a mostly known (vs. un-
known) audience. In turn, lower levels of anticipated positive judge-
ments should reduce consumption enjoyment (Robinson and Higgs, 
2012; Stok et al., 2014). Three studies test our predictions. 

In the first experiment, participants (N=154) imagined dining 
alone at a restaurant and ordering the restaurant’s famous plate. De-
pending on the condition, participants saw a picture a homemade 
apple pie or a fresh fruit salad. Participants were told that before eat-
ing, they decided to take a picture of the dish to share it on Instagram. 
To operationalize audience type, we manipulated the privacy setting 
of the Instagram account. In the mostly unknown condition, partici-
pants imagined that their account was public and that both their In-
stagram followers and other users could see the post. In the mostly 
known condition, the account setting was private and access to the 
picture was limited to Instagram followers. To assess whether par-
ticipants felt a difference under both conditions, we measured per-
ceived anonymity when sharing with two items adapted from Hite, 
Voelker, & Robertson (2014) (e.g. “When thinking about who can 
see my picture, I am confident that they do not know who I am” (1: 
strongly disagree to 7: strongly agree)). As expected, participants felt 
a greater sense of anonymity in a public setting (M=4.06) than in a 
private one (M=3.35) (p<.000). We measured anticipated enjoyment 
from consumption with 2 items adapted from Van Boven and Ash-
worth (2007) (e.g. “when you think about eating this dessert, how 
happy does it make you?” (1: very unhappy to 7: very happy)) and 
anticipated positive judgement with three items adapted from Chen 
(2017) (e.g. “After sharing the food picture, do you think the people 
with whom you shared this picture will view you more or less favor-
ably?”(1: less favorably to 7: more favorably)). The results revealed 
a significant interaction effect (F(1,150) = 4.14, p<.05). Specifically, 
anticipated positive judgement was lower when sharing indulgence 
food picture under a private setting (M = 4.39) than under public 
setting (M = 4.82, p = .029). No difference existed with the less in-
dulgence option (p = .52). Furthermore, participants expected higher 
levels of anticipated consumption enjoyment when the picture was 
shared under a public (vs. private) setting (β: .15, 95% CI: .01 to 
.31). 

In a second study, we replicated the experiment of the first study 
except that food stimuli were changed. We replaced the apple pie 
by a homemade “lasagna” and the fruit salad by a “grilled lemon 
chicken” (pictures pretested for level of indulgence). Results showed 
significant interaction effect (F(1,143) = 5.73, p = <.05). For the lasa-
gna plate, anticipated positive judgement was lower under a private 
setting (M = 4.56) than under a public one (M = 5.08, p = <.05).  No 
difference existed with the picture of the grilled chicken (p = .19). 
Furthermore, consumers expected lower levels of anticipated con-
sumption enjoyment when the picture of indulgence food was shared 
under a private (vs. public) setting (β: .20,  95% CI: .02 to.42).

In a third study, the experiment was conducted in a lab setting. 
The cover story stated that a restaurant wanted to see how their new 
dessert would perform on Instagram. Participants (N=207) had to 
try the dessert and post a picture of it on their Instagram account. 
It was mentioned that they had to leave the picture on their account 
for few hours. Participants randomly tasted a brownie (indulgence 
food) or a fruit salad. Account privacy setting was measured. We also 
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controlled for the effect of audience size by measuring the number of 
followers (1: less than 100 to 6: 700 +). The results revealed a sig-
nificant main effect of number of followers (p <.01) and a significant 
interaction effect (F(1,202) = 3.84, p = .05). Specifically, anticipated 
positive judgement was lower when sharing the picture of indul-
gence food in private setting (M = 3.27) than in public (M = 3.86, 
p = .02). No difference existed with the fruit salad option (p = .45). 

Sharing pictures of indulgence foods online lower both levels 
of anticipated positive judgement and consumption enjoyment when 
the audience is mostly known (vs. unknown).
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SESSION OVERVIEW
Inequality is an increasing concern for the public and policy-

makers alike, as much of the world’s wealth continues to reside in the 
hands of a fraction of the population. Beyond those facing resource 
scarcity, consumers at every level of affluence are constantly con-
fronted with the uncomfortable reality of inequality in the market-
place, and must find ways to justify or cope with it. Doing so often 
entails navigating conflicts between different standards of fairness. 
Normatively, one of the primary functions of markets is to facilitate 
the fair allocation of limited resources. In practice, however, con-
sumers’ beliefs about what constitutes “fair” outcomes may not align 
with the outcomes that markets are designed to achieve. 

The present session explores the challenges of promoting equi-
table market outcomes and maintaining fair institutional processes 
in the face of existing inequalities. The four papers, all in an ad-
vanced stage of completion, highlight the inherent arbitrariness and 
subjectivity that make market fairness so difficult to achieve despite 
its widespread appeal.

The first two papers describe how baseline differences in wealth 
affect the use of consumer willingness to pay as a signal of preference 
strength. Hagerty and Norton investigate how unequal endowments 
of wealth affect allocative fairness in real-world auctions. They find 
that because the WTP of wealthier consumers exceeds their true val-
uations, they are often allocated scarce goods over poorer consumers 
who actually value them more. Zallot, Paolacci, and Bhattacharjee 
find that the perceived fairness of pricing goods based on customer 
WTP depends on customer wealth. People find it acceptable for sell-
ers to maximize profit at the expense of affluent customers but unac-
ceptable to charge poorer customers according to their own stated 
WTP, suggesting that market exchanges are regarded as opportuni-
ties to redress existing inequalities.

The second pair of papers demonstrates that perceptions of fair 
market design and fair market outcomes are systematically affected 
by normatively irrelevant factors. Evers, O’Donnell, and Inbar show 
that the same market allocations are perceived as differentially fair 
depending on the units used to describe those allocations. Because 

people fail to consider the underlying values represented by different 
sets of units, their preferences for equality can perversely produce 
unequal distributions of rewards and punishments. Duani, Barasch, 
and Bhattacharjee find that the perceived fairness of unequal market 
outcomes depends on who is judging them, even when those out-
comes arise from transparently unbiased processes. Men perceive 
gender wage gaps as equally fair regardless of their direction, while 
women’s judgments of institutional fairness depend heavily on who 
is disadvantaged.

Together, these papers offer a broad set of insights on how in-
equality concerns both shape and constrain the pursuit of fair market 
outcomes. As this session illustrates, pursuing fairness in an unequal 
world requires addressing difficult societal questions: what consti-
tutes “fair” market outcomes? Who decides? How can we design 
markets to achieve such outcomes? We hope this session will attract 
a broad audience of researchers studying inequality and fairness, 
economic psychology, and consumer morality, and trigger more con-
tributions on these fundamental questions.

Inequality and Inefficiency

EXTENDED ABSTRACT
Imagine two people compete in an auction for tickets to a con-

cert. One bids $100 and the other bids $50. Who do you think wants 
to go to the concert more? Who values the tickets more? Now imag-
ine that the person bidding $100 is Bill Gates and the person bidding 
$50 is a school teacher. Does the $100 bid still signal a stronger pref-
erence for the ticket?

Willingness to pay is a commonly used measure in economics 
and public policy to determine an individual’s valuation of a good 
(Sunstein, 2007). Research on willingness to pay assumes that any 
variation in WTP is a result of varying preferences and not attribut-
able to variation in ability to pay. When wealth is not equally distrib-
uted, do markets continue to allocate goods efficiently to those who 
value them most highly?

Consideration of wealth distribution is critical because wealth 
inequality has been steadily rising over the past thirty years (Alva-
redo et al., 2013). Initial evidence suggests that transparency of in-
equality (in addition to inequality itself) can reduce cooperation and 
inhibit market outcomes (Hauser et al., 2016; Nishi et al., 205). The 
current research extends these findings by examining the effects of 
inequality (and transparency) on the distribution of goods in a com-
petitive market.

Study 1 demonstrates the market-level effects of inequality and 
transparency. Participants (N= 1001) were randomly assigned to one 
of five wealth conditions [22/49/72/105/304 points], which represent 
the true income distribution of the United States. They were then 
told they could use the points to bid against four other participants to 
win YouTube videos. If they did not win any videos they would have 
to complete five more minutes of counting tasks. Any points they 
did not bid were converted into a monetary bonus. Half of the par-
ticipants received information depicting how their score compared 
to the other participants in their auction group, while the other half 
were given no such information (Transparency vs No Transparency). 

We find that wealthier participants win more videos (F(4, 909)= 
8.80, p=0.00), despite spending a smaller proportion of their budget 
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(F(4,815)=3.93, p=0.004). As earnings increase, liking becomes a 
weaker predictor of winning a video. The correlation between bid-
ding and liking is significantly lower for participants in the high-
est earning quintile than for those in the lowest earning quintile (22 
points) (r=.292 vs. r=.432; z=2.96, p=0.02). Even when controlling 
for liking of a video, participants earning more points were more 
likely to win any given video (B=0.206, SE=.029, p<0.001). As a 
result, participants in the highest earning quintile won their least fa-
vorite video at the same rate that participants in the lowest earning 
quintile won their favorite video (15.1 % vs. 15.3 %; X2 (2, N=361) 
=0.00, p=0.98).

There was no main effect of transparency on number of wins, 
but there was a significant interaction: participants in the highest 
quintile won more videos when inequality was transparent while all 
other participants won fewer videos (F(4,901) = 2.527, p=0.039). 
In the transparency condition, the highest quintile took advantage 
of their relative wealthy by entering the market at higher rates and 
by bidding significantly more on their non-favorite videos, while all 
other quintiles bid less on non-favorites (F(1,801)=3.0, p=0.02).

In study 2 we were interested in the effect of inequality trans-
parency on subsequent consumption rates. We replicated the proce-
dure from Study 1, with one critical change- participants (N=563) 
were told they could watch the videos for as long as they would 
like. We find that -- even controlling for total number of videos won, 
total number of video-minutes won, rank of video, and percentage of 
earnings spent-- participants in the highest quintile watched a small-
er proportion of their winnings when they were aware of their ad-
vantage (Mtransparent= 0.11 vs. Mnotransp=0.13) while participants in the 
lowest quintile watched a larger proportion in the transparent con-
dition (Mtransparent= 0.19 vs. Mnotransp=0.15; F(1, 218)=10.88, p=0.01). 
This interaction is also significant when including all five conditions. 
Overall consumption of videos decreases by 7.5% when transpar-
ency is introduced in the market.

In Study 3 we introduce a new paradigm-- an induced valu-
ation second-priced auction for gift cards-- modified from Garratt, 
Walker and Wooders (2012). Rather than having participants rate the 
items up for auction as a measure of liking, participants were told 
explicitly how much they valued each gift card. These valuations 
were randomized across participants. In a second-price auction, bid-
ding one’s value is always a dominant strategy. Therefore, by provid-
ing participants with explicit values, we are able to identify any bid 
greater than the gift card value as an overbid. 

Again, participants (N=470) were randomly assigned to an en-
dowment [$.10, $.23, $.33, $.48, $1.38], reflecting the true income 
distribution of the United States and ensuring that all participants 
could afford to overbid on even the most expensive gift card. Partici-
pants then competed in a second-price auction for five different gift 
cards. The value of each gift card was randomized between $0.05, 
$0.06, $0.07, $0.08, and $0.09. 

We find wealthier participants overbid more participants across 
all five gift cards (p < 0.001)- there is a main effect of wealth on 
total amount of overbids (F (4,469) =16.44, p < 0.001) and number 
of overbids (F (4,469) =17.66, p < 0.001). Consequently, we find 
that the market favors the wealthy, rather than the players who value 
the cards the most. The wealthier players win more cards overall (F 
(4,469) =29.43, p < 0.001). A player’s endowment condition is a bet-
ter predictor of winning a card (b= 0.725, SE= 0.05, p <0.001) than 
their private valuation of the card (b= 0.291, SE= 0.04, p <0.001). 
Ultimately, 42.8% of the gift cards went to a player in the highest 
wealth condition, while only 28.1% of gift cards went to a player 
who valued it the highest in the auction group.

Overall we find that when there is inequality in a competitive 
auction, goods go to those with more money, not to those who value 
the good the most or will consume it fully. Transparency of inequal-
ity exacerbates these effects.

Value Pricing and Distributive Concerns

EXTENDED ABSTRACT
Value pricing refers to setting product prices based on custom-

ers’ willingness-to-pay (WTP). This practice can not only increase 
firm profit, but also enhance consumer welfare: because opportunity 
costs differ across consumers due to heterogeneous preferences and 
price sensitivities, value pricing can make products available to a 
larger number of customers (Della Vigna & Gentzkow 2019).

Prior work on price fairness has examined situational influences 
on pricing (cf. Kahneman, Knetsch, & Thaler 1986), but no existing 
research has investigated whether relying on customers’ own assess-
ments of value (i.e., their WTP) is perceived as more acceptable for 
some customers than for others. We present five studies demonstrat-
ing that value pricing is seen as less fair when selling to poorer cus-
tomers, despite the fact that their WTP already reflects their tighter 
budget constraints.

This finding persists across varying levels of profit margin 
(Study 1c), and cannot be explained by perceived differences in pref-
erence strength (Studies 1b-2). Moreover, it holds even when people 
are explicitly aware that low-income customers have a lower WTP 
than high-income customers, thus already reflecting their tighter 
budget constraints (Study 2). However, this effect is attenuated when 
the seller is also low-income (Study 3), suggesting that it arises be-
cause market exchanges are regarded as opportunities to redress ex-
isting inequalities. 

Study 1a (N=450) employed a 3-group between-subjects de-
sign. Participants imagined being a business owner selling a prod-
uct that cost $25 to produce to customers who would buy it at any 
price up to $75. Customers were described as living in either a dis-
advantaged low-income, average income, or privileged high-income 
neighborhood. Participants indicated what price they thought would 
be fair to charge, which we report as a proportion of WTP (%WTP) 
across studies. Participants believed that low-income customers 
should be charged a lower %WTP (76.6%), and high-income cus-
tomers a higher %WTP (91.1%), compared to average-income cus-
tomers (85.7%, ps<.001).

Using a similar 2-group design, Study 1b (N=302) found that 
this observed difference in fair prices was not due to lower-income 
consumers being perceived as less able or willing to pay their stated 
WTP. We gauged participants’ comprehension of WTP by asking 
them to indicate the price at which all customers would buy the prod-
uct. 76% of participants (evenly distributed across conditions, X2<1) 
correctly indicated the maximum price. Regardless, these partici-
pants still selected a lower %WTP as a fair price for disadvantaged 
customers (73.2% vs. 87.6%, X2=26.97, p<.001). Including partici-
pants who failed to interpret the maximum price correctly did not 
affect these results (73.6% vs. 90.7%, X2=41.48, p<.001). 

Study 1c (N=606) then tested whether this finding holds when 
WTP reflects a large versus small profit margin above production 
costs ($12 in this study) with a 3 (WTP: $20, $38, $52) X 2 (Cus-
tomer Wealth) between-subjects design. Across conditions, we again 
found a main effect of Customer Wealth, whereby fair prices were 
lower for low-income customers (%WTP=73.6% vs. 84.4%, t=4.40, 
p<.001). Even at the lowest profit margin (WTP=$20), value pricing 
was judged as more immoral when customers were low versus high 
in income (M=3.16 vs. 2.30, t=3.19, p<.001), supporting our pro-
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posed mechanism. Accordingly, a significantly smaller proportion 
of participants chose to set prices at customer WTP (24% vs. 48%, 
X2=10.85, p<.001). Moreover, controlling for how much customers 
were thought to want the product did not affect our results, again 
suggesting that these effects of customer wealth cannot be explained 
solely by a desire to reward those perceived to have stronger prefer-
ences. 

Study 2 (N=700) sought to replicate these findings in a within-
subjects design where participants were fully aware of WTP differ-
ences across groups. We also varied whether poorer customers had 
a WTP that was lower than, higher than, or equal to that of richer 
customers, using a 3 (WTP Difference) X 2 (Customer Wealth) 
mixed design. Participants imagined that a business owner was sell-
ing the same product in two different cities where customers had 
different levels of income and interest in the product (as expressed 
through their WTP), on average. Across conditions, participants 
set a lower price for customers in the poor city versus the rich city 
(%WTP=70.1% vs. 96.1%, F=55.61, p<.001). Most importantly, 
even when low-income customers already reported a lower WTP 
than high-income customers, in line with their tighter budget con-
straints ($30 vs. $40), we still found a significant difference between 
fair prices (%WTP=74.7% vs. 88.1%, F=5.49, p=0.02). As in Study 
1b, there were no such differences in perceived preference strength, 
indicating that these inferences cannot explain our results. 

Finally, Study 3 (N= 404) manipulated the relative wealth of 
buyers and sellers in a 2 (Buyer Wealth) X 2 (Seller Wealth) be-
tween-subjects design. Replicating our previous results, there was 
a main effect of buyer wealth (%WTP=71.2% vs. 86.8%, F=44.3, 
p<.001). But importantly, this effect was qualified by a significant in-
teraction with seller wealth (F=11.42, p<.001). Participants selected 
significantly lower fair prices for poor buyers when the seller was 
wealthy (%WTP=64% vs. 87.5%, p<.001), but this effect was at-
tenuated when the seller was also poor (%WTP=77.8% vs. 85.9%, 
p=.069). This result suggests that people regard market exchanges as 
opportunities to redress existing inequalities: when the seller is not 
wealthy enough to enable such redistribution, value pricing to poor 
customers becomes more acceptable.

Together, these studies show that people believe that sellers are 
morally obligated to forgo profits and charge poor customers a sys-
tematically smaller proportion of what a product is worth to them. 
Above and beyond poorer customers’ diminished ability to signal 
strong preferences through WTP (cf. Shaddy & Shah 2018), know-
ingly charging them what they are willing to pay is seen as inherently 
less fair and less morally acceptable. Our findings suggest that even 
mundane market transactions may be evaluated as opportunities to 
correct existing inequalities. “Fair” prices based on customers’ own 
valuations may not be seen as fair enough, limiting the acceptability 
of value pricing strategies.

Simple Beliefs About Fairness

EXTENDED ABSTRACT
Almost all people value fairness, any many people believe that 

equal treatment exemplifies it. According to this rule, people should 
receive the same reward for the same work, and pay the same price 
for the same infraction. However, the domain in which these are cal-
culated may lead to inconsistent intuitions. For example, people may 
feel that it is fair to fine a low earner and a higher earner the same 
amount for a speeding ticket, even though the same fine represents a 
different proportion of income for each. At the same time, they may 
feel it is fair to require both the low and high earner to do the same 

amount of community service, even though the high earner’s time is 
more valuable. 

In four sets of studies (within each set we vary the domain and 
whether the outcomes are gains or losses; all N≥200, all relevant p-
values <.01) we find evidence for the following three points:

1. When judging the fairness of assigned compensation or pun-
ishment, participants base their judgment primarily on the 
dimension the outcome is expressed in. For example, par-
ticipants read about Alan and Bob, who do the same work 
for the same company. Because Alan has been with the com-
pany longer, he makes 40€ per hour while Bob makes 25€ 
per hour. Both Alan and Bob worked on a Sunday for a high 
priority project and are given a bonus by their boss. In one 
condition participants read that Alan gets a 400€ bonus while 
Bob gets a 300€ bonus. Participants judge this outcome to be 
very unfair to Bob (M=68.10 on a 100 point scale with 50 be-
ing perfectly fair, p<.001). In the other condition, participants 
read that Alan gets 10 hours off while Bob gets 12 hours off 
(equivalent to 400€ and 300€in wages respectively). In this 
condition, participants judge the bonus to be unfair to Alan 
(M=44.02, p=.01).

2. Participants act as if their reliance on the outcome-dimension 
is at least partially a mistake. In Study 2 we use a similar de-
sign to Study 1, but before judging the fairness we “translate” 
the outcome into a different unit. For example, in one study 
participants read about Alan and Bob who are both freelanc-
ers in high demand and make $50 and $25 per hour respec-
tively. Both got caught running the exact same red light and 
Alan was assigned a $150 [3 hours community service] fine 
while Bob was assigned a $100 [4 hours community service] 
fine. We added 2 more conditions in which we “translate” 
the fine across dimensions. For example; “A $100 fine means 
that Bob will have to work 4 more hours to pay the fine”. 
Participants then again indicated how fair they perceived this 
fine to be. In these conditions, the difference in perceived 
fairness attenuated but did not fully disappear. 

3. People succumb to the same biases when assigning out-
comes. In Study 3 and 4 we have participants assign fines 
and bonuses across different dimensions and find that these 
judgments follow the same pattern. Interestingly, even when 
assigning fines in a fully within-participants design, many 
participants (~30%) still assign identical hours and identical 
dollar amounts even when the implications across dimen-
sions are calculated right in front of them. In Study 4, we 
even observe this behavior in a fully incentive-compatible 
design where failure to realize this bias directly and nega-
tively affects the outcome of the participant.

To summarize, we find that people strongly rely on the belief 
that outcomes should be equitable as the basis for what is fair. How-
ever, when outcomes can be expressed in different dimensions, peo-
ple do not automatically realize this equivalence and fail to take this 
into account. Even when attention is drawn to the effect of dimension 
on perceived equity, participants do not fully correct their judgments.

When Do Wage Disparities Indicate Discrimination? 
Fairness Perceptions Depend on Group Membership

EXTENDED ABSTRACT
The gender pay gap has been the focus of substantial public 

debate and policy intervention. In 2013, American women earned 
82 cents for every dollar earned by men (Bureau of Labor Statistics, 
2016), and a recent analysis revealed similar disparities of varying 
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size in all 36 OECD countries (OECD, 2020). However, the extent to 
which these aggregate differences indicate systemic unfairness and 
discrimination remains in dispute.

A variety of research has thus tried to identify the underlying 
causes of the gender pay gap and to quantify their relative impact. 
For instance, a recent analysis of the US labor market found that 
62% of the gender pay gap can be explained by observable differ-
ences between male and female workers (e.g., work experience, in-
dustry, occupation, education; Blau & Kahn, 2017). Another stream 
of research suggests that this aggregate disparity might also reflect 
different choices and career preferences between men and women 
in the workforce (Cook et al., 2018; Daymont & Andrisani, 1984; 
Solberg, 1999). 

However, there are conflicting perspectives on the extent to 
which these underlying causes are actually inconsistent with or 
themselves reflective of historical gender biases. Moreover, it is un-
clear how these potential explanations affect lay judgments of insti-
tutional unfairness, which are critical to understanding public reac-
tion to policies promoting gender equality.  

Accordingly, the current research explores how consumers per-
ceive unequal market outcomes that arise from explicitly impartial 
and transparent processes. Specifically, we investigate how fairness 
perceptions of the same outcomes might vary across groups. We 
predict that while members of historically-advantaged groups (e.g., 
men) will regard any outcomes resulting from unbiased processes 
as fair, members of historically-disadvantaged groups (e.g., women) 
will judge the same outcomes as less fair, but only when their group 
is worse off. Members of disadvantaged groups may thus be more 
likely to interpret systematic group differences in choices, preferenc-
es, or abilities as inherently reflective of historic inequalities. Three 
studies test and support this predicted interaction.

Study 1 (N=127) was inspired by the results of a recent econo-
metric analysis of Uber drivers’ compensation (Cook et al., 2018). 
While the Uber algorithm assigns rides and sets fares through ex-
plicitly gender-blind algorithms, results indicate that male drivers 
still make 7% more per hour on the platform. This gender pay gap is 
fully explained by three factors: experience, route preferences, and 
driving speed. In this study, participants learned about this observed 
wage disparity and these explanatory factors (with order counterbal-
anced). For each factor, participants evaluated the fairness of Uber’s 
policies on four items (e.g., men have an unfair advantage on Uber, 
men and women have equal opportunities as Uber drivers; αs>0.8). 

A 2X3 mixed ANOVA revealed no differences in fairness rat-
ings across these three factors (F=1.80, p=.167), and no interactions 
with gender (F=1.06, p=.349). More importantly, we found the pre-
dicted main effect of gender: female participants rated all three con-
tributors to the Uber pay gap as significantly less fair than males 
(M=3.97 vs. 4.74; F(1,125)=11.15, p=.001). Moreover, men were 
more likely to mention the impartiality of the algorithm in their 
open-ended responses (e.g., it’s the same formula; algorithms are not 
biased), while women were more likely to provide broader interpre-
tations of each causal explanation (e.g., women might work fewer 
night hours because they would be less safe).

Because Study 1 was based on real-world observations, we did 
not manipulate the direction of the pay disparity (i.e., women always 
made less than men). Hence, these effects might reflect particular 
features of this context or outcomes alone. Studies 2 and 3 were de-
signed to address these limitations.

In Study 2 (N=174), subject pool participants were asked to 
evaluate the fairness of four hypothetical lab experiments (order 
counterbalanced) in which players completed various tasks for pay-
ment, where the average earnings ended up being unequal for men 

versus women. For each task, the difference in earnings was fully 
explained by a single reason unrelated to gender: i) spending more 
time on the task, ii) performing better, iii) acting more competitively, 
or iv) acting more cooperatively. Advantage was manipulated be-
tween subjects: half the participants learned that men earned more 
than women on average, while the other half learned that women 
earned more than men. Participants then responded to the same fair-
ness DVs from Study 1 (αs>0.78). 

A mixed ANOVA revealed a main effect of who was advan-
taged: overall, participants considered outcome to be fairer when 
women were paid more than men (F(1,170)=21.90, p<.001). Impor-
tantly, this was qualified by a significant interaction (F(1,170)=13.69, 
p<.001). Across all four tasks, male participants judged the compen-
sation structure as equally fair regardless of which gender earned 
more (Fs<2.18, ps>.20). In contrast, female participants responded 
strongly to the direction of the gender gap, finding compensa-
tion schemes less fair when men versus women were advantaged 
(Fs>14.20, ps<.001). More specifically, female participants rated 
the compensation scheme as fairer than male participants when the 
pay gap favored women (M=5.84 vs. 5.36; F=4.86, p=.03), but as 
less fair than male participants when men were advantaged (M=4.55 
vs. 5.21; F=9.14, p=.003). Accordingly, women advocated flat-fee 
compensation policies more strongly when men had earned more 
(M=4.03 vs. 5.23; F(1,170)=7.39, p=.007), while men’s support for 
this policy was unaffected by which gender had been advantaged 
(M=4.06 vs. 3.91; F<1).

Study 3 (N=292) replicated these results on mTurk using a be-
tween-subjects design where each participant evaluated the results of 
one of these hypothetical tasks. Men again rated each of the tasks as 
equally fair regardless of which gender had the advantage (Fs<.07, 
ps>.792), while women rated each outcome as less fair when men 
earned more than when women did (Fs>4.68, ps<.031).

In summary, we find that men and women evaluate gender dif-
ferences in market outcomes very differently, even when they arise 
from unbiased processes. Hence, advantaged and disadvantaged 
consumers may subjectively evaluate the same cues as differentially 
diagnostic of institutional unfairness. Our findings highlight one rea-
son policy discussions concerning inequality can be so contentious: 
perceptions of what constitutes fair treatment versus evidence for 
discrimination may be in the eye of the beholder.    
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SESSION OVERVIEW
Sensory experiences play a profound role in consumer decision 

making (Krishna 2011). For instance, consumers form ex-ante opin-
ions about products and brands while listening to ads on the radio or 
podcasts. Consumers also make ex-post evaluations of a consump-
tion episode, based on their sensory experience. Despite this impor-
tance, the literature (for a review, see Krishna 2012) surprisingly 
lacks insight into how internal cues of sensory inputs, such as a mes-
sage’s audio pitch, can affect consumer decision making. Moreover, 
little research has looked into how marketers may enhance consum-
ers’ sensory experiences based on the same objective consumption 
episode. To contribute to the literature on sensory marketing and 
provide practical guidelines for marketers, the current session poses 
two research questions: A) How do internal cues of sensory expe-
riences, such as audio pitch, affect consumer evaluations? and B) 
What external cues can marketers use to enhance consumers’ sensory 
experiences? By studying sensory experiences in regards to both in-
ternal and external cues, the session aims to provide a well-rounded 
perspective to researchers and practitioners. 

The first three papers examine how internal cues, such as audio 
pitch, can influence consumer evaluations, behavior, and judgment. 
Han and Lowe look into how differences in the audio pitch of ad-
vertising messages can influence consumer evaluations of compa-
nies. Their paper shows that high (vs. low) pitched audio messages 
increase perceptions of warmth (vs. competence) for firms and that 
this in turn enhances people’s evaluation and preference for services 
where warmth is important. The second paper by Lowe and Hyun 
investigates how vocal similarity between users and AI agents af-
fect trust. Using a novel methodology to quantify vocal similarity, 
the paper finds that higher vocal similarity leads to greater trust for 
AI agents. In the third paper, Kim, Cho, and Jia look at how the 
operation sound of products affect consumers’ inferences about the 
product. Specifically, they find that low (vs. high) pitched operation 
sounds lead to higher quality inferences but does not affect infer-
ences about user-friendliness. 

The last paper of the session broadens the view and highlights 
external cues, such as framing effects, that can enhance consumers’ 

sensory experiences. Specifically, Tsai and Zhao find that unpacking 
(vs. packing) a consumption experience leads to greater sensory en-
joyment even when the objective consumption episode is the same. 
Importantly, the authors find that the unpacking frame is more effec-
tive only when consumers focus on the remaining subcomponents to 
be enjoyed (to-go focus), because this increases consumers’ motiva-
tion to complete the sensory experience.

In short, the session sheds light into how internal cues specific 
to sensory inputs can influence consumer evaluations and how ex-
ternal cues from the environment can augment consumers’ senso-
ry experiences. Importantly, the session will be of interest to both 
academics and practitioners. For academics, the findings will open 
new research directions, such as studying other internal cues that can 
moderate the effect of sensory inputs and other external cues that can 
affect sensory experiences. For practitioners, the papers provide easy 
to implement recommendations that can improve customer attitudes 
and satisfaction. 

Sounding Warm: The Role of Audio Pitch on Service 
Perception

EXTENDED ABSTRACT
In 2016, the global radio advertising market reached a value 

of $32.5 billion. However, little research has looked into how audio 
characteristics influence consumer decisions (Krishna 2012; Lowe 
and Haws 2016). Moreover, the select work in the area has empha-
sized the advantage of low (vs. high) vocal pitches (Lowe and Haws 
2016; Tigue et al. 2012). We add to this literature by looking at how 
higher vocal pitches may positively impact consumer evaluations, by 
facilitating perceptions of warmth (vs. competence) for firms. 

Perceptions of warmth, which are related to perceptions of so-
cial intent (e.g. friendliness, helpfulness, & sincerity), are one of the 
most fundamental forms of social perception (Judd et al. 2005). We 
argue that such perceptions of warmth may be influenced by audio 
pitch in advertisements. The literature provides support for this hy-
pothesis. For example, parents speak in higher vocal pitches when 
talking to babies (motherese) (Grieser and Kuhl 1988; Shute 1987) 
and people perceive robots with higher voices as having better social 
skills and being more pleasant (Niculescu et al. 2013). In contrast, 
people see low (vs. high) pitch as signaling roughness or anger (Eitan 
and Timmers 2010). 

In short, we predict that high (vs. low) pitched advertisements 
will lead to increased perceptions of warmth and that this will ulti-
mately lead to more positive evaluations for services where warmth 
is important. Across five studies we provide evidence for our claims 
and the underlying process.

Study 1
In study 1, we looked at how vocal pitch influences responses 

toward a senior-care service ad and a financial service ad. The ser-
vices were selected based on a pretest, which indicated that consum-
ers prioritize warmth over competence for senior-care services, while 
they prioritize competence over warmth for financial services. Given 
this result, we predicted that a high (vs. low) pitched spokesperson 
would be more effective for a senior-care service, but not for a finan-
cial service. 
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The main study had a 2 (Pitch: high vs. low) X 2 (Service: 
senior-care vs. financial) between-subjects design. In the study, par-
ticipants first listened to a purported radio ad of a senior-care ser-
vice or a financial service. The ad was modulated to be higher or 
lower in pitch. After listening to the ad, participants answered three 
dependent measure items (likelihood to consider firm, likelihood to 
recommend firm to friends, & expected satisfaction). Next, partici-
pants completed a scale, where we measured perceived warmth and 
perceived competence of the firm. 

A two-way ANOVA revealed a significant interaction effect of 
vocal pitch and industry on the dependent measure index (α = .91) 
(F(1, 126) = 7.93, p < .01), where high (vs. low) vocal pitch was more 
effective for the senior-care ad (F(1, 126) = 4.38, p = .04), while low 
(vs. high) vocal pitch was marginally more effective for the financial 
services ad (F(1, 126) = 3.32, p = .06). Moreover, we ran a moder-
ated mediation analysis, which showed that the mediation was only 
significant for the senior-care condition (95% CI: [.0440, .4184]), 
and not in the financial service condition (95% CI: [-.2224, .1561]).

Study 2
Study 2 aimed to test the generalizability of our effect. First, we 

tested whether voice pitch could also affect people’s political deci-
sion making. Second, we used a female speaker rather than a male 
speaker. In the study, participants listened to a high or low pitched au-
dio clip, which was purportedly a speech given by a female politician 
in response to a natural disaster. Next, participants rated how much 
they thought the politician would be willing to sacrifice herself, how 
concerned she seemed, and how much they liked the politician. The 
three items were averaged into a DV index (α = .84). Replicating our 
prior finding, a one-way ANOVA revealed that participants rated the 
female politician higher on the DV index when they heard the higher 
(vs. lower) pitched speech (F (1, 115) = 5.32, p = .02). 

Study 3A & 3B
Studies 3A and 3B tested several boundary conditions. In Study 

3A, we tested how individual difference in preference for warmth 
versus competence in a service provider moderates our effect. Here, 
participants listened to either a higher or lower pitched an audio clip 
that was purportedly from a work out session of a personal fitness 
trainer. Next, participants indicated how likely they would be to hire 
the fitness trainer. Finally, participants were asked whether they val-
ued warmth or competence from a service provider. Consistent with 
our theory, a regression analysis revealed a significant interaction 
effect of audio pitch and preference for warmth (F (1, 134) = 4.28, 
p = .04), where participants who preferred warmth showed a greater 
willingness to hire the trainer when they listened to the high (vs. low) 
pitched recording (F (1, 134) = 3.47 = .06). However, there was no 
effect of pitch for those who preferred competence (NS). 

In study 3B, we looked at how chronic differences in relation-
ship norms moderated the effect. Based on prior research (Li et al. 
2018), we predicted that those who have a communal norm will pri-
oritize warmth over competence and therefore prefer a service pro-
vider with a higher pitched voice. Conversely, we predicted a null 
effect for those with an exchange norm. The experimental stimuli 
for Study 3B was the same as 3A, except that we measured partici-
pants chronic relationship norms. Consistent with our expectations, 
a regression analysis showed that those with a communal norm pre-
ferred the higher (vs. low) pitched trainer (F (1, 229) = 6.12, p = .01), 
whereas there was no effect of pitch for those who had an exchange 
norm.

Study 4
Study 4 tested our effect in a field setting. In the study, a vol-

unteer from the Salvation Army stood next to a donation box, while 
ringing a bell. Alternating each half hour, the volunteer either rang a 
higher or lower pitched handbell. The results showed that shoppers 
were more likely to donate when the pitch of the bell being rung was 
higher (vs. lower) (χ2 (1) = 4.83, p = .028).

Vocal Similarity, Trust and Persuasion in Human-AI 
Agent Interactions

EXTENDED ABSTRACT
AI agents (e.g., Apple Siri, Amazon Alexa, Microsoft Corta-

na, and social robots including Pepper) have become increasingly 
prevalent in our daily lives, our homes, and into our workplaces. 
Voice recognition technology via machine learning has reached the 
accuracy level of human speech (Arnold, 2018) and algorithms will 
soon recognize all the various aspects in speech including nuances 
and vocal characteristics (i.e., tonal inflection, mood; Kirby, 2019). 
Also, the use of voice recognition will be advanced to include per-
sonalization features, similar to face ID or PIN, so that the AI agent 
can respond accordingly to the identified user through the formants 
or sound characteristics unique to each person’s vocal tract. This re-
search examines acoustic similarity between an individual consumer 
and the AI agent. We ask this question: how will consumers perceive, 
respond to, and be persuaded by an AI agent contingent on similari-
ties between that agent’s voice and their own voice in both a) pitch, 
and b) timbre? 

Pitch and timbre are the two most prominent features allowing 
humans or machines to distinguish one voice from another. Pitch 
refers to the “fundamental frequency” of a sound, while timbre is 
the unique spectrum of frequencies within a sound, including one’s 
voice, (here measured in Mel Frequency Cepstral Coefficients [MF-
CCs; Logan, 2000]). Pitch of a spokesperson’s voice, for instance, 
can influence message acceptance or automatically convey certain 
product attributes (Chattopadhyay et al., 2003; Lowe and Haws, 
2017). Timbre largely accounts for our ability to distinguish between 
voices or instruments, and can also affect consumer perception in 
various ways (Bruner 1990). In this work, we ask how differences 
between pitch and timbre in a consumer’s voice and an AI voice 
might influence consumer response. 

A prevalent body of research in social psychology advocates 
for the similarity-attraction effect (Collisson & Howell, 2014; Mon-
toya, Horton, & Kirchner, 2008), which suggests that we are more 
likely to prefer and be initially attracted to similar others. Although 
research suggests that we prefer to interact with advanced machines 
that are more human in nature (Nass et al., 1995; Tapus & Mataric, 
2007), the uncanny valley theory (Mori, 1970) suggests that the de-
gree to which these machines are similar may play a role in that we 
experience an eerie sensation and discomfort when they become too 
similar to ourselves.

We explore how objective vocal similarity between an AI agent 
and a consumer in both pitch and timbre influences user perceptions 
of warmth, competence, and trust in the agent. In our series of stud-
ies, after listening to a single (study 1 and 2) or three different (study 
3) AI agents’ recommendation of different products (books, SNL 
videos, and movies), we measure participant’s perception of the AI 
agent and actual choice of recommended products. We later record 
and analyze each participant’s voice to create an objective measure 
of acoustic similarity to the AI voice. This objective measure of vo-
cal similarity in pitch and timbre (MFCCs) introduces a new meth-
odological approach measuring the Euclidian distance between the 
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AI agent and each participant’s voice. We demonstrate the effect of 
vocal similarity on persuasion and trust (competence, benevolence, 
integrity) further showing how listener’s self-esteem plays a role in 
moderating

Study 1 was conducted with 152 undergraduates. Participants 
listened to a sample of an AI voice (gender matched) and provided 
their impressions regarding the AI agent. Each participant also had 
a sample of their voice recorded upon conclusion of the study. Ob-
jective similarity between AI and participant voices was calculated 
using a computer algorithm created for this research. Overall, greater 
similarity in vocal pitch significantly predicted satisfaction with the 
agent (F = 8.19, p < .01), willingness to further interact with the 
agent (F = 4.40, p < .05), perceived sincerity of the agent (F = 4.37, 
p < .05), and the overall trust in the agent (F = 7.75, p < .01). 

Study 2 (187 undergraduates), used a similar procedure to 
Study 1, while also including a choice task based on the AI voice’s 
recommendation. In addition, we measure participant’s levels of 
self-esteem. We hypothesized that one’s level of self-esteem could 
influence individuals’ responses to the subtle effect of vocal similar-
ity. The more similar the participant’s voice was to the AI agent’s 
voice in terms of timbre (MFCCs), the participant was more likely to 
choose the video recommended by the AI agent (MFCC: B = -22.40, 
SE = 10.96, p < .05). Moreover, the interaction between timbre simi-
larity and self-esteem was significant, such that higher self-esteem 
individuals were actually less influenced by vocal similarity (self-
esteem x MFCC: B = 3.83, SE = 2.00, p = .055).

In Study 3, we introduce three distinct voices of AI agents rec-
ommending three different movies. The results again show that simi-
larity in timbre significantly predicts evaluations of warmth (MFCC: 
B = -1.82, SE = .625, p < .01) and overall trust in the agent (MFCC: 
B = -1.27, SE = .49, p < .05). Moreover, pitch similarity significantly 
predicts liking of the agent (B = -.40, SE = .07, p < .001) and two 
trust dimensions: competence (B = .14, SE = .05, p < .05) and be-
nevolence (B = .12, SE = .0, p < .001). We also replicate the moder-
ating role of self-esteem on vocal similarity on trust in the AI agent 
(MFCC: B = -5.55, SE = 2.61, p < .05; self-esteem x MFCC: B = .82, 
SE = .48, p = .087).

Present research aims to contribute to literatures in psycho-
acoustics, similarity-attraction effect, and human-computer interac-
tion. We find that, overall, similar timbre and dissimilar pitch was 
favored. Furthermore, we believe that our research offers useful 
implications to marketers of new technology devices. Although cer-
tain voice-relevant cues (e.g., accent, conversational styles) may be 
more direct and pronounced to individuals when engaging in an in-
teraction, we explore a very subtle cue that subconsciously influence 
consumers’ mindset. Marketers will be able to better understand the 
mechanisms and conditions under which we prefer AI agents that are 
more personalized to sound similar in pitch and timbre to individual 
consumers.

Sound of Products’ Soundness: The Effect of Product 
Operation Sound on Judgment of Product Quality

EXTENDED ABSTRACT
In everyday lives, people are exposed to various sounds that 

products produce. Some sounds are electronic or digital sounds that 
are added to products as an auditory signal (e.g., smartphone ring 
tones, computer alarm sounds, or microwave beeps). Other sounds 
are mechanical sounds that are produced when products operate 
(e.g., hair dryers’ whirring sounds, printers’ chugging sounds, or car 
doors’ chunking sounds). We refer to the former type of sound as sig-
nal sound (i.e., sound added as a signal to users) and the latter type of 

sound as operation sound (i.e., sound produced as a consequence of 
operation). Signal sound has been considered as an important design 
factor in product design. In contrast, operation sound is often con-
sidered merely as “noises” that should be eliminated. In the current 
research, we propose that even operation sound can be an important 
design element that positively influences consumers’ evaluation of 
products. Specifically, we argue that when a product produces op-
eration sound in a lower pitch, consumers judge the product to be 
“sounder,” compared to when it produces sound in a higher pitch. 

We base our prediction on findings from the biology litera-
ture, which has demonstrated that voice pitch serves as a signal for 
one’s physical quality (Collins 2000; Jones et al. 2010; Puts et al. 
2012). Both voice pitch and physical quality are influenced by the 
level of testosterone, and hence one’s voice pitch tends to be cor-
related with his or her physical quality. Consequently, people tend 
to judge the physical quality of others based on their voices (Fein-
berg et al. 2008). Those who make lower voices are judged to be 
healthier, more fertile, and better in physical ability, compared to 
those who make higher voices. Building on the relationship between 
voice pitch and physical quality, we investigate whether the pitch of 
a product’s operation sound can serve as a signal for the product’s 
physical quality in consumers’ perception. Specifically, we predict 
that products that make lower-pitch operation sound are judged to 
have better quality than products that make higher-pitch sound. In 
other words, products producing a lower-pitch sound is judged to be 
“sounder” than products producing a higher-pitch sound. 

Studies 1A-1C
Studies 1A (N = 68), 1B (N = 67), and 1C (N = 114) aim to 

generalize the effect of product operation sound on product qual-
ity judgement across several product categories, including blenders 
(Study 1A), pens (Study 1B), and hand dryers (Study 1C). All three 
studies used a one-way, two-cell between-subjects, in which partici-
pants were randomly assigned to either a high-pitch condition or a 
low-pitch condition. To create high- and low-pitch stimuli, we al-
tered the pitch of a product’s operation sound using an audio-editing 
software while keeping other aspects of the sound wave constant. 
In the studies, participants first listened to an audio clip recording a 
product’s operation sound and then judged product’s physical qual-
ity (e.g., durability, sturdiness, and performance). The results of 
these three studies consistently show that participants perceived the 
product to have better quality in the low-pitch condition than in the 
high-pitch condition, and such a difference was not driven by per-
ceptions of a product’s other attributes, such as luxuriousness and 
heaviness. Studies 1A-1C convergently provide initial evidence for 
our proposed effect of product operation sound on product quality 
judgement.

Study 2
Study 2 (N = 78) aims to further demonstrate that the effect 

of product operation sound on product judgement is specific to ca-
pability-related judgment (i.e., quality) but not to usability-related 
judgment (i.e., user-friendliness). For this purpose, Study 2 adopted 
a 2 (Pitch: high vs. low) x 2 (Judgment Dimension: quality vs. user-
friendliness) mixed design with pitch as a between-subjects factor 
and judgment dimension as a within-subjects factor. Participants first 
listened to the operation sound of a printer and then rated the printer 
in terms of its quality and user-friendliness. There was a significant 
pitch × judgment dimension interaction (F(1, 76) = 4.04, p < .05), 
such that participants judged the same printer to have better quality 
when it made a low-pitch sound compared to when it made a high-
pitch sound (Mhigh = 4.36, vs. Mlow = 5.20; F(1, 76) = 9.27, p < .01) 
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while their judgment of the printer’s user-friendliness did not differ 
between the high- and the low-pitch conditions (Mhigh = 4.77 vs. Mlow 
= 5.01; F(1, 76) = 1.14, p = .29). Study 2 shows that the pitch of a 
product’s operation sound influences the product’s perceived quality 
but not its perceived user-friendliness.

Study 3
The purpose of Study 3 is to demonstrate that low brand reputa-

tion serves as a boundary condition for the effect of product opera-
tion sound on quality judgment. This study (N = 186) adopted a 2 
(Pitch: high vs. low) x 2 (Brand reputation: high vs. low) between-
subjects design. Participants were informed that they listened to the 
operation sound of a camera produced either by Canon (in the high-
reputation condition) or Sanyo (in the low-reputation condition) and 
then evaluated the camera in terms of its quality. There was a pitch 
× brand reputation interaction (F(1, 182) = 2.91, p = .09) at 10% 
alpha level. Simple effect analysis revealed that participants judged 
the same camera to have better physical quality in the low-pitch con-
dition than in the high-pitch condition (Mhigh = 5.21vs. Mlow = 5.77; 
F(1, 182) = 4.22, p = .04) only when the brand reputation was high 
but not when it was low (Mhigh = 4.83 vs. Mlow = 4.81; F(1, 181) = 
.01, p = .93).

To our best knowledge, the current work is the first empirical 
research in the marketing literature to examine the pitch of prod-
uct operation sounds and its influence on consumers’ judgment. Our 
findings have important implications for sensory marketing and 
product design.

The Effect of Unpacking on Consumers’ Sensory 
Experience: A Goal-gradient Account

EXTENDED ABSTRACT
Sensory experiences, such as watching a scenery films or eat-

ing chocolate, have multiple subcomponents, and consumers can 
track the progress of enjoying them. These subcomponents can be 
framed either as multiple distinct sensory consumption units (i.e., 
unpacking frame) or as parts of one whole sensory consumption 
(i.e., packing frame). Prior research has shown that people predict 
an unpacked sensory experience to be more enjoyable than a packed 
experience because unpacking segregates the sensory experience or 
“gains” (Kahneman and Tversky 1979; Thaler 1985, Tsai and Zhao 
2011). The present research extends this line of work in two impor-
tant ways. First, we expand the effect of unpacking on actual sensory 
experiences. Second, we identify focus of consumption progress (fo-
cusing on progress to-date vs. focusing on progress to-go; e.g., I have 
two chocolate truffles left vs. I already ate four chocolate truffles) as 
an important moderator of the effect of unpacking on actual sensory 
experiences, and we demonstrate goal-gradient (consumption moti-
vation) as the mediator. 

We predict that under a to-go focus, the marginal benefit of 
completing one consumption subcomponent increases as one ap-
proaches the end state of the sensory experience, thereby producing 
a classic increasing goal gradient (Hull 1934, Kivetz, Urminsky, and 
Zheng 2006). As such, consumers feel more motivated and positive 
about their consumption progress toward the end of a sensory expe-
rience and enjoy it even more. However, under a to-date focus, the 
marginal benefit of completing one subcomponent decreases as one 
moves away from the initial state. Therefore, one feels less motivat-
ed and less positive when the distance from the initial state increases 
and experiences a decreasing goal gradient (Bonezzi, Brendl, and De 
Angelis, 2011; Huang, Zhang, and Broniarczyk 2012). 

Five experiments were conducted to test our hypotheses. In all 
experiments, to manipulate event framing, we presented each sub-
component either using a progress bar or pie chart (packing frame), 
such that the subcomponents were perceived as parts of one sensory 
experience, or using integers (unpacking frame), such that the sub-
components were perceived as individual sub-activities. To manipu-
late focus of consumption progress, we asked participants to track 
their consumption progress in ascending or descending order which 
emphasized, respectively, how much had been consumed (to-date – 
unpacking frame: 1, 2…; packing frame: 1/10, 2/10…) or how much 
was remaining (to-go – unpacking frame: 10, 9…; packing frame: 
10/10, 9/10…).

In Experiment 1 with a 2 (event framing: packing vs. unpack-
ing) x 3 (progress focus: to-go vs. to-date vs. control) between-sub-
jects design, participants watched a short video featuring 10 serene 
beach images, and reported their overall evaluation based on 10-point 
scales. We found an expected two-way interaction (F(2, 439) = 5.42, 
p = .005): With a to-go-focus, unpacking increased evaluation (to-
go focus: Munpacking = 6.65 vs. Mpacking = 5.98, F(1, 439) = 3.76, p = 
.053), but the effect reversed with a to-date-focus (Munpacking = 5.98 vs. 
Mpacking = 6.68; F(1, 439) = 3.75, p = .053). Control conditions where 
progress was not tracked resembled to-go focus (Munpacking= 6.68 vs. 
Mpacking = 5.90, F(1, 439) = 5.23, p = .02).

In experiment 2A with a 2 (event framing: packing vs. unpack-
ing) × 2 (progress focus: to-go vs. to-date) between-subjects de-
sign, we asked participants to sample six new curry flavored potato 
chips. We measured moment-by-moment enjoyment of each chip, 
retrospective evaluation after eating all six chips, and repeated con-
sumption in a free eating session later. Again, a two-way ANOVA 
revealed only a significant interaction on overall enjoyment (F(1, 
115) = 16.28, p < .001): With a to-go focus, unpacking increased 
enjoyment (Munpacking = 8.13 vs. Mpacking = 6.10; F(1, 115) = 12.80, p 
= .001), but the effect reversed with a to-date focus (Munpacking = 6.38 
vs. Mpacking = 7.70; F(1, 115) = 4.73, p = .03). Similar patterns were 
observed in real-time enjoyments (three-way interaction: F(5, 575) = 
3.39, p = .005) and in the amount of free eating (F(1, 115) = 11.45, p 
= .001). We replicated experiment 2A in experiment 2B using sweets 
and a tracking card that resembles ordering sheets commonly used in 
all-you-can-eat restaurants (two-way interaction: F(2, 156) = 4.27, 
p = .01).

In experiment 3, we tested the goal-gradient account by mea-
suring consumption motivation and including a theory-driven 
boundary condition where we inserted a break during consumption 
(Kahneman and Snell, 1990; Nelson and Meyvis, 2008). Taking a 
break during consumption under the to-date focus should reset con-
sumption motivation and weaken the negative effect of unpacking. 
Specifically, we used a 2 (event framing: packing vs. unpacking) × 3 
(progress focus: to-go, to-date, to-date/break) between-subjects de-
sign and asked participants to view their preferred image six times 
repeatedly. We measured real-time enjoyment create an enjoyment 
index (α = .97 for 6 trials), and collected motivation measures: how 
alert, how motivated, and how much effort they put forth during the 
experience (α = .73). Again, we found a significant two-way interac-
tion on overall enjoyment (F(2, 339) = 4.04, p < .05) with planned 
contrasts (to-go focus: Munpacking = 7.78 vs. Mpacking = 7.11; F(1, 339) = 
3.32, p = .06; to-date focus: Munpacking = 7.15 vs. Mpacking = 7.90, F(1, 
339) = 4.16, p < .05). Importantly, when participants took a break 
under to-date focus, the negative effect of unpacking was attenuated 
(Munpacking = 7.96 vs. Mpacking = 7.67; F(1, 339) = .94, p = .33). Finally, 
we observed a significant two-way interaction on consumption mo-
tivation (F(2, 339) = 7.51, p = .001) and confirmed its mediation 
role (unbiased 95% CI = [-.60 to -.14]; 5,000 bootstrap resamples; 
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Preacher and Hayes 2008). Experiment 4 successfully replicated ex-
periment 3 using a different packing manipulation – pie chart (two-
way interaction: F(2, 249) = 4.16, p < .01).

Our work advances the area of studies on unpacking (Tversky 
and Koehler, 1994) and sensory experiences (Hsee et al., 2012) by 
demonstrating a counterintuitive reversal of unpacking with a to-
date focus (Bonezzi, Brendl, and De Angelis, 2011; Koo and Fish-
bach, 2008). These findings have important theoretical contribution 
as well as interesting practical implications to better manage sensory 
experiences. 
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SESSION OVERVIEW
Both firms and consumers are increasingly engaging in proso-

cial behaviors. In 2016, 82% of S&P 500 corporations promoted cor-
porate-social responsibility as a significant business strategy (3BL 
2016), sustainable products amounted to over half of the total prod-
ucts sold in the US market (Nielsen 2018), and consumers donated 
$286.65 billion to charities (Charity Navigator 2017). There has been 
a corresponding increase in research aimed at understanding how 
consumers engage in and perceive firms who engage in prosocial be-
haviors (Carroll and Shabana 2010). A conclusion from this literature 
is that consumers view prosocial behaviors in a positive light, and 
these positive associations can spill over through an associative pro-
cess in several ways (Aquino and Reed 2002). The current session 
introduces four papers that provide novel insights regarding how as-
sociative processes influence prosocial behaviors by understanding 
how consumers engage in and perceive firms who engage in proso-
cial behavior. Some of the questions raised in this session include, 
what associations do consumers have with prosocial and sustainable 
actions; what factors influence consumers’ prosocial behaviors such 
as charitable donations and recycling; how do consumers evaluate 
firms who promote their sustainable initiatives?

The first paper by Pond and Khan examines how cause-related 
marketing may influence outcomes for charities. They propose that 
a cause-related marketing partnership with a hedonic (versus utili-
tarian) product can reduce subsequent donations from individuals 
because the frivolous and unnecessary associations with a hedonic 
product (Dhar and Wertenbroch 2000) can spill over to decrease the 
perceived importance of the charitable cause. The second paper by 
Chernev and Blair proposes that sustainability claims can increase 
product performance, contrary to prior research regarding the sus-
tainability liability. Specifically, the authors show that a firm’s sus-
tainable practices can lead consumers to associate a moral undertone 
with the firm resulting in a positive halo effect on enhancing product 
performance. The next paper by Herziger, Donnelly, and Reczek ex-
amines when consumers over-recycle by recycling non-recyclables. 

The authors find that recycling is related to the associations of moral 
goodness and environmental benefit; thus, regardless of the recy-
clability of an item, consumers recycle products to compensate for 
low moral self-worth. The last paper by Longoni, Tari, and Trudel 
furthers our understanding regarding how consumers evaluate cor-
porations who engage in green-related price increases. The authors 
show that consumers relate sustainable manufacturing initiatives as 
insights into a firm’s morality, which has a halo effect on the percep-
tions of a firm. Consequently, consumers perceive that green-related 
price increases are fairer relative to general manufacturing price in-
creases.

The four papers in the session are all in advanced stages and 
shed light on how to build a more prosocial and sustainable society. 
Together, the papers help us to understand how associative processes 
influence how consumers engage in and perceive firms who engage 
in prosocial behaviors. Considering the growth in prosocial initia-
tives both in the consumer and corporate sectors, we expect that this 
session will appeal to researchers as well as practitioners interested 
in corporate-social responsibility, cause-related marketing, sustain-
ability, charitable giving, and decision-making more generally.

Negative Effects of Cause-Related Marketing for 
Charitable Organizations

EXTENDED ABSTRACT
Consumers are increasingly expecting firms to be more proso-

cial, as 86% of consumers from a national survey indicated that firms 
have a responsibility to improve both society and the environment 
(Cone Communications 2017). Consequently, firms engage in cause-
related marketing, where they partner with charities with the goal of 
increasing a firm’s sales while promoting a charitable cause. Existing 
research has demonstrated several positive outcomes of cause-relat-
ed marketing for firms (e.g., brand perceptions, purchase likelihood; 
c.f., Carroll and Shabana 2010); however, consequences of cause-re-
lated marketing for charities have largely been ignored. The current 
research fills this void by examining when and why cause-related 
marketing may have positive versus negative outcomes for charities.

The beneficial outcomes of cause-related marketing for firms 
are believed to arise because the positive associations with charities 
spillover to cast a halo over the partnering firms (Till and Nowak 
2000). Given that associative processes are typically symmetrical 
(Collins and Loftus 1975), we posit that in a cause-related marketing 
partnership, just as the associations with the charity spillover to influ-
ence perceptions of the firm, associations with the firm can spillover 
to influence perceptions of the charity. One factor that may influ-
ence the nature of the firm’s spillover effects on a charity is whether 
the firm’s products are hedonic or utilitarian. Compared to utilitarian 
products, hedonic products are perceived to be frivolous and unnec-
essary (Dhar and Wertenbroch 2000). Therefore, we predict that in 
cause-related marketing partnerships with hedonic products, these 
negative associations can spillover to adversely affect the perceived 
importance of the charity’s cause, thus reducing donations provided 
to the charity by individuals.

In all studies, participants had an opportunity to receive a bonus 
payment. Participants were shown an ad for either a hedonic (he-
donic partnership) or utilitarian product (utilitarian partnership) that 
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donated to a specified charity. The ad did not solicit any action, but 
in a subsequent unrelated task, participants were asked how much 
of their bonus they would like to donate to a charity. All products 
were pretested to vary only on a hedonic-utilitarian dimension while 
remaining constant on perceived attractiveness, purchase likelihood, 
and expectations of social responsibility.

In study 1, participants (N=175) were shown an ad for either a 
hedonic or utilitarian backpack that donated to Alzheimer’s Research 
Society (ARS). A control (no partnership) condition was also includ-
ed. Next, in an unrelated task, participants were given an opportu-
nity to donate any amount of their bonus to ARS. As expected, par-
ticipants donated less to ARS after viewing the hedonic partnership 
(M=$0.079) compared to both the utilitarian partnership (M=$0.127) 
and no partnership (M=$0.116, p=.031). In study 2 (N=269), we 
replicated these findings and measured how important participants 
thought was the cause of ARS. A mediation analysis revealed that 
the effect of partnership type on donation amount was explained by 
a significant indirect effect on cause importance (95% LCI: -.0155, 
UCI: -.0004). Study 3 (N=230) used a consistent paradigm to test 

When Sustainability Is Not a Liability: How Going Green 
Can Benefit Perceived Product Performance

EXTENDED ABSTRACT
Sustainable products are more common today than ever. A 

growing number of companies have adopted sustainable technolo-
gies to make their products more environmentally friendly. It is no 
longer surprising to see sustainable products that were once con-
sidered niche items—like energy-saving light bulbs, eco-friendly 
household products, and recycled paper—on the shelves next to their 
traditional counterparts. The proliferation of products created using 
sustainable technologies raises the question of how sustainability 
benefits influence consumer decision processes, as well as whether 
and how managers should communicate these benefits to consumers. 

Prior research investigating the impact of sustainability has 
argued that when it comes to product performance on functional, 
strength-related attributes, sustainability is often perceived as a li-
ability, such that sustainable products tend to be viewed by consum-
ers as having inferior performance (Lin and Chang 2012; Luchs et 
al. 2010; Newman, Gorlin, and Dhar 2014). This “sustainability li-
ability” argument is related to the notion that consumers form com-
pensatory beliefs that sustainability comes at the expense of perfor-
mance and, thus, that products offering sustainable benefits are likely 
to have inferior performance. 

We question the robustness of the sustainability-liability effect 
and identify scenarios in which sustainability is likely to have the 
opposite effect, strengthening rather than weakening consumers’ 
product performance beliefs. Building on the research in the domain 
of moral cognition and moral reasoning (Baron 1993; Greene 2013; 
Haidt 2001), we argue that sustainability is likely to produce a halo 
effect stemming from the moral undertone of the company’s pro-
environment activities and that this effect can attenuate and even 
override the negative impact of compensatory inferences underlying 
consumers’ belief that sustainability comes at the expense of perfor-
mance. 

We further identify two factors that are likely to influence the 
strength of the halo effect: (1) the degree to which consumers view 
the company as a moral agent whose actions aim to benefit society 
and (2) the degree to which the societal benefits of sustainability are 
prominent in consumers’ minds. Following this line of reasoning, we 
also identify two ways in which managers can increase the perceived 
performance of sustainable products: by associating sustainable ben-

efits with the company rather than with its products and by increas-
ing the prominence of the societal benefits of sustainability. We test 
the impact of promoting sustainability benefits on perceived product 
performance and the factors that are likely to moderate this effect in 
a series of three empirical studies. 

Our first experiment aims to document the basic proposition 
that promoting sustainable product benefits can strengthen rather 
than weaken the perceived performance of a company’s products. 
The data show that sustainability is not necessarily a liability, even 
in the case of strength-related attributes when the negative impact 
of sustainability is arguably most pronounced (Luchs et al. 2010) 
and identify scenarios in which sustainability can strengthen rather 
than weaken consumers’ product performance beliefs. Specifically, 
the data lend support to the argument that the impact of sustain-
ability on perceived product performance is a function of the moral 
undertone of consumers’ beliefs reflected in their environmental at-
titudes. The data reported in this study lend partial support for the 
sustainability-liability theory advanced by prior research. On the 
one hand, we document that sustainable benefits can significantly 
lower perceived product performance. On the other hand, the nega-
tive impact of sustainability on perceived product performance was 
observed only for individuals who expressed relatively low concern 
about the environment. Across the entire sample, sustainability had 
no observable impact on perceived product performance, suggesting 
that the sustainability-liability effect does not reliably occur across 
different scenarios.

Our second experiment examines the impact of promoting sus-
tainable benefits on perceived product performance as a function of 
the degree to which the sustainability information is directly related 
to the company. The data show that varying the way in which sus-
tainability is communicated to consumers—whether it is associated 
with specific company products or with the company as a whole—
can influence the impact of sustainability on perceived product per-
formance. Thus, associating sustainability with the company can 
significantly increase perceived product performance compared to 
a scenario in which sustainability benefits are either absent or are 
associated with the company’s products. This finding is rather coun-
terintuitive because it implies that positive product beliefs can be 
strengthened by not directly associating a company’s pro-environ-
mental activities with its products. Of particular interest is the find-
ing that associating sustainability with the company not only has 
a more positive effect on perceived product performance but also 
has an overall positive effect compared to a scenario in which the 
sustainability benefit is absent. This finding shows that the sustain-
ability-liability effect reported by prior research can be reversed and 
identifies conditions when sustainability can strengthen rather than 
weaken perceived product performance. 

Our third experiment examines the role of moral reasoning in 
consumer evaluation of the performance of sustainable products by 
varying the prominence of the societal benefits of the company’s sus-
tainability actions and showing that highlighting the societal benefits 
of the company’s sustainability actions bolsters consumers’ assess-
ments of product performance. Accordingly, the experimental design 
involved three conditions (sustainable benefit vs. societal benefit vs. 
control) tested across four product categories. The data show that 
highlighting the societal benefits of sustainability tends to bolster the 
perceived performance of sustainable products, resulting in an over-
all positive rather than negative effect of sustainability on consumer 
product-performance beliefs. These data lend further support to our 
theorizing that sustainability is likely to produce a halo effect stem-
ming from the moral undertone of the company’s pro-environment 
activities and that this effect can attenuate and even override the 
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negative impact of compensatory inferences underlying consumers’ 
belief that sustainability comes at the expense of performance. 

Our findings have important conceptual and public policy im-
plications. From a theoretical standpoint, we document for the first 
time the role of moral reasoning in consumer evaluations of sus-
tainability and its impact on perceived product performance. From 
a public policy standpoint, our research identifies actionable strate-
gies that managers can use to mitigate any negative impact of sus-
tainability and strengthen the perceived performance of sustainable 
products.

Over-Recycling: When Motivated Sustainability Goes 
Wrong

EXTENDED ABSTRACT
Recycling has become a normative consumer behavior that 

supports environmental and social goals (Donnelly et al. 2017), and 
even serves to protect the self (i.e., recycling identity-linked prod-
ucts; Trudel, Argo, and Meng 2016). However, due to the high cost 
of recycling procedures, recycling regulations continuously restrict 
the types of products that can be recycled and their acceptable level 
of contamination from non-recyclable substances (ISRI 2018).

This has led to over-recycling—consumers disposition of non-
recyclable items into recycling bins, thus increasing recycling con-
tamination and reducing the overall volume of recycled products 
(Robinson 2014). We suggest that the motivational factors promot-
ing recycling, such as environmental and social goals (Donnelly et 
al. 2017), identity concerns (Trudel, Argo, and Meng 2016), may 
outweigh knowledge of recycling rules, and increase over-recycling. 

In Study 1 (N = 803) we examined whether participants evalu-
ated recycling as moral and environmentally beneficial, regardless 
of the recyclability of the item. Participants were randomly assigned 
to a 4 (item: glass bottle vs. plastic yogurt container vs. plastic gro-
cery bag vs. Styrofoam egg carton) x 2 (disposal choice: trash vs. 
recycling) between-subjects design. They imagined observing their 
neighbor, Melissa, discarding waste. Next, participants rated Me-
lissa’s morality (α = .97, Gino, Kouchaki, and Galinsky 2015) and 
the environmental benefit of Melissa’s disposal choice (Donnelly et 
al. 2017; α = .99). Participants also reported their knowledge of the 
recyclability of each item, their familiarity with recycling-contami-
nation, and their environmentalist-identity (α = .93, Brick, Sherman, 
and Kim 2017).

There was a main effect for discarding decision (p = .056, η2 = 
.005) and item (p = .027, η2 = .011) on moral judgement; the main 
effect of discarding decision was qualified by an interaction with 
environmentalist identity, p < .001, η2 = .044. Overall, when Me-
lissa recycled her waste she was judged as more moral than when 
she trashed her waste. This effect was stronger for participants with 
higher environmentalist-identity scores. Importantly, participants 
perceived Melissa as more moral when she recycled, regardless of 
their knowledge of the correctness of Melissa’s recycling decision 
(p = .92, η2 = .00). The same pattern of results emerged when pre-
dicting the perceived environmental impact of Melissa’s discarding 
behavior. Participants perceived Melissa’s environmental impact to 
be more beneficial when she recycled (p = .019, η2 = .007), regard-
less of the correctness of that recycling decision (p = .10, η2 = .003).

Previous research suggests that when moral identity is threat-
ened, people engage in moral behaviors to regain their self-worth 
(i.e., moral regulation; see Sadcheva, Iliev, and Medin 2009). Thus, 
feeling morally inadequate should promote a need to compensate, 
which could be regulated by engaging in (over) recycling behavior. 

In study 2 (N = 628), we manipulated participants’ sense of 
moral self-worth through moral feedback, and provided them an op-
portunity to engage in moral regulation (Sadcheva et al. 2009). Par-
ticipants were asked to click their computer-mouse as many times 
as they could for a 40 second period, and were told that for each 
recorded mouse click, one cent would be donated to charity. After 
the task was completed, participants were randomly assigned to re-
ceive comparative performance feedback (inferior: performance in 
30th percentile, average: performance in 50th percentile, or superior: 
performance in the 90th percentile). Then, participants were asked 
how they would dispose of an empty yogurt container—in a recy-
cling or trash bin.

Overall, 58.44% of participants intended to recycle the yogurt 
container. Participants who received inferior feedback were signifi-
cantly more likely than those who received superior feedback to re-
cycle the yogurt container, χ2(2) = 5.90, p = .052. Participants who 
received average feedback did not differ from either group in their 
recycling intentions.

The goal of study 3 (N = 808) was to explore the cognitive 
mechanism driving over-recycling. While consumers are exposed to 
an abundance of recycling instructions daily, they continue to error 
in their recycling behavior (Bell 2018) . We specifically examined 
whether exposure to the negative consequences of over-recycling 
could eliminate this behavior. 

Participants were asked to imagine holding an empty yogurt 
container. Participants were randomly assigned to see a single state-
ment discussing the potential impact of discarding the yogurt con-
tainer in to the recycling bin that was either positive or negative (par-
ticipants were randomly assigned to see only one of the 6 positive 
and 6 negative statements, e.g., “Placing this yogurt container in the 
recycling bin may contaminate your recycling making all other items 
placed in the bin non-recyclable).

Then, participants were asked where they would discard of 
the yogurt container: in a recycling or trash bin. Overall, 63.99% 
of participants intended to recycle the yogurt container. A logistic 
regression showed that participants were more likely to recycle the 
container when they were exposed to the positive potential conse-
quences of this behavior, as opposed to the negative potential con-
sequences (87.93% versus 39.80%, respectively); χ2(1) = 216.56, p 
< .001, Wald = 171.43, p < .001. Importantly, negative information 
about the consequences of over-recycling did not eliminate this be-
havior (39.80%). These results suggest that lack of knowledge is not 
the sole mechanism explaining over-recycling.

In sum, this research finds that over-recycling is a pressing 
phenomenon and may be augmented by fast-changing waste-man-
agement regulations. While social marketing campaigns intend to 
do good by promoting recycling behavior, there seems to be a dis-
connect between how these behaviors should be adopted and how 
consumers actually adopt them. This research exemplifies one way 
in which consumers’ good intentions in sustainability may fail them. 
Consumers over-weigh the positive consequences of recycling, po-
tentially over-looking negative consequences. A key affective factor 
in this behavior is the motivation to feel good about the moral self.

Transparent Green Practices Boost Perceptions of Price 
Fairness

EXTENDED ABSTRACT
Green cost-based reasons for a price increase may lead to per-

ceptions of unfairness. Consumers may view sustainable manu-
facturing practices as avoidable (Kahneman, Knetsch, and Thaler 
1986), view green products negatively (Hamilton and Chernev 2013; 
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Luchs et al. 2010), and discount long term environmental gains com-
pared to short term costs (Hardisty and Weber 2009). In contrast, 
we suggest that consumers view willful adoption of sustainable 
manufacturing practices as an insight into a firm’s morality. Engage-
ment in prosocial acts leads to positive evaluations (Lichtenstein, 
Drumwright, and Braig 2004; Sen and Bhattacharya 2001; Webb and 
Mohr 1998) and ascribes the firm with a “benevolent halo” (Chernev 
and Blair 2015) . We show that green (vs. non-green) practices boost 
perceptions of price fairness in the face of a price increase (stud-
ies 1A-1D) because consumers ascribe greater morality to a firm 
that adopts green practices (study 2). However, the boost in fairness 
perceptions is eliminated if consumers suspect that green practices 
reflect a company’s exploitative intentions (study 3) or are attributed 
to causes exogenous to the firm (study 4). Higher price fairness per-
ceptions in case of green costs ultimately affect positive behavior 
toward the firm (study 5).

Studies 1A-1D (N=1,187) showed preliminary evidence of the 
main phenomenon. Participants read a scenario that contained some 
background information about a particular consumer product and 
then imagined that a year later, they wanted to repurchase that par-
ticular product, whose price had gone up by 25%. In line with prior 
work (Bolton, Warlop, and Alba 2003), we explicitly gave partici-
pants a reference price for each product, which was the price they 
had paid in the past. In a 3-cell between-subject design, participants 
read no information about the source of the price increase (baseline); 
or read information about a non-green source (non-green costs); or 
read information about a green source (green costs). Participants 
rated the extent to which, in the scenario described, they judged the 
price increase to be 1 = unfair/not at all just/unreasonable 7 = fair/
just/reasonable (Bolton et al. 2003). Across all studies, participants 
judged a price increase to be fairer when given a reason about the 
source of a price increase than when given no such cue (baseline 
vs. non-green costs). Most pertinent to our theorizing, participants 
judged a price increase to be fairer in case of green than non-green 
costs (all ps < .02). This effect was robust across domains (i.e., jeans, 
carpet tiles, batteries), and type of cost (energy, manufacturing, raw 
materials).

Studies 2A and 2B (N=629) sought to provide further evidence 
of the hypothesized effect of green costs on fairness perceptions and 
used an analysis of mediation to examine the role of morality per-
ceptions as an underlying psychological mechanism. Participants 
judged the fairness of a price increase due to green or not-green costs 
and then rated the firm’s morality. As predicted, morality perceptions 
mediated the effect of cost on perceptions of price fairness (2A: 0.42, 
95% CI [0.23, 0.61]; 2B: 0.36, 95% CI [0.25, 0.48]). The next two 
studies sought to corroborate the mediating role of morality by iden-
tification of boundary conditions. 

Study 3 (N=443) sought to provide further evidence for the role 
of morality in driving perceptions of price fairness. We reasoned that, 
if morality drives perceptions of price fairness, such effect should be 
eliminated when consumers believe that a firm’s actions are moti-
vated by self-interest rather than goodwill. One such circumstance is 
when the price increase is higher than the associated cost increase, 
which violates a firm’s entitlement to profit. The price increase was 
attributed to non-green costs or to green costs, and ulterior motives 
were salient or not salient by varying the salience of the firm’s profit 
to cost ratio. When ulterior motives were not salient, participants 
judged a price increase as fairer when due to green (M=4.11) than 
non-green costs (M=3.32, p < .001; 2-way F=7.01, p=.008). By con-
trast, when the firm’s ulterior motives were salient, fairness percep-
tions were the same irrespective of the type of costs (p=.99).

Study 4 (N=443) used a different angle to examine the role of 
morality perceptions as psychological mechanism underlying judg-
ments of price fairness. We reasoned that perceptions of fairness 
should decrease when a company’s moral halo is tainted, such as 
when a company’s decision to adopt eco-friendly practices is at-
tributed to external circumstances that the firm had to comply with 
rather than to the firm’s goodwill. Participants assigned to one of the 
conditions in a 2 (cost: non-green vs. green) x 2 (attribution: cost 
attributable to the management team vs. mandated by the local gov-
ernment). Participants judged a price increase to be fairer if deter-
mined by increased green (M=4.67) than non-green costs (M=3.61, 
p<.001). However, this effect only manifested when the eco-friendly 
practice was attributed internally to the company rather than to exter-
nal circumstances (p=.85; 2-way F=12.14, p=.001).

To ensure the ecological validity of the results of the labora-
tory studies, in study 5 (N=120) we observed actual behavior in a 
field setting by employing a sample from the general population (i.e., 
passerby’s) and measured the proportion of consumers that would 
support a new business (i.e., petitioned for the opening of a new 
restaurant) as a function of whether a price increase was due to an 
eco-friendly cost-based reason or to a neutral reason. As predicted, 
whereas 79.7% of passersby signed the petition when the price in-
crease was due to green costs, only 60.7% did so in case of non-
green costs (χ2=5.2, p = .023). 

Overall, this research contributes to the literature on dual en-
titlement and price fairness perceptions (Bolton and Alba 2006; 
Bolton et al. 2003; Campbell 1999; Kahneman et al. 1986) by show-
ing that green costs are perceived to be fundamentally distinct from 
costs of equal magnitude but different nature (i.e., non-green), be-
cause consumes make moral inferences based on a firm’s adoption 
of greener practices. Our research also has reaching implications 
for policy makers and contributes to the literature on sustainability 
(Haws, Winterich, and Naylor 2014) by providing a framework to 
understand when and why consumers reward companies adopting 
eco-friendly practices. 
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SESSION OVERVIEW
Rapid advances in emerging technologies have enabled ma-

chines to communicate meaningfully with human users, not only 
understanding verbal content but also interpreting nonverbal com-
munication such as paralinguistic cues, voices, and emotions. Under-
standing these nonverbal characteristics is critical in communication, 
since “‘what’ has been said has to be interpreted in the light of ‘how’ 
it has been said” (Schuller et al. 2013, p. 9). Thus, a smart agent 
should be able to capture both “what is said” and “how it is said,” 
and to combine both content and context cues to interpret the true 
intent of speech and react appropriately to users. Thus, smart agents 
that understand expressed affect and emotion and communicate re-
flectively with appropriate emotions are technological breakthroughs 
not far in the future.

Some may extrapolate a rosy future with the high EQ robots 
that can better understand and empathize with human emotions and 
form kinships like friends and family members. Research supports 
the idea that voice and speech characteristics will critically influence 
how consumers perceive and form relationships with smart agents. 
However, even as technology moves at breakneck speed, we still 
have a sparse understanding of such relationships may form with ro-
bots through interactions in different voices and facial expressions. 
Will people imbue humanlike attributes to the new technologies and 
devices and in what contexts? What are the antecedents, processes 
and consequences surrounding anthropomorphism? How can it be 
measured?

This session aims to answer these questions. The first two pa-
pers focus on processes underlying anthropomorphism. First, Hoff-
man and Novak question if higher anthropomorphism always ben-
efits consumer trust in and relationships with smart objects. They 
suggest that a human-centered perspective attributed to a smart 
object may lead users to see it as “too human-like,” and may drive 
privacy invasion concerns. Second, Han and Chakravarti examine 
how vocal tones of smart devices may influence consumers to im-
bue humanlike characteristics to them. They suggest that there are 
two paths to anthropomorphism, via explicit (conscious) and implicit 

(nonconscious) processes, and show how vocal tones may influence 
these pathways These two papers provide an understanding of how 
consumers perceive smart agents and the underlying processes.

Second, the session provides forward-looking perspectives on 
how consumers may interact with new devices in unique contexts. 
In the third paper, Pendarvis et al. focus on a well-branded smart 
technology (Amazon Alexa) and show how consumers build differ-
ent relational interactions depending on their stage of acceptance of 
the technology. By investigating the practices in family-consumption 
context, the authors expand our understanding of agent-user interac-
tions in a naturalistic and practically relevant setting. In the final pa-
per, Ravella and Chakravarti investigate how smart agents may sup-
port the critical need of improved physician-patient communications 
in healthcare delivery. Their results show that patients have differ-
ent interactional expectations of smart agents and this may facilitate 
more efficient information exchange between patients and physicians 
supported by their smart agent avatars.

Object-Oriented Anthropomorphism as a Mechanism for 
Understanding AI

EXTENDED ABSTRACT
Viewing AI through an anthropomorphic lens can be danger-

ously misleading. Recent studies of California autonomous vehicle 
(AV) crashes show that most involve a smart car being rear-ended by 
a car driven by a human (Automotive News 2018), because humans 
anthropomorphize AVs, expecting them to behave just like human 
drivers. Even experts cannot avoid anthropomorphic interpretations 
of AI. Computer science researchers have revealed that AI can learn 
to exploit design flaws in supervised learning problems (Simonite 
2018). Scholars have begun collecting examples of machine learning 
and neural network algorithms that have “acted out” in unanticipated 
ways (Krakovna 2018).

Research has focused on developing anthropomorphized AI 
systems in the belief that rendering them “like us” will promote 
adoption and acceptance (Złotowski et.al. 2015). Another line of rea-
soning suggests that it does not matter whether AI can express human 
qualities, but whether it shares our goals (Novak and Hoffman 2018; 
Tegmark 2017). The idea that AI can “hack the reward function” to 
achieve its goals suggests it is critical to understand AI from its own 
perspective, not just ours, so we can appropriately interpret what it 
is actually doing and better communicate to it our human intentions 
and goals.

An obvious process for understanding AI is human-centric 
anthropomorphism (Epley et al 2007; MacInnis and Folkes 2017; 
Waytz et al. 2010; 2014). Yet, Bostrom (2017) argues that anthro-
pomorphizing AI systems is “one of the big obstacles in the way of 
actually trying to understand how they might impact the world in the 
future.” Indeed, anthropomorphizing AI runs the risk of obscuring its 
underlying mechanisms. We may think it has capacities it does not 
possess and misunderstand the capacities it does. This undermines 
AI and can potentially lead to overtrusting it, lending AI more trust 
than it deserves.

But how can we understand AI as AI, independent of humans? 
Research shows that the effects of anthropomorphizing smart objects 
are complex, and could lead consumers astray in financial decisions 
(Hildebrand and Bergner 2019) or in emergency situations (Robi-
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nette et.al. 2016). Additionally, firms have incentives to mislead with 
anthropomorphization (Luo et.al. 2019). 

The results of three recently completed studies demonstrate 
how manipulating the metaphors we use to describe AI can stimu-
late an object-oriented vs anthropomorphic process of evaluation 
that significantly impacts perceptions of AI capacities. AI, despite 
being inspired by our understanding of the neural networks in our 
brains, is fundamentally different from humans in ways we do not 
fully understand. As Bryson (2019) has said, “[w]e therefore really 
cannot reason about machines as we do about each other, by trying 
to imagine how we would feel.” Yet, most research that explores 
humans’ reactions to anthropomorphized AI tends to compare it to 
a neutral or null condition where the AI is not anthropomorphized. 

Instead, we propose an object-oriented approach (Bogost 2012; 
Campbell and McHugh 2016; Harman 2005). Our object-oriented 
approach involves metaphorizing AI using nonhuman-centric meta-
phors that allow us to imagine the experience of AI relative to its 
properties and capacities instead of ours, rendering it more trans-
parent to humans (Hoffman and Novak 2018; Novak and Hoffman 
2019). Then we can ask, will AI still be undermined and overtrusted, 
compared to understanding it from our own human-centric experi-
ence?

Our approach for operationalizing an object-oriented approach 
for perceiving AI is to use stimuli that represent how AI actually sees, 
compared to how we as humans imagine it might see. We employ 
AI-generated diagrams of common household objects obtained by 
reverse engineering neural network models trained on photographs 
from ImageNet categories (White 2019). The AI diagrams literally 
represent how AI “sees.” Then, to capture how AI sees, actual photos 
of common household objects represent anthropomorphism, while 
AI-generated diagrams represent object-oriented metaphor.

In the first study, our experimental setup involved randomly as-
signing participants to either an anthropomorphic or object-oriented 
condition and asking them to read a description of the new Amazon 
Echo Show with a front-facing camera. Participants then elaborated 
on how Alexa sees similarly to humans (anthropomorphic condition) 
or AI “sees” differently than humans (object-oriented condition). 
The anthropomorphic condition emphasized Alexa’s AI as a tech-
nology based on knowledge of how the human mind works and that 
learns, like humans do, how to see the objects in consumers’ homes. 
The object-oriented condition emphasized the Echo device’s AI as a 
set of engineering techniques and machine learning algorithms that 
learn how to “see” objects in consumers’ homes, even though the 
AI does not at all “see” the way that humans do. Participants were 
shown sets of household objects with both AI-generated diagrams 
and actual photos of objects and asked which image comes closest to 
capturing what the Amazon Echo likely sees. We hypothesized that 
participants in the object-oriented condition would be significantly 
more likely to choose the AI-generated diagram than participants in 
the anthropomorphic condition and that participants in the anthro-
pomorphic condition would be significantly more likely to choose 
the actual photo than participants in the object-oriented condition. 
Predictions were supported for all household images. A traditional 
anthropomorphism scale and newly written object-oriented items 
provide further evidence that the Amazon Echo was seen as sig-
nificantly more anthropomorphic in the anthropomorphic vs object-
oriented condition and that the Amazon Echo intelligence was seen 
as significantly more different than human intelligence in the object-
oriented vs the anthropomorphic condition.

Additional studies showed that object-oriented metaphor 
prompts uses more in line with the actual agentic capacities of AI, 
while anthropomorphizing AI leads to more social uses that AI does 

not (yet and may never) have the capacities for. Further, when AI is 
seen as something different than human, non-users are more likely 
than users to be concerned about privacy. But when AI is seen as 
human-like, users are more concerned than non-users about privacy 
implications and see AI behaviors as trust betrayals. Our findings 
have implications for how to stimulate adoption among non-users by 
focusing on the communal aspects of use versus agentic use cases. 
At the same time, the results suggest opportunities for mitigating 
trust concerns among users by emphasizing the non-human capaci-
ties of AI.

Breathing Life into Alexa: Mindfully and Mindlessly

EXTENDED ABSTRACT
Consumers often attribute humanlike features to non-human 

objects (Epley et al. 2007; Aggarwal and McGill 2007; MacInnis 
and Folkes 2017). Social robotics research shows that this tenden-
cy to “anthropomorphize” also occurs for innovations rooted in AI 
technologies, e.g., autonomous vehicles (Waytz et al. 2014), robots 
(Złotowski et al. 2015), and smartphones (Wang 2017). Speech and 
voice recognition software has enabled voice-controlled devices 
(e.g., Amazon’s Echo, Google Assistant) that interact more naturally 
with consumers and can even interpret expressed affect and emo-
tions. Technological breakthroughs are expected to enable these 
devices to communicate reflectively with consumers and express 
appropriate emotions (Ezhilarasi and Minu 2012; Hirschberg and 
Manning 2015).

Voice (Nass and Brave 2005; Waytz et al. 2014) and voice in-
tonation (i.e., variations) evoke anthropomorphism (Schroeder and 
Epley 2016). However, people may anthropomorphize smart agents 
mindfully (i.e., explicitly recognizing that the interaction target is a 
machine) or mindlessly (e.g., applying social rules when interact-
ing with computers; Nass and Moon 2000). Our research explores 
whether processes underlying anthropomorphism are explicit or im-
plicit, i.e., occur above versus below a threshold of subjective aware-
ness (Airenti 2018; Kim and Sundar 2012; Wang 2017; Złotowski et 
al. 2018). We adapt the Implicit Association Test (IAT; Greenwald 
et al. 1998; Greenwald et al. 2003) to detect this phenomenon em-
pirically for auditory versus purely verbal stimuli. Specifically, we 
focus on whether people anthropomorphize on the basis of voice and 
whether voice intonation (rational/emotional) matters.

Our empirical work required three technical adaptation steps. 
First, we developed a communicational platform (Alexa Skills Kit) 
that allowed Alexa to serve as an interactive recommendation agent. 
Second, drawing on prosody conversion research (Tao et al. 2006) 
we created a rational and an emotional variant of an original voice 
(Amazon’s Polly) by manipulating average vocal pitch and speed. 
Pretests and phonetic analyses with vocal pitch (Boersma and Ween-
ink 2019) confirmed the difference in emotionality. Third, the audi-
tory IAT adaptation (Van de Kamp 2002) involved developing eight 
neutral phrases (e.g., bread and butter) expressed in either the ratio-
nal or the emotional voice and eight text stimuli for human-like (e.g., 
adaptive, intuitive) and machine-like (e.g., routinized, consistent) 
adjectives, characteristics respectively. Positive D-scores (Green-
wald et al. 2003) signal a tendency to anthropomorphize the emo-
tional voice over the rational one.

In study 1, undergraduates (N = 192) participated in a purchase 
interaction with a smart device (Amazon Echo Dot, aka Alexa). They 
worked in an enclosed private room and were asked to imagine pur-
chasing an iPad on a website supported by a smart agent. Participants 
were randomly assigned to an emotional or a rational voice condition 
and interacted with Alexa to provide specifications for the iPad they 
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wanted to purchase (e.g., “Which color would you like to choose, 
silver, gold, or space gray?”) by freely responding to it. Alexa’s vocal 
expressions and conversation scripts were pre-coded to allow varia-
tions in participant responses. Following the purchase interaction, all 
participants received an order summary and a suggestion from Alexa 
to consider purchasing a product insurance policy.

Participants then completed four explicit anthropomorphism 
items (α = .89) and demographic information. Next, they moved to 
the IAT page. Participants were expected to anthropomorphize the 
emotional voice to a greater extent than a rational one, regardless of 
the Alexa’s interaction tone. As predicted, participants consciously 
anthropomorphized the smart agent when the purchase interaction 
was in an emotional voice (M = 3.53, SD = .1.57) versus a rational 
voice (M = 2.99, SD = 1.23; F(1, 190) = 7.07, p = .009). Positive D-
scores (Mrational = .47, SDrational = .50; Memotional = .56, SDemotional = .49; 
p’s <.001) show that participants subconsciously (implicitly) anthro-
pomorphized the emotional voice (more humanlike) than the rational 
voice (more machinelike). Note that the D scores did not differ (p = 
.21) for participants who interacted with the emotional (versus ratio-
nal) voiced agent.

Study 2 replicated Study 1 and, in addition, explored whether 
the voice effect on anthropomorphism is influenced by the Alexa 
self-proclaiming a human trait. Undergraduates (N = 220) were ran-
domly assigned to interact with Alexa. The device was programmed 
to speak in either a rational or an emotional voice. Participants were 
asked to imagine that they intended to buy an AirPods Pro but had 
mistakenly put an iPad Pro in their cart. They were asked to cor-
rect the order and purchase AirPods Pro by interacting with Alexa. 
Alexa correctly completed the order, but for half the participants pro-
claimed a human trait (“It is human to make mistakes, and I some-
times do that, too.”). We collected measures of explicit (α = .87) 
anthropomorphism as well as the IAT measures of implicit anthro-
pomorphism.

As anticipated, the Alexa’s claim had no main effect (p = .28) 
or interaction with the voice manipulation (p = .12) on the explicit 
anthropomorphism measure. Only a significant voice main effect 
(p < .001) obtained. Importantly, when Alexa made no claim, the 
simple main effect of voice was significant (Mrational = 2.88, SDrational 
= 1.24; Memotional = 3.86, SDemotional = 1.61; p < .001). However, when 
Alexa claimed the human trait the effect was attenuated (Mrational = 
3.38, SDrational = 1.31; Memotional = 3.77, SDrational = 1.39, p = .13). Thus, 
consumers anthropomorphized the smart agent based not only on the 
voice (rational/emotional) but also on the claim of a human trait.

The implicit anthropomorphization measures showed no voice 
or claim main effects or interactions (p’s > .24).  However, positive 
D scores in all four interaction conditions (ranging from .25 to .40; 
p’s < .005) showed that the smart agent was implicitly anthropo-
morphized in all four interaction conditions. However, the values 
were not significantly different, implying that the smart agent was 
implicitly anthropomorphized regardless of voice tone and the claim.

In summary, we show that the vocal tone designed into smart 
agents influences not only explicit but also implicit anthropomor-
phism. We contribute to the literature by developing an auditory 
analog of the implicit association test to examine non-conscious 
anthropomorphism. Our experiments provide initial insights into 
persuasion processes mediated by both conscious and nonconscious 
anthropomorphism in consumption contexts.

Hey Google: How Smart Brands Modulate Consumer 
Worlds

EXTENDED ABSTRACT
How does new branded technology shape consumption? The 

technology consumption literature in marketing has extensively doc-
umented how individual consumers, families, and groups experience 
and engage with new technological innovations, as well as navigate 
their different meanings, ideologies, and related practices (e.g., Belk 
2013; Giesler 2008; Kozinets 2008; Kozinets, Patterson and Ashman 
2016; Mick and Fournier 1998; Schau and Gilly 2003; Sherry 2000; 
Tian et al. 2014). A related stream has highlighted how brand man-
agers and marketers can successfully create, legitimize, diffuse, and 
maintain new markets for technological innovations (e.g., Brown, 
Kozinets, and Sherry 2003; Epp, Schau and Price 2014; Giesler 2012; 
Giesler and Fischer 2018; Sood and Tellis 2005). In both conversa-
tions, however, marketing and consumer researchers have predomi-
nantly awarded agency to human actors, be they consumers, brand 
managers/marketers, or both. Recently, however, consumer research 
has shifted its focus away from human agency to understanding non-
human agency, including technology, and its influence on consumers 
and markets (e.g., Epp and Price 2010; Hoffman and Novak 2018; 
Martin and Schouten 2014; Novak and Hoffman 2019). Yet, mini-
mal scholarly attention has been devoted to how brands themselves, 
in particular those for technological innovations, acquire agency to 
shape consumption practices, rituals, and activities.

In this paper, we therefore examine how technology brands ac-
culturate to consumption in the home by theorizing and unpacking 
the concept of smart brands. Novak and Hoffman (2019, 217-18) de-
fine “smart objects” as “those devices, services, and AI systems that 
have Internet connectivity and some level of intelligence.” Further-
more, according to the authors (Novak and Hoffman 2019, 218), “it 
is these degrees of agency, autonomy, and authority that determine 
how smart an object is.” Building on Novak and Hoffman (2019), 
we define smart brands as an agentic amalgam of brand, technol-
ogy, and artificial intelligence. Both within and outside marketing 
and consumer research, agency is typically understood as the ability 
to act (Latour 1999). A subject or market actor can undertake action 
through his/her decision-making to choose between available alter-
natives. Yet, according to Miller’s (2005, 11) theory of materiality, 
objects also possess agency to influence consumers, since “material 
forms have consequences for people that are autonomous from hu-
man agency, they may be said to possess the agency that causes these 
effects.” Agency is always relational; it emerges from the configura-
tion of networks or the “specific arrangement of things” (Bennett 
2010, 35; Pickering 1995). Accordingly, we argue that smart brands 
have agency to think, shape-shift, interrupt, support, colonize, and 
overall change current social systems. 

Our context of inquiry into smart brands is Amazon Alexa. We 
draw from archival and netnographic data to illustrate how smart 
brands act akin to Trojan Horses by innocently moving into social 
systems such as homes and families only to disrupt existing con-
sumption practices and (re)skill consumers and their families to new 
branded consumption constellations. We term this process of brand 
acculturation, E.M.P.A. (exploring, miming, programming, and ad-
justing) where the family acculturates to the smart brand and vice 
versa. In the first stage of playful interaction, family members ask 
silly questions to the newly acquired Alexa that is typically placed in 
a prominent family living space, such as the living room or kitchen. 
Here, the smart brand modifies existing routines and practices, with-
out resulting in major disruptions. In the next stage of performed 
interaction, different skills are programmed into the Alexa, such as 
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home lighting automation that requires purchasing new technology 
brands supported by the smart brand, like Philips’ Hue light bulbs 
(Hoffmann and Novak 2018). Smart brand integration into existing 
networks (e.g., lighting, entertainment, temperature control, security 
systems) brings with it the potential to colonize family routines. This 
is followed by the third stage of normalized interaction, where 
family members accept and routinely purchase new brands for their 
home recommended by different Alexa updates and functions. In the 
final stage we have identified, naturalized interaction, the family 
members begin to self-reflect on how the smart brand has changed 
who they are as a family.  

Overall, our findings highlight the agency of branded techno-
logical innovations. By demonstrating not just how consumers skill 
Alexa, but also how Alexa skills consumers and their families, our 
paper contributes to the literatures on branding innovations (e.g., 
Giesler 2012), market system dynamics (e.g., Giesler and Fischer 
2016), and family consumption (e.g., Price and Epp 2015). Family, 
according to technology marketers, is a decidedly romantic project 
in which social relationships are stable and technology operates like 
the proverbial campfire that nurtures unprecedented levels of com-
munity and collective problem-solving. A related narrative profiles 
the sole individual (young and elderly) for whom devices such as 
Amazon Alexa constitute surrogate family. From a sociological ex-
perience design perspective, however, smart consumer technologies 
interact much more dynamically with what Epp and Price (2008, 50) 
refer to as identity bundles – fragile and frequently changing assem-
blages of social actors and smart objects, each with their own inter-
ests, agendas, preferences and skill levels. As these smart brands 
raise new questions about who controls (and can control) what, they 
can provoke not only social instabilities and conflicts but also feel-
ings of imprisonment, exclusion, and loneliness. We therefore en-
courage future researchers to approach the smart brand critically, not 
as a harmonious unity of individuals but as an inherently unstable 
and evolving social system in which everything is connected but 
nothing adds up.

Empathy/Impassivity in Physician Communication 
Styles: Do Patients Respond Differently to Human 

Physicians Versus Their Avatars?

EXTENDED ABSTRACT
Healthcare professionals often have the difficult and stressful 

task of breaking bad news to patients. Research shows that physi-
cians are often insufficiently skilled in these sensitive tasks and have 
difficulty communicating the nature of the diagnosis as well as pre-
senting treatment choice options (Ford et al., 1996; Eggly et al. 1997; 
Dosanjh and Bhandari, 2001; Monden et al. 2017). Some tend to be 
overly impassive in an effort to avoid emotional involvement with 
the patient. And even when physicians adopt emotion laden com-
munication styles, they may be ineffective in producing hope and 
information exchange (Mast et al. 2005) perhaps because lack of 
skill in communicating such emotions results in the physician being 
perceived as inauthentic. 

Despite the recent emphasis on communication skills needed 
for effective delivery of bad news, physicians continue to report defi-
ciencies in this domain (Orgel et al. 2010). Traditional decision aids 
may support both physicians and patients in medical interactions 
(Elwyn and Durand 2018) and help patients improve knowledge 
about the disease, treatment options, and associated risks (Stacey et 
al. 2017). However, many of these are not systematically developed 
or evaluated (Lenz et al. 2012) and have limited ability to engage 
patients or provide the needed level of emotional support. As such 

physicians often remain ineffective in delivering bad news, but must 
still provide authoritative clinical recommendations (Sinha 2014) 
and elicit patient compliance.

The consumer IoT literature suggests a technological conver-
gence in which a new generation of smart devices with human-like 
features may support physician-patient interactions. The communi-
cation style (e.g., facial expressions and speech features) designed 
into the smart devices is likely to impact effectiveness.  However, 
it is unclear that patient interactions with a human-like smart agent 
representing a physician will be similarly mediated as in-person phy-
sician interaction. Research shows that patients have different affec-
tive expectations of physicians in screen-to-screen versus in-person 
settings (Tates et al. 2017). Thus, a patient interacting with the phy-
sician’s avatar may assess different cognitive capabilities, attribute 
different motivations, and make different socio-cultural appraisals 
relative to in-person interactions with the human physician.

Our research provides insights into how communication styles 
designed into a smart device may influence patient understanding 
and receptivity (perhaps via anthropomorphic attributions that drive 
liking, trust and persuasion). Specifically, we examine whether com-
munication style (empathetic versus impassive), implemented via 
facial expression and speech, drives different patient responses in 
interactions with a physician’s avatar versus the physician in-person.

Our study is set in the context of treating early-stage breast can-
cer where patients often have conflicting beliefs regarding long-term 
survival and quality of life tradeoffs for different treatment regimens. 
The core physician-patient interaction is patterned on a three-phase 
procedure at a leading US breast cancer facility. Phase 1 provides 
the patient with the diagnosis and information about the disease (a 
sensitive task typically performed by the oncologist). Phase 2 is an 
informational phase in which the oncologist (often aided by a nurse-
practitioner) reviews the disease information and outlines treatment 
options, associated risks, and life-style impact. Phase 3 involves 
shared decision making: the oncologist recaps treatment options, 
makes a treatment recommendation, elicits the patient’s treatment 
choice, and answers questions.

Our study stimuli were four videos depicting the physician-
patient interaction. Trained actors played the human physician and 
the human patient across all three interaction phases. The first two 
videos involved the human (actor) physician and embedded the com-
munication style manipulation (empathetic versus impassive) via the 
actor’s facial expression and voice tone. Interaction content, and (hu-
man) patient inputs were fixed across the interaction episodes for 
both levels of the communication style manipulation. In the remain-
ing two videos, the human oncologist was replaced by a smart agent 
(avatar). We used commercially available software to create the actor 
oncologist’s avatar, but sensitive to the “uncanny valley” hypothesis, 
did not create an excessively close likeness. The patient remained 
represented by a human actor. These two videos also embedded the 
communication style manipulation. As before, the interaction con-
tent and the human patient inputs were fixed across the interaction 
episodes. 

The four videos formed the stimuli for the four study condi-
tions in a 2 (communication style: impassive versus empathetic) x 2 
(physician: human versus avatar) between-participants design. Par-
ticipants were 103 adult women (age range 21-60) from the local 
community to participate in the study for a $15 payment.  They were 
asked to observe the videos and respond to a set of measurement 
questions from the patient’s standpoint. The measures, collected 
after each interaction phase, included multi-item scales measuring 
trust (overall, cognitive and affective), likelihood of following the 
physician’s recommendation, satisfaction, anthropomorphism (for 
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the avatar physician) and liking in that order. We also measured and 
controlled for differences in the observer’s regulatory focus.

Our analysis focused on how the communication style ma-
nipulation influenced measures such as trust, satisfaction and liking 
across the three interaction phases. We find a significant main effect 
of communication style (p’s < .0001) with the impassive (versus em-
pathetic) stance eliciting consistently lower responses on these mea-
sures. Interestingly, however, the impact of the human versus avatar 
physician evolved over the three phases of the interaction. Overall, 
and particularly in the later phases of the interaction, the avatar fared 
no worse (p’s >.15) than the human physician (suggesting a possible 
familiarity effect). More importantly, there was a two-way interac-
tion (p’s < .001) suggesting that communication style (empathetic 
versus impassive) had less impact on affective assessments for the 
avatar versus the human physician. Also, the avatar was anthropo-
morphized to a greater extent when it was empathetic (versus im-
passive). Additional analyses confirmed a moderated (human/avatar) 
serial mediation pattern where communication style impacts liking, 
trust, and satisfaction measures, which may jointly or individually 
mediate patient compliance.

Our findings are encouraging and suggest that smart agents act-
ing as physicians’ avatars may play a significant supporting role in 
physician-patient interactions. Patients may have significantly lower 
expectations of empathy when dealing with an avatar. This may 
facilitate more efficient information exchange with more positive 
downstream effects on both compliance and post treatment mental 
states.
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SESSION OVERVIEW
When consumers have finite resources, budgeting can facilitate 

optimal use of these resources. Budgeting involves monitoring and 
regulating the use of a resource, such as money, with the goal of using 
a set amount over time for a particular purpose. Budgeting is often 
assumed to be an important determinant of consumer spending, but 
there is surprisingly little work directly investigating how consumers 
set and manage their budgets over time. Furthermore, evidence on 
the consequences of financial budgeting is mixed. The goal of this 
session is to provide new insights into factors that influence whether 
consumers budget and the influences those budgets have on behavior. 

In paper 1, the authors use data from a financial budgeting app 
to analyze budgeting behavior and subsequent spending patterns. 
The authors find that consumers, on average, significantly overspend 
relative to their budgets. However, there is a significant positive re-
lationship between budget amount and actual spending. This pattern 
suggests that the act of setting a low budget can help reduce spending 
even if consumers do not fully adhere to their budgets. 

In paper 2, the authors explore when, why, and how people 
monitor resources such as money, time, and calories. They find mon-
ey is monitored most closely while time and calories are monitored 
similarly. The authors identify several factors that mediate this dif-
ference across resources. This research aims to provide a unifying 
framework for understanding when resources are likely to be moni-
tored and which resources will be budgeted similarly or differently. 

In paper 3, the authors examine how responses to a change in 
one’s budget constraint depend on the length of time that has elapsed 
since one created the budget. The authors find that, when faced with 
an unexpected increase in wealth, participants who had created bud-
gets recently were more likely to stick to their budgets than partici-
pants who had created budgets further in the past. The authors pro-
vide process-level evidence to explain this phenomenon via memory 
interference, whereby recently created mental budgets inhibit one’s 
ability to consider alternative ways to use the money.

In paper 4, the authors use a large, nationally representative 
(U.S.) survey to explore how consumers set and manage their bud-
gets. The authors examine several aspects of budgeting, including the 
financial periods over which consumers budget, the categories they 
set and track, and the ways they evaluate and adjust their budgets in 
response to unexpected income and expense changes. The authors 

also examine the relationship between budgeting behavior and vari-
ous measures of financial well-being. They supplement their findings 
from the survey using detailed administrative data for customers of 
the Commonwealth Bank of Australia.

Using experimental and observational data, these papers expand 
the field’s understanding of consumer budgeting. They combine sev-
eral methodologies and perspectives to provide novel insights into 
the psychological antecedents and real-world consequences of men-
tal budgeting. Importantly, they address substantive questions about 
consumer financial behavior, including when and why people create 
mental budgets, how they adapt their budgets as constraints change, 
and how budgets affect downstream behavior and financial well-
being. 

The Influence of Budgets on Consumer Spending

EXTENDED ABSTRACT
Personal finance advisors frequently invoke budgeting as a way 

to curb overspending, increase savings, decrease debt, and improve 
financial security (Bell 2019; Caldwell 2019; Credit Counselling So-
ciety 2019). However, a growing chorus of voices has begun to argue 
that budgeting simply doesn’t work (Elkins 2018; Olen 2015; Pratt 
2019). Surprisingly, the academic literature on consumer budgeting 
has little to offer this debate: for all we know about the psychology 
of budgeting, we know very little about the extent to which budgets 
do (or do not) influence spending in the wild (Zhang and Sussman 
2018). The goal of the present research is to address this gap in the 
literature. 

Consumer budgeting theory asserts that when expenses are eas-
ily booked and posted – as is the case when using a personal finance 
app – budgets will be “inflexible” (Heath and Soll 1996). This sug-
gests that consumers will tend to comply with their budgets (H1a). 
However, research on planning fallacies has demonstrated that in-
dividuals’ plans for the future are generally optimistic (see Buehler, 
Griffin and Peetz 2010 for a review). This implies that consumers 
will spend more than they budget (H1b), because budgets are a plan 
for future spending (Lynch et al. 2010; Novemsky and Kahneman 
2005). We contribute to each of these literatures by testing these 
competing hypotheses. 

Regardless of whether or not consumers strictly comply with 
their budgets it is still possible for budgets to influence their spend-
ing: If a consumer who typically spends $200 per month on dining 
and drinking sets a budget of $100 and ends up spending $150, then 
this consumer’s budget has influenced their spending even though 
they have not strictly complied with their budget. This possibility 
leads to the following hypotheses regarding the influence of budgets 
on spending: A lower budget will be associated with lower spending 
(H2), and consumers who set budgets will spend less money post-
budget than they did pre-budget (H3). 

In study 1 we test H1-H3 using data provided by Money Dash-
board (MDB), a financial aggregation app with ~70,000 active users 
in the UK. The data set includes all user transactions – more than 
350 million – between January 2014 and December 2016. The novel 
structure of the data allows us to observe each user’s pre-budget 
spending (i.e., how much they spent before they set a budget), their 
budget, and their post-budget spending for six months. For concision 
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we focus the present analysis on the two most popular budget cat-
egories: Dining and Drinking (n = 2,479) and Groceries (n = 2,618).

Supporting H1b, the data reveal that budget compliance is gen-
erally weak: Actual spending is 36.2% higher than budgeted spend-
ing for dining and drinking, and 21.2% higher for groceries (p’s < 
.001). Supporting H2, panel regression analysis with spending as the 
dependent variable and budget and login frequency as independent 
variables, shows that lower budgets are associated with lower spend-
ing for both dining and drinking (B = .28, p < .001) and groceries (B 
= .57, p < .001), and that higher login frequency is associated with 
lower spending (BD&D = -12.22, BGROC = -12.57, p < .001). Support-
ing H3, post-budget spending in the month after budget creation is 
15.3% lower than pre-budget spending for dining and drinking (p < 
.001) and 6.8% lower for groceries (p < .001). Furthermore, spending 
continues to decrease over time: spending on dining and drinking is 
16.2% lower six months after budget creation than it was in the first 
month after budget creation (p < .001), and spending on groceries is 
5.4% lower (p < .001). However, even after six months of budgeting 
consumers still spend significantly more than they budgets in both 
categories (p’s < .001). Taken together, the results of study 1 suggest 
that budgets are (persistently) optimistic but also highly influential. , 
and spending on groceries is 5.4% lower (ted with lower spending in 
both categories (nking pp, and a vector of control

The strengths of study 1 include unprecedented scope, ecologi-
cal validity, and longitudinal measurement; one limitation is that it 
is entirely descriptive. Study 2 addresses this by randomly assigning 
consumers (n = 340, MTurk) to one of two budget forecast condi-
tions that were designed to produce relatively more or less optimistic 
budget forecasts. In the control condition participants were instruct-
ed to estimate their total spending for the next week. Consistent with 
the results of study 1, our expectation was that budget forecasts in 
this condition would be relatively optimistic. In the “outside-view” 
condition participants were instructed to estimate their spending for 
the past week before estimating their spending for the next week. 
Our expectation was that forecasts in the outside-view condition 
would be higher than in the control condition, because prompting 
people to take an outside-view (i.e., consider relevant past behavior) 
has been shown to produce higher forecasts regarding future behav-
ior (Buehler, Griffin and Ross 1994; Peetz and Buehler 2012). Par-
ticipants then reported their actual spending in an online financial 
diary at the end of each day during the target week. 

As expected, participants in the outside-view condition made 
significantly higher budget forecasts (M = $255.44) than participants 
in the control condition (M = $189.88; p = .004). Supporting H2, par-
ticipants in the outside-view condition also reported higher spending 
during the target week (M = $498.35) than participants in the control 
condition (M = $374.32; p < .001). Thus, study 2 extends study 1 by 
providing causal evidence that lower budgets lead to lower spending, 
even when budgets are optimistic and compliance is weak. 

In sum, the present research makes three contributions. First, 
we show that budgets do exert substantial influence on spending, 
even if they are not as inflexible as was once believed. Second, we 
provide evidence that the influence of budgets on spending persists 
over time, even when budget compliance is weak. This suggests that 
beliefs about the negative effect of goal violation on subsequent be-
havior (e.g., Soman and Cheema 2004) may need to be updated. Fi-
nally, our results indicate that under-predicting future spending can 
be beneficial. This implies that helping consumers improve their fi-
nancial prediction accuracy (e.g., Howard et al. 2018) may not be as 
beneficial as is commonly thought.

On the Psychology of Resource Monitoring

EXTENDED ABSTRACT
Consumers often set goals that require managing limited re-

sources. One may have a goal of saving more money, spending more 
time with family, or limiting caloric intake. Accurately monitoring 
one’s use of resources can help with achieving these goals (Koo & 
Fishbach 2012). Prior research typically investigates monitoring re-
sources such as money, time, and calories separately.  In papers that 
do compare these resources, some have found that they are tracked 
similarly (Morewedge, Holtzman, & Epley, 2007; Sussman, Alter 
& Paley, 2016) while others found stark differences (Soman 2001). 
There is little in the way of a unifying framework to explain when 
resources are likely to be monitored, and whether different resources 
will be monitored similarly or differently. This research aims to un-
derstand when, why, and how people monitor resources and test for 
similarities and differences in the monitoring of money, time, and 
calories.

Study Overview
We conducted a preregistered study on a nationally representa-

tive (U.S.) sample of 745 participants using a 3(Resource: Money, 
Time, Calories; between) x 4(Time Horizon: Day, Week, Month, 
Year; within) mixed design. In addition to the results reported below, 
we both directly and conceptually replicated this study using a with-
in-subject design, finding largely consistent results in each case in 
samples from Mechanical Turk. These results are not reported here 
due to space constraints.  

Participants created budgets for their resource in each time ho-
rizon and responded to several questions related to the budgets they 
set. For each time horizon, participants completed a three-item scale, 
adapted from Soman (2001), to capture how intensely they track the 
use of their resource over a given time horizon. (Cronbach’s alpha > 
0.8 for all 12 Resource x Time Horizon scales). We averaged across 
items (separately for each Resource x Time Horizon scale) to create 
a Resource Monitoring Score.

Participants also responded to eight questions designed to better 
understand reasons for differences in monitoring across resources.  
These questions were theoretically motivated by literature on plan-
ning, budgeting, and perceived control. The eight potential media-
tors were the perceived helpfulness of setting a budget, similarity 
of resource use in subsequent periods, ability to prepare for future 
resource use, ability to make up for past resource use, pain of setting 
the budget, perceived control over sticking to their budget, the per-
cent of the budget deemed discretionary, and the number of budget 
categories created. These variables were measured on seven-point 
scales, with the exceptions of the number of categories created (min-
imum of one and maximum of twelve) and the percent of the budget 
deemed discretionary.

Results
The extent to which participants reported engaging in resource 

monitoring varied significantly by resource and time horizon. 
Collapsing across time horizons, money was tracked most 

closely (MMoney= 4.76; MTime= 3.63; MCalories= 3.37; Money vs (Time 
& Calories) p<.001). To test the impact of time horizon, we ran fol-
lowing linear mixed model, with money as the reference resource, 
time horizon measured in log-days (grand mean centered), and Re-
source Monitoring Score denoted by RMS:
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The monitoring of money followed an inverse-U pattern, peak-
ing at a month and then decreasing (β3= 0.03, p= .03; β4= -0.05, 
p<.001). In contrast, monitoring of time and calories peaked at a 
day and steadily declined at longer intervals (β3+β5= -0.08, β+β7= 
-0.14; both p’s<.001; β4+β6 and β4+β8 n.s.). The results do not change 
qualitatively if we treat time horizon as a categorical variable. These 
findings suggest time horizons play an important role in how closely 
people monitor resources. However, across all time horizons, money 
was monitored most closely and time and calories were always mon-
itored to a similar degree (β1= -1.31, p<.001; β2= -1.63, p<.001; β1-β2 
n.s.). Thus, we collapsed across time horizons and used the contrast 
of Money vs (Time & Calories) for our mediation analysis.

Drivers of Resource Monitoring
First, we ran a factor analysis to see whether the eight poten-

tial mediators shared underlying constructs.  This analysis suggested 
three factors. The first factor (“helpfulness”) combines perceived 
helpfulness with the ability to make up for and prepare for high/low 
levels of resource use, suggesting that the ability to make up for and 
prepare for differential resource use may contribute to perceptions of 
helpfulness. The second factor (“pain”) combines the pain of budget-
ing with perceived control over sticking to a budget and similarity of 
budgets from period to period, suggesting that lack of control over 
sticking to their budget and budget dissimilarity may contribute to 
pain of budgeting. The third factor (“other”) includes the percent of 
the budget that is discretionary and the number of categories formed.

  Potential mediators were assigned to the factors with their 
highest loadings and averaged within each factor to create three new 
variables, and then averaged across time horizons. We ran a multiple 
mediation analysis with the three factors as mediators (in parallel) 
to see if any of them explain why money is monitored more closely 
than time and calories. We calculated bootstrapped 95% confidence 
intervals for the three indirect effects.

Only the first factor had a significant indirect effect. This sug-
gests a resource will be tracked more closely when the perceived 
benefit of planning is higher, which depends on the perceived ability 
to create and execute plans.  Other factors considered, such as the 
pain of creating a budget, did not underlie resource monitoring.

Conclusion
We find significant differences in resource monitoring within 

and across resources. Regardless of time horizon, money was tracked 
more closely than time and calories. Our mediation analysis suggests 
this difference was due to the ability to plan and the perceived benefit 
of planning. 

Understanding differences in the propensity to engage in re-
source monitoring will help researchers anticipate whether known 
tendencies investigated in the context of a single resource are likely 
to generalize to others. For example, these results can help to predict 
when interventions to reduce frivolous spending would or would not 
be easily adapted to reduce time-wasting and snacking. 

A Query Theory Explanation for Reactions to Constraint

EXTENDED ABSTRACT
Fernbach, Kan and Lynch (2015) found that people avoid mak-

ing substantial adjustments to ongoing spending plans in the face of 
constraint. Those authors provide a reason-based explanation – that 
substantial changes (priority plans) require cutting things out, which 
guarantees feelings of loss and pain for consumers. This research 
suggests another explanation for peoples’ inability to prioritize. Peo-

ple fail to prioritize because they get caught in the status quo, and 
can’t consider substantial alternatives.

Our hypothesis is that the initial act of budgeting makes that 
chosen plan accessible, reducing recall of alternatives and compet-
ing uses of money through output interference (Roediger & Schmidt, 
1980). If decisions about reacting to constraints are the result of a 
process similar to the self-questioning described by query theory 
(Johnson, Häubl, & Keinan, 2007; Weber et al., 2007), a highly ac-
cessible status quo should influence one’s information search. As a 
result, people will overlook important information, such as oppor-
tunity costs, alternative needs, and high-order goals (Kruglanski et 
al., 2002).

Two studies provide evidence for this hypothesis. In both stud-
ies, interference is manipulated such that one condition keeps the 
status quo top of mind and the other suppresses it. After the inter-
ference manipulation, participants received a hypothetical financial 
shock. When the initial plan was top of mind at the time of shock, 
participants responded by making slight mutations to their original 
plans, or by making no change at all. However, when the initial plan 
was suppressed, they were more likely to make large adjustments, 
including completely giving up on that plan. Preliminary evidence 
shows that this relationship may be mediated by participants’ degree 
of opportunity cost consideration at the time of the financial shock. 
Specifically, participants report to have thought more about oppor-
tunity costs and alternative desires when released from memory in-
terference. 

In study 1, all participants budgeted five personal and five gift 
shopping plans for Black Friday. In this study, memory interference 
was manipulated within-subjects by having participants react imme-
diately after creating their plans and again after three days, with the 
size of a shock received ($100 or $300) and the plan adjusted (per-
sonal vs gift purchases) counterbalanced. All participants receive 
both shocks and adjust both plans, while the specific time that they 
do so varies. Study 1 shows substantially larger adjustments made 
after a delay than before a delay (F(1, 467) = 26.46, p < 0.001) after 
controlling for a multitude of background factors, including how fi-
nancially constrained a participant felt at the beginning of the study. 
Importantly, none of the background factors interact with our central 
factor of time. 

To add substance to these results, we also had participants esti-
mate the amount of money they would save by adjusting their plans 
after a shock. Our hypothesis for these data is that people will esti-
mate higher savings after a time delay, because they will believe that 
more substantial adjustments bring higher savings. The evidence for 
this hypothesis is unclear. In study 1, there is a significant effect of 
time on log-transformed savings (F(1, 466) = 18.32, p < 0.001).

Study 2 manipulates interference and the size of shock between-
subjects. Interference is also manipulated not with time, but by hav-
ing participants either “rehearse” their plan in a writing task or com-
plete an unrelated task over the same time period. Written responses 
were coded by hypothesis-blind assistants for several behaviors. At 
the time of this writing, the coding is not quite complete. We inves-
tigate whether those who were released from interference were more 
likely to make a change to their plan, to drop their plan entirely, and 
to come up with new means to reach the same end as their original 
plans. Additionally, we consider whether the effect of financial shock 
on these behaviors is impacted by interference, predicting signifi-
cant interactions between levels of financial shock ($10 vs $250 and 
$500) and interference condition. These results would indicate that 
those in the release condition were more affected by the existence of 
a meaningful increase in constraint.
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A third study complements the second, using the same method 
but focusing on a different dependent variable. In this study, we had 
participants report their level of opportunity cost consideration on a 
5-item scale, partially adapted from Spiller (2011), with two items 
added by the authors. The results of this study mirror those predicted 
from the second, showing that those in the release condition consider 
more opportunity costs after their shock (F(1, 365) = 5.51, p = 0.019) 
and that those who receive a meaningful shock also consider more 
opportunity costs (F(1, 365) = 11.36, p < 0.001). We take this as evi-
dence in support of the hypothesis that people who are released from 
memory interference are better able to think outside of the status quo 
and consider the entirety of their wants and needs.

A fourth study is planned to investigate differences in consider-
ation sets between conditions. Rather than having participants state a 
single plan they intend to follow, we will ask them to come up with 
a set of options. Our prediction is that those options should be less 
similar to the initial plan when they have been released from interfer-
ence, and that the set of options should be more dispersed than in the 
rehearse condition.

Reacting to unexpected constraint is an important task for con-
sumers, which prior research has shown to be difficult (Fernbach et 
al., 2015). Constraints are rarely static, though budgets may remain 
so. In this project, we hope to highlight the role of memory factors 
in peoples’ reactions to constraint (Alba & Chattopadhyay, 1985), 
and intend to build towards an intervention to help consumers adjust 
their budgets more successfully. 

How Consumers Budget

EXTENDED ABSTRACT
Every day, consumers make financial decisions that collective-

ly determine their overall financial well-being. Understanding how 
consumers make these spending and savings decisions is important 
for researchers and practitioners alike (Madrian et al., 2017). Bud-
geting is a common method of managing household finances and a 
key factor in determining how much to spend or save (Thaler, 1985; 
Heath and Soll, 1996). Yet, surprisingly little is known about how 
people set and manage their budgets over time (see Zhang and Suss-
man, 2017 and 2018 for reviews). Research on household financial 
management has largely focused on long-term financial planning 
(e.g., retirement planning), with comparatively little research on 
short-term financial management (i.e., budgeting). Given the preva-
lence of consumers who seek to improve their financial well-being 
and the importance of daily financial management for financial well-
being, it is crucial that researchers examine the budgeting process 
and its psychological underpinnings. 

Furthermore, recent empirical evidence suggests that a sub-
stantial number of households are unable to cope with even mod-
erate transitory financial shocks (Lusardi, Schneider, and Tufano, 
2011; Pew Charitable Trusts, 2015). For these financially fragile 
households, it may be especially important to understand how in-
dividuals manage and rebalance their budgets on a day-to-day basis 
in response to various shocks. More broadly, better understanding 
everyday budgeting strategies will help policymakers and industry 
leaders develop effective programs to improve long-term financial 
well-being. 

In the present research, we seek to contribute to the growing 
body of knowledge on household budgeting by investigating the 
budgeting behaviors and beliefs of a nationally-representative sam-
ple. We further extend our work by exploring a subset of findings “in 
the wild,” through field data provided by the Commonwealth Bank 
of Australia.  

We surveyed 3,826 respondents from a nationally representa-
tive online panel to gain insight into the budgeting process. We ex-
amine how people set and manage their budgets, including the time 
horizons over which they budget, the categories they set and track, 
and the ways they evaluate and adjust their budgets in response to 
income and expense changes. We discuss the implications of our re-
sults for mental accounting models or consumption-savings models 
and long-term financial well-being.

We characterize a number of important features of budgeting 
behavior, including: First, budgeting is highly prevalent across the 
income distribution. Of our full sample, roughly 65.6 percent of re-
spondents report that they currently budget, either formally or infor-
mally, while 14.5 percent report having budgeted in the past but not 
in the present and 19.9 percent report having never budgeted. Sec-
ond, nearly all individuals who budget do so by tracking their spend-
ing within distinct categories of consumption. We find that over 90 
percent of individuals who budget do so using budgetary categories.  
Third, there is wide heterogeneity in the level of granularity at which 
individuals categorize. For instance, some simply distinguish neces-
sities from discretionary spending, while others maintain separate 
categories for internet, water, and gas utilities. Fourth, individuals 
respond asymmetrically when faced with too little versus too much 
slack in their budgets. While more than 85 percent of respondents 
would either adjust their spending or update their spending limits 
if they overspent within a budget category, fewer than 30 percent 
would make such changes if they underspent their limit. In other 
words, people appear to update their budgets conservatively, which 
may facilitate savings if leftover slack is directed towards savings. 
Fifth, the frequency with which individuals assess the state of their 
current spending relative to their intended budgets varies substan-
tially and is highly correlated with perceived financial well-being.

We supplement our findings from the survey data using detailed 
administrative data for customers of the Commonwealth Bank of 
Australia (CBA). We focus this analysis on the relationship between 
financial well-being and budget engagement (the fifth observation 
above) and the tendency to create distinct budgeting categories (the 
second observation above), since these have the closest analogues in 
the administrative data.  First, data from a random sample of 100,000 
customers of CBA corroborates the finding that people engage more 
with their budgets when they are more financially constrained. Spe-
cifically, we find a significant negative correlation (r=-0.34) be-
tween financial well-being scores and the average number of days 
per month interacting with the budgeting app. Second, analysis of 
a separate 100,000 of customers at CBA who hold at least 2 credit 
or debit cards examines the extent to which customers concentrate 
their spending on a single card.  We find that approximately a quarter 
(23.1%) of customers in the sample have more than 75% of their 
spending on one of their multiple cards concentrated in a single 
spending category (e.g., groceries or transportation).  Furthermore, 
11.3% of customers have more than 90% of their spending concen-
trated in a single spending category.  These patterns are suggestive of 
using cards as a budgeting tool.

Our findings lay the groundwork for future analyses of house-
hold financial management behaviors and provide novel insight into 
budgeting behaviors and beliefs. The increasing capabilities of fi-
nancial technology to facilitate and otherwise influence budgeting 
make this an exciting time to explore many future avenues of re-
search examining both short-term budgeting and long-term financial 
well-being.
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SESSION OVERVIEW
Humor is a pervasive self-presentation strategy for advertisers, 

managers, and individual consumers. At first glance, humor can seem 
like a panacea: it grabs attention (Eisend 2009), promotes positive 
emotions (Eisend 2009), diffuses awkward situations (Bitterly and 
Schweitzer 2019; Martin 2007), and engenders interpersonal close-
ness (Fraley and Aron 2004). However, humor may not be as uni-
versally effective as it initially seems. Humorous ads often fail to 
improve brand attitude or sales (Eisend 2009; Warren and McGraw 
2016b), impair perceptions of competence (Bitterly, Brooks, and 
Schweitzer 2016), and promote inaction or offense (McGraw, Schiro, 
and Fernbach 2015; McGraw, Warren, and Kan 2013). 

There is a growing interest among marketers and consumers 
to understand when humor is effective and appropriate. Based on 
this research, we know that the efficacy of humor varies based on 
the strength and type of the inherent violation (Warren and McGraw 
2016b), the perceived appropriateness of the joke (Bitterly et al. 
2016), the relationship between the joker and the receiver (Hall and 
Sereno 2010), and the relationship between the humor content and 
the situation (Bitterly and Schweitzer 2019; Spotts, Weinberger, and 
Parsons 1997). Although we are beginning to understand when and 
why jokes fail, this has not necessarily led to an understanding of 
when humor appeals are particularly successful. In addition, even 
when consumers and/or marketers have a good sense that an indi-
vidual appeal would indeed be funny, we lack an understanding of 
whether they might feel comfortable using humor. 

In summary, the prior literature reveals that humor is a powerful 
interpersonal strategy as long as it is used correctly. In this session, 
we explore the situations in which humor should be most impactful 
and when consumers feel comfortable using humor. Papers 1 and 2 
explore best practices for humor in advertising.  In Paper 1, Howe and 
colleagues demonstrate that clever advertisements confer more posi-
tive brand perceptions than purely funny advertisements. In Paper 2, 
Hoang, Knoferle and Warlop examine the effects of incongruity-res-
olution, tension-relief and disparaging humor on brand perceptions. 
Specifically, they demonstrate that incongruity-resolution humor 
improves perceptions of competence while tension-relief humor en-

hances perceptions of warmth. Papers 3 and 4 explore when and how 
consumers effectively use humor in interpersonal contexts. In Paper 
3, Yi, Warren & Berger examine how humor use affects consumers’ 
online sharing behavior, demonstrating that humorous content is not 
always more likely to be shared. In Paper 4, Bitterly explains why 
using humor may be especially desirable for low-power individuals. 
Then, he shows that, despite these benefits, low power individuals 
are unlikely to use humor.

Together, these papers shed light on the contexts in which hu-
mor use is most common and most effective. This session should 
have broad appeal to researchers studying humor, communication, 
advertising and self-presentation. 

Aha over Haha: Brands Benefit More from Being Clever 
Than from Being Funny

EXTENDED ABSTRACT
Advertisers are increasingly turning to humor to engage con-

sumers. In 2020, approximately 70% of Superbowl ads used humor, 
more than ever before (Ace Metrix 2020). With the popularity of hu-
morous advertising, how might a brand break through? In this paper, 
we demonstrate that clever humor is more effective at boosting brand 
perceptions than other forms of humor. 

Clever humor is any benign violation (Warren and McGraw 
2016a) that lacks order or regularity (McQuarrie and Mick 1996). In 
other words, the meaning of a clever joke is not immediately appar-
ent to a consumer and can only be fully understood when she applies 
her own knowledge (e.g., cultural references, puns, punchlines; Mc-
Quarrie and Mick 1996). 

Clever humor is generally believed to be more affiliative than 
other forms of humor (e.g., self-deprecation, physical comedy; Craik, 
Lampert, and Nelson 1996; Martin et al. 2003) and, unlike many 
other forms of humor, is associated with logic (Burro et al. 2018) and 
intelligence (Craik et al. 1996; Didonato, Bedminster, and Machel 
2013). Based on this prior work, we hypothesize that brands who use 
clever humor will be perceived as both warmer and more competent 
than brands who use other forms of humor. This increase in warmth 
and competence then leads to more favorable brand attitudes.

Three pre-registered experiments test our predictions. As we 
pre-registered, all responses from MTurk bots were excluded. Sam-
ples sizes reported below are after this exclusion. 

In experiment 1, participants (N = 605; MTurk) were randomly 
assigned to view a serious, funny, or clever video advertisement for 
Smart Car. Immediately after viewing the ad, participants rated Smart 
Car on warmth and competence (Kervyn, Fiske, and Malone 2012) 
and then completed a measure of brand attitude (Matz et al. 2019). 
As predicted, we observed a significant effect of ad on warmth, F(2, 
591) = 6.49, p = .002, and competence, F(2, 591) = 33.33, p < .001.  
Smart Car was rated as warmer and more competent following a 
clever ad (M(SD)warm = 3.80(.89); M(SD)competent = 4.15(.78)) than a 
funny ad (M(SD)warm = 3.49(.93); M(SD)competent = 3.53(.97)), both ts 
> 3.59, ps < .001. Using a clever ad did not boost perceptions of 
competence over the serious ad (M(SD) = 4.09(.73)), t(591) = .72, p 
= .47, but it did confer more warmth than the serious ad (M(SD) = 
3.64(.88)), t(591) = 1.95, p = .05. Perceptions of warmth, ab[95CI] = 
.12[.05, .21], and competence, ab[95CI] = .49[.34, .66], mediated the 
effect of clever (vs. funny) humor on brand attitude. 
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Experiment 2 replicated this effect using a wider variety of 
advertisements and a correlational design. Participants (N = 932; 
MTurk) watched one of a possible 30 ads from the brands Smart 
Car (n = 10), FirstBank (n = 10) and T-mobile (n = 10). Immediately 
after viewing the ad, participants rated the ad on how clever and 
funny it was. Next, they rated the extent to which the advertisement 
made the brand seem warm and competent, and then provided their 
brand attitude. All the analyses reported below control for ad dum-
mies and funniness of the advertisement. In a hierarchical regression, 
the cleverness of the advertisements was a positive predictor of both 
warmth, β = .43, p <.001, and competence, β  = .54, p < .001. Ad 
cleverness explained additional variance in both warmth, ΔR2 = .09, 
F(1, 900) = 139.10, p < .001, and competence, ΔR2 = .14, F(1, 900) 
= 222.79, p  < .001, above that explained by ad dummies and funni-
ness. Warmth, ab[95CI] = .12[.08, .16], and competence, ab[95CI] 
= .14[.09, .18], again mediated the relationship between cleverness 
and brand attitude.

Experiment 3 tested whether the effect of clever advertisements 
is moderated by self-brand connection.  We reasoned that consum-
ers who already feel connected to a brand would be less affected by 
clever humor than consumers who have not yet formed a connection 
to the brand. Participants (N = 673; MTurk) completed a very similar 
procedure to Study 2 with the following changes. First, participants 
viewed a subset of ads from Study 2: Smart Car (n = 6), T-mobile 
(n = 6) or First Bank (n = 6). Second, immediately after completing 
the funniness and cleverness ratings,  all participants completed the 
measure of self-brand connection from Escalas & Bettman (2015). 
All the analyses reported below control for ad dummies, self-brand 
connection, and funniness of the advertisement. In a hierarchical lin-
ear regression, cleverness was a significant predictor of warmth (β  
= .36, p < .001) and competence (β = .53, p < .001). Importantly, 
we also observed the expected interaction between cleverness and 
self-brand connection on both warmth (β = -.35, p = .01) and com-
petence (β = -.49, p < .001).  The effect of cleverness on warmth and 
competence was stronger when participants were low in self-brand 
connection than when they were high. In a moderated mediation 
model, the indirect effect of cleverness on brand attitude via warmth 
and competence was weaker at high levels of self-brand connection. 

In summary, three experiments demonstrate that consumers 
have more favorable brand attitudes for brands that use clever humor 
compared to non-clever humor or serious advertisements. This oc-
curs because using clever humor makes a brand seem warmer and 
more competent. This research advances understanding of humor in 
advertising and sheds light on how specific forms of humor might be 
more effective than others. Our findings have implications for mar-
keters looking to break through a media market that is saturated with 
humorous advertising. 

How Different Types of Humor in Advertising Shape 
Impressions of Firms’ Competence and Warmth 

EXTENDED ABSTRACT
Humor is a common executional tactic in advertising (Eisend 

2009). Given that humor affects impression formation in inter-in-
dividual settings (Greengross, Martin, and Miller 2012), we pro-
pose that humor influences the impressions that consumers form 
of companies that use humor in their advertising. Furthermore, we 
argue that although observing humor in advertising influences both 
warmth and competence impressions, the two impression types are 
affected differently by different humor executions. 

Prior research has identified three humor processes that can 
elicit laughter; namely incongruity-resolution, tension-relief, and hu-

morous disparagement (Speck 1991). Incongruity-resolution repre-
sents a humor process in which perceivers first experience something 
surprising, peculiar, or unusual and later are able to resolve it. This 
process is characteristic of humor forms such as puns, punch lines, 
or comic irony. Both the production and the appreciation of incon-
gruity require qualities such as intelligence, creativity, and linguistic 
skills (to a larger extent than other humor types). We thus predict that 
incongruous humor, once understood, triggers impressions of adver-
tisers’ competence. Tension-relief, on the other hand, occurs when 
perceivers experience relief from some kind of strain and burst into 
laughter as a way to dissipate nervous energy. During a tension-relief 
episode, perceivers form empathetic bonding with people (or per-
sonified creatures) associated with the experience (Speck 1991). We 
predict that this positive affect can be transferred to improve impres-
sions of advertisers’ warmth, but not competence. Lastly, humorous 
disparagement mostly harms (rather than improves) impressions of 
firms’ warmth and competence, since it may imply unjust ridicule 
and ignorance of social boundaries (i.e. other-disparagement) or 
draw attention to the deprecators’ real weaknesses (i.e. self-dispar-
agement) (Greengross and Miller 2008). To test our hypotheses, we 
conducted a correlational study and a follow-up experiment.

Study 1 (N = 5768) is a large-scale correlational study examin-
ing the relationships between the four humor executions and partici-
pants’ impressions of advertisers using them. In order to provide a 
managerially relevant test of our predictions, we collected 300 ads 
from 65 major U.S. magazines and two open databases (theadcollec-
tion.tumblr.com and adoftheworld.com). We distributed these ads to 
thirteen groups of Amazon Mechanical Turk workers; each group of 
workers rated a subset of the ads on a different variable. Specifically, 
a group of raters evaluated the ads in terms of either (1) the extent to 
which the ads used each of the four humor executions, (2) impres-
sions about the advertisers’ competence and warmth, or (3) several 
control variables. The results indicated that incongruity-resolution 
humor is the only humor execution that specifically enhances con-
sumers’ perception of advertising firms’ competence, tension-relief 
humor is the only humor execution that enhanced impressions of 
firms’ warmth. Meanwhile, both self- and other-disparagement had 
negative effects on impression of firms’ competence, and other-dis-
paragement also negatively influenced impression of firms’ warmth. 
We obtained the same patterns of the results when using different 
operationalizations of firms’ warmth and competence.

A potential alternative explanation for the correlational findings 
of Study 1 is that competent firms selectively use humorous incon-
gruity, and warm firms selectively use arousal-safety humor in their 
ads (rather than these humor types triggering impressions of firms’ 
competence and warmth, respectively). To test this explanation, 
Study 2 (N = 348) used an experimental approach, contrasting the 
effects of four groups of humorous ads against a group of control ads, 
while controlling for the baseline perception of firms. Furthermore, 
in Study 2, we aimed to demonstrate downstream consequences of 
humor types (i.e., likelihood to invest in a competent firm versus per-
ception of a warm firm’s corporate social responsibility) beyond the 
effects of humor on impressions of firms’ competence and warmth. 
Regarding the effects of humor types on impressions of firms’ com-
petence, the results showed that incongruity-resolution humor is the 
only humor type that enhanced impressions of firms’ competence, 
corroborating the results from Study 1. Furthermore, incongruity-
resolution humor is also the only humor type that significantly in-
creased participants’ likelihood to invest in the advertising firms 
and participants’ expected return-on-investment when investing in 
the firms (competence-related downstream consequences). Regard-
ing the effects of humor types on impressions of firms’ warmth, we 
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found that only other-disparagement had a significant and negative 
effect on impression of firms’ warmth, while other types of humor 
did not significantly influence impression of firms’ warmth, partially 
confirming the results from Study 1. However, none of the humor 
types significantly influenced warmth-related downstream conse-
quences such as perception of firms’ commitment to corporate so-
cial responsibility activities or the expected percentage of the firms’ 
profit contributed to these activities. 

We also conducted a supplementary study (N = 301) to test a 
competence projection process as a potential driver of the effect of 
incongruity-resolution on perception of firms’ competence. Extant 
research supports that appreciation of humor, especially incongruity-
based humor, signals similarity between the perceivers and the source 
of humor (Flamson and Barrett 2008). On one hand, similarity is an 
antecedent of projection, the act of introspecting one’s own quali-
ties and ascribing them to others (Ames 2004). On the other hand, 
resolution of incongruity may signal to the perceivers their mastery 
of competent skills such as flexible thinking and problem solving 
(Martin 2010). We thus proposed that perceivers, while resolving 
and appreciating incongruity-based humor, may project their per-
ceived self-competence to the advertisers. To test this process, each 
participant in the study evaluated one ad (incongruous or congru-
ous) on the measures of incongruity, resolution, advertiser compe-
tence, self-perception of competence, and perceived self-advertiser 
similarity. We then ran a serial mediation model where incongruity-
and-resolution was the independent variable, advertiser competence 
is the dependent variable, while self-perception of competence and 
perceived self-advertiser similarity were the two mediators. The re-
sults confirmed significant serial mediation, and thus supported the 
proposed process.

Across a correlational study and an experiment, this research 
documents that incongruity-resolution humor is the only humor 
execution that enhances impression of firms’ competence and in-
creases people’s likelihood to invest in the firms as a downstream 
consequence. The effects of the humor types on impressions of firms’ 
warmth, however, turned out to be less robust and less likely to carry 
over to subsequent behaviors such as perceived firms’ commitment 
to CSR.

Humor Makes Consumers More Likely to Share 
Negative Content, But Not Positive Content

EXTENDED ABSTRACT
Consumers regularly share content with one another online 

(Chen and Xie 2008; Wojnicki and Godes 2008). Firms benefit from 
this. Consumers who hear about a website or service from others are 
more likely to visit the website (Godes and Mayzlin 2009). Increas-
ingly, firms have been turning to a new tool to encourage consumers 
to share: comedy. In 2016, Taco Bell launched a humorous selfie 
lens that allowed consumers to superimpose a picture of their face 
onto a taco shell. 224 million people shared the taco-face-lens. An-
ecdotal examples aside, data on the relationship between comedy 
and sharing, does not consistently support the intuition that humor 
increases sharing. Although some studies suggest that consumers are 
more likely to share humorous content (Tellis et al. 2019), others do 
not (Bussiere 2009). 

Why and when are consumers more likely to share humor-
ous content over non-humors content? Consumers are more likely 
to share content that they think will make them look good (Berger 
2014). Given this, the effect of humor on sharing should depend on 
whether consumers believe that making their post humorous will 
help them make a favorable impression. Generally, consumers be-

lieve that they can make a more favorable impression by posting 
content with a positive valence (East, Hammond, and Wright 2007)
positive word of mouth (PWOM. Humor, interestingly, does not 
necessarily make content more positive (Warren, Barsky, and Mc-
Graw 2018). Consumers perceive that something is humorous when 
it threatens their well-being, identity, or normative belief structure 
(i.e., a violation appraisal), but the threat seems harmless, accept-
able, or inconsequential (i.e., benign appraisal; McGraw and Warren 
2010). Whether the addition of humor makes something more posi-
tive or more negative thus depends on whether it is created by mak-
ing an existing threat (i.e., violation) seem more benign or by adding 
a violation to an otherwise benign situation. For example, humor 
makes complaints more positive but praise more negative (McGraw 
et al. 2013). Similarly, comedy reliably lifts people’s mood when 
they are coping with a negative experience but not when everything 
is rosy (Warren et al. 2018). We consequently hypothesize that the 
effect of humor on sharing will depend on the initial valence of the 
content. Adding humor to negative content (e.g., an unattractive pho-
tograph or embarrassing memory) will make consumers more likely 
to share it, but adding humor to positive content (e.g., an attractive 
photograph or happy memory) will make consumers less likely to 
share it.

Our first two studies tested this hypothesis using 2 (humor: hu-
morous, serious) × 2 (valence: positive, negative) between-subjects 
experiments. In study 1a (N = 180), participants recalled either a 
positive or a negative memory. Orthogonally, they described this 
memory in either a humorous or a serious tone. In study 1b (N = 
299), participants found either an attractive or unattractive photo-
graph. Orthogonally, they augmented the photograph using either a 
humorous or serious filter. Consistent with our prediction, adding hu-
mor made participants more likely to share both negative memories 
(M = 2.13 vs. 1.42; p = .05) and unattractive photographs (M = 3.3 
vs. 2.68; p = .079). Conversely, adding humor did not make partici-
pants more likely to share the happy story (M = 2.13 vs. 2.52; p <. 
28), and it made them less likely to share the attractive photograph 
(M = 3.73 vs. 4.63; p = .007).

Study 2 tested whether our focal effect would depend on wheth-
er participants planned to share the content in a public post or private 
message. If participants are more likely to share humorous negative 
content because it helps them make a positive impression, then this 
effect should be stronger when they share the content with the gener-
al public, where making a good impression is more important, rather 
than in a private message (Barasch and Berger 2014). The study (N 
= 227) used a 2 (humor: humorous, serious) × 3 (emotion: embar-
rassment, sad, happy) between-subjects design while measuring in-
tention to share the content both in public and in a private message. 
Participants recalled an event in which they felt either happy, sad, 
or embarrassed. Some of the participants described this event in a 
humorous tone whereas others described it in a serious tone. Subse-
quently, participants indicated their likelihood of sharing what they 
wrote as either a public post or a private message. We found that par-
ticipants were more likely to share sad and embarrassing memories 
when they described them using a humorous rather than serious tone 
(M = 3.41 vs. 2.14; p <. 01). Conversely, they were equally likely 
to share the happy story regardless the tone (M = 3.33 vs. 3.23; p <. 
83). Humor had no effect on likelihood of sharing a private message 
(all effects NS).

Study 3 further explored the process by asking undergraduate 
students (N = 316) to complete a 2 (humor: humorous, serious) x 
2 (valence: positive, negative) between-subjects experiment. Par-
ticipants were asked to imagine sharing a picture of either a suc-
cessful or a failed (burnt) beef brisket along with either a humorous 
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(“cooking was so fabulous even the smoke alarm was cheering me”) 
or a serious caption (“my homemade brisket”). Participants also an-
swered how posting the image with the caption would make them 
look to others on a scale from 1 (terrible) to 7 (great). Consistent 
with the previous studies, participants were more likely to share the 
burnt brisket picture with humorous than a serious caption (M = 3.68 
vs. 2.90.; p = .03), but they were equally likely to share the success-
ful beef brisket regardless of whether they used a humorous or seri-
ous caption (M = 4.37 vs. 4.08; p <. 43). The expected impression 
mediated the effect humor on intention to share (ab = 1.19, CI [.418, 
1.956]).

In sum, whether humor increases the likelihood that consum-
ers share memories, stories, and images online depends on whether 
the content is positive or negative. Humor makes it easier to share 
embarrassing, sad, and otherwise negative experiences, but it is does 
not make consumers more likely to share happy, triumphant, or oth-
erwise positive experiences.

How Power Influences the Use of Humor

EXTENDED ABSTRACT
Humor profoundly influences interpersonal perception and be-

havior. In hierarchical relationships, low power individuals have less 
control over the situation and are more dependent upon individuals 
with greater power. This relative lack of control can lead to greater 
stress and anxiety (Dacher, Gruenfeld, and Anderson 2003) and can 
motivate low power individuals to engage in ingratiatory behaviors 
to elevate their position in the hierarchy (Judge and Bretz 1994; Ma-
gee and Galinksy 2008; Watt 1993). Recent studies have found that 
the use of humor by low power individuals can be an effective meth-
od of emotional regulation and dealing with stress (Lefcourt and 
Martin 2012; Samson et al. 2014; Samson and Gross 2012), a means 
of promoting liking and interpersonal bonding (Cooper, Kong, and 
Crossley 2018), and a tool for elevating status (Bitterly et al. 2016).

Despite the stress reducing, ingratiation promoting, and status 
enhancing benefits of humor, low power individuals may be less 
likely to utilize humor (Blader and Chen 2012; Blader, Shirako, and 
Chen 2016; Galinksy, Rucker, and Magee 2015; Magee and Ga-
linksy 2008)and thus significant questions remain about differences 
in how status and power impact social encounters. We conducted 5 
studies to address this gap. In particular, these studies tested the pre-
diction that status and power would have opposing effects on justice 
enacted toward others. In the first 3 studies, we directly compared 
the effects of status and power on people’s enactment of distribu-
tive (Study 1. Several studies have shown that, compared to high 
power individuals, low power individuals dedicate more cognitive 
resources attending to factors such as risks, potential threats, and the 
thoughts and emotions of others (Blader et al. 2016; Dacher et al. 
2003; Smith et al. 2008)prompting considerable research attention 
to this issue. However, prior research has primarily examined how 
power affects perspective taking, and has neglected to investigate 
the impact of status (i.e., the respect and esteem that an individual 
holds in the eyes of others, which causes low power individuals to 
experience greater cognitive load. Therefore, low power individuals 
find themselves in a quagmire: Humor offers particularly important 
benefits to individuals who lack power (to navigate the challenges of 
having low power and to gain power), but the lack of power could 
make these same individuals less able to use humor. Little theory and 
research exist to shed light on the factors that influence whether low 
power individuals use humor, and the research that does exist pres-
ents equivocal findings (Coser 1960; Lundberg 1969; Vinton 1989).

In the current research, we examine the relationship between 
power and the use of humor using field data involving 73,620 corpo-
rate email messages in addition to experimental studies that replicate 
the key finding linking interpersonal power with the use of humor. 
This research offers three key theoretical contributions to research 
on social hierarchy, power, and humor. First, this work demonstrates 
that humor pervades communication, which makes understanding 
humor necessary for understanding interpersonal interactions in 
the social hierarchy. Second, this research introduces power as an 
important, but neglected, antecedent for the ability to use humor. 
Although humor has intrapsychic (e.g., stress reduction) and inter-
personal (e.g., ingratiation, elevated status) benefits which make us-
ing it particularly attractive for low power individuals, we find that 
occupying a position of low power makes individuals less able to use 
it. Third, we provide a novel explanation of why humor use varies 
across the hierarchy. We show that low power individuals experi-
ence greater cognitive load in interactions vis-à-vis a high power 
individual, which impedes their concentration and, therefore, their 
ability to generate humor. Together, these contributions enrich our 
understanding of the interplay between power and humor and show 
that the two constructs are intricately tied.

Study 1: A Field Study of Power and Humor
In Study 1, we examine the relationship between power and 

humor using field data; the Enron Email Corpus (Cohen 2015). We 
gathered hierarchical information on the individuals in the dataset 
and grouped them according to whether they fell at the bottom (low 
power) or top of the hierarchy (high power). Then, we examined how 
the use of humor in emails related to the power level of the sender. 

Results
We find that humor is common in communication, occurring in 

8.86% of sent emails. We found a significant effect of power on the 
use of humor, χ2(1) = 13.05, p < .001. We found that the use of humor 
was significantly lower for low power individuals (7.04%) than high 
power individuals (9.54%), β = .63, p < .001. The effect of power on 
the use of humor remained significant, β = .47, p = .025, when we 
control for the gender of the sender, β = .30, p = .153.

Study 2: Power and Humor in the Laboratory
We recruited 265 adults to participate in a behavioral lab study 

in exchange for $10.00. We randomly assigned participants to one of 
two between-subjects conditions: High Power vs. Low Power. After 
participants were assigned to their condition, we informed them that 
they would be sharing jokes with their partner. We gave participants 
5 minutes to brainstorm jokes. Next, we gave participants 5 minutes 
to write their final list of jokes, which served as our primary depen-
dent variable.

Results
We find a significant effect of the manipulation on the number 

of jokes that individuals wrote to share with their partner, F(1, 16) 
= 16.93, p < .001, η2 = .04. Individuals assigned to the high power 
condition (M = 3.40, SD = 1.56) created significantly more jokes to 
share with their partner than individuals assigned to the low power 
condition (M = 2.78, SD = 1.56), t(16) = 4.11, p < .001.

We find evidence that participants in the low power condition 
were less able to think of jokes. We find that cognitive load medi-
ates the effect of power on the use of humor, but we do not find that 
impression management concerns or confidence mediate the effect 
of power on humor. Using bootstrap analysis with 5000 simulations 
(Preacher and Hayes 2004, 2008), we find a significant indirect effect 
for cognitive load (IE = .07, bias adjusted 95% confidence interval = 
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[.01, .20]), but insignificant indirect effects for both impression man-
agement concerns (IE = -.01, bias adjusted 95% confidence interval 
= [-.07, .01]) and confidence (IE = .00, bias adjusted 95% confidence 
interval = [-.01, .07]).

Conclusion
In this work, we find that humor pervades communication and 

is intrinsically connected to power. Although individuals at the bot-
tom of the hierarch have much to gain from using humor, they are 
less able to use it. Thus, being powerless is a truly serious position
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SESSION OVERVIEW
Emerging research on political ideology has shown that conser-

vatives’ and liberals’ motivation and values affect their preferences 
in the marketplace. The theoretical foundations for these ideological 
differences have related to distinct motivational and value systems 
that distinguish liberals and conservatives. One such difference that 
has garnered significant theoretical and empirical support relates to 
openness and preference for change, with numerous empirical stud-
ies showing liberals are more open to and have an innate relative 
preference for change as compared to conservatives. These change 
preferences have manifest in a number of different domains from 
support for social and government institutions, political attitudes and 
consumer preferences.  The current session also builds on another 
cornerstone of theory related to political ideology by examining dif-
ferences in the justification of economic inequality of liberals and 
conservatives’ behaviors. Previous research has shown that perceiv-
ing high (vs. low) similarity can potentially increase support for re-
distribution, because it may lead individuals to question the fairness 
of people’s unequal outcomes and boost their group loyalty. Research 
has shown that this perceived similarity shapes opinions related to 
support for social programs and the role of government assistance. 
The current session advances extant understanding of these issues 
by revealing that political ideology’s influence on these motivations 
and values leads to wide-ranging effects on mainstream consumer 
behavior research areas, such as service failure.  

The first paper shows that conservatives and liberals experi-
ence change differently. In the context of new product innovations, 
conservatives’ greater sensitivity toward change may lead them to 
believe a new product innovation is more significant and beneficial 
as compared to liberals. The authors also show that conservatives 
and liberals will assimilate or contrast their evaluations of new prod-
ucts when making comparisons between past and future products. al-
though conservatives are more likely to perceive innovation-related 
changes in secondary product features as compared to liberals who 
focus more on primary product features, and how ideology affects 
evaluation of innovation on the time frame. 

The second paper sheds light on the cognitive processes enact-
ed by liberals and conservatives as they experience changes while 

performing a task. The authors investigate performance on tasks as 
a function of the variability of the attentional foci associated with 
task performance. They find that liberals perform better on tasks that 
require varying attentional foci whereas conservatives perform bet-
ter at tasks requiring a stable attentional focus. Variable attention is 
useful in contexts where consumers need to learn new skills whereas 
stable and constant attention is useful in contexts where consumers 
need perseverance, such as goal striving and habit formation.  

The third paper examines how ideology influences reactions to 
service failure and implicates the role of moral violations related to 
fairness. Their findings show that liberal consumers are likely to re-
spond more negatively to brands involved in a service failure due to 
their greater sensitivity to violations of the fairness moral foundation. 
They find liberals were more likely to express negative emotions 
on Twitter in response to a well-publicized airline service failure. 
They also find convergent laboratory support using service failure 
vignettes and show that these ideological differences are driven by 
differential activation of the fairness moral foundation in response 
to the failure.  

The fourth paper shows that ideology drives different justifica-
tion of unequal outcomes depending on perceived social similarity. 
They found that perceiving high (vs. low) social similarity increases 
redistribution support among liberals, but decreases redistribution 
support among conservatives, because it weakens liberals’, but 
strengthens conservatives’, belief that individuals deserve their un-
equal outcomes. 

This session presents research that together examine how con-
servatives’ and liberals’ preferences related to key motivations and 
moral values influence a variety of consumer behaviors. The papers 
build theory linking political ideology and behavior and share a com-
mon focus on underlying motivational and value-based differences 
as a function of ideology.

Are Conservatives Always More Averse to Change than 
Liberals?Political Ideology and Innovation

EXTENDED ABSTRACT
Previous research has shown that political ideology is at the 

heart of a variety of cognitive and motivational differences. One 
of the most frequently reported distinctions relates to openness to 
change. Research has shown liberals possess a greater tolerance to 
change and are more open to new experiences. Previous consumer 
research has shown how these underlying ideological influences af-
fect consumption. For instance, Khan et al. (2013) find that conserva-
tive consumers were less likely to adopt new products as compared to 
liberal consumers. Barra (2014) finds that this effect on new products 
is enhanced when products are more novel and when consumer’s 
political ideology is more central to their self-concept. 

The current research theorizes that not all change is equivalent 
and that liberals and conservatives may experience change differ-
ently. One hypothesis we propose is that conservatives’ greater sen-
sitivity to change may have positive consequences in the context of 
new product innovation. Specifically, we theorize that new product 
innovations may be seen as more significant and beneficial to conser-
vatives as their greater sensitivity to change makes these differences 
seem more consequential as compared to liberals. Additionally, we 
theorize that a greater sensitivity to changes in product features may 
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lead to conservatives’ and liberals’ different evaluations of abrupt 
and gradual product innovations.  

The literature on product innovation has identified speed of 
change as a key underlying dimension along which innovations are 
evaluated. Product innovations can happen abruptly or they can oc-
cur more gradually (Garcia & Calantone, 2002) Based on this no-
tion, we define abrupt changes in innovation as changes that enter the 
market immediately, and alter technological deliveries of products; 
whereas incremental changes in innovation are changes that take 
place gradually and in a less significant way. We theorize that conser-
vatives will prefer gradual changes as compared to liberals, whose 
inherent preferences for change will lead them to prefer abrupt prod-
uct innovations. 

Further, consumers perceive change differently when compar-
ing to the past or the future. We theorize that conservatives will per-
ceive changes in products similarly in the past and future, whereas 
liberals generate more positive attitude toward changes in the fu-
ture (vs. past), due to their openness to change and belief that future 
change will eclipse past change as part of a progressive belief sys-
tem. We theorize that the differential evaluations of past and future 
product innovations is due to distinct assimilation and contrast ef-
fects activated as a function of political ideology.

As denoted by a large body of consumer research, consumer 
judgments and behaviors are influenced by the context they are in 
(Bless and Schwarz 2010). Past research on assimilation and con-
trast shows that contextual influences can alter target judgments and 
related behaviors. It is well-documented that product information, 
whether being numeric (e.g. price) or semantic (e.g. vice or virtue 
products), learned before to evaluating a product can affect consumer 
judgment (Chernev 2011; Makens 1965; Plassmann et al. 2008). An 
assimilation effect typically takes place when consumers integrate 
prior product information to their judgment of a subsequent product. 

However, it is not always the case that consumers assimilate 
prior product evaluation with subsequent products. Sometimes, con-
sumers evaluate the same product more negatively when the product 
information is favorable compared to when it is unfavorable, which 
is known as the contrast effect.

Conservatives has been shown in psychology and consumer re-
search to be referencing the past to a greater extent than future (Rob-
inson et al., 2015). More recently, Lammers and Baldwin (2018) 
shows that conservatives are prone to past and nostalgic society, 
resulting in their support for political ideas that can be linked to a 
desirable past state, rather than a desirable future state of society. 
Building on their findings, the current research examines how their 
characteristic of past/ future-orientation affect how consumers with 
different political ideology evaluate past/ new products differently. 
Specifically, we show that the past and nostalgic taste of a product 
leads to conservatives’ assimilation effect of converging their evalu-
ations of past and new products.

Study 1: This study was conducted around the time that iPhone 
X was launched, and we recruited 541 Mturk participants. Partic-
ipants were asked of the perceived change of features of the new 
iPhone on a 7-point Likert scale. Perceived change of the features are 
converted into one index, which is our dependent measure. Sample 
features include, “battery life and charging”, and “camera”. Political 
ideology is measured on an 11-point Likert scale adopted from Jost 
(2007). The result shows that conservatives (vs liberals) notice more 
change than the liberals (p = 0.0162). Specifically, as the features 
measured in this study are mostly secondary features. 

Study 2: In Study 2, we further examine if conservatives pre-
fer changes that are secondary We randomly assigned 202 Mturk 
participants to one of the conditions of a 2 (features: primary, sec-

ondary) between subject design, where their political ideology was 
measured. Our dependent measure was perceived change, and the 
result indicated that conservatives (vs. liberals) notice the change 
in secondary features more (p = 0.0061). Primary and secondary 
features were determined by a pilot study where one hundred par-
ticipants were recruited to rate which features of a smartphone are 
primary and secondary. In Study 2, we replicated our results in Study 
1, where we show that conservatives notice small changes more than 
liberals. Moreover, the two-way interaction between political ideol-
ogy and feature type still remains significant after controlling for 
brand liking and product liking (p = 0.0197). 

Thus, Study 1 & 2 showed that depending on consumer’s po-
litical ideology, different types of changes in features will change 
consumer’s perceptions of the innovations. Namely, we show that 
conservatives are sensitive to small changes more than liberals do. 

Study 3: In Study 3, we examine how different types of inno-
vations will affect consumer’s attitude toward innovations. We ran-
domly assigned 200 participants to one of the conditions in a 2 (in-
novation type: abrupt, gradual) between subject design, where their 
political ideology was measured. The dependent measures in this 
study are likelihood of early adoption, and innovation liking. Par-
ticipants read a passage about an update of their operating system, 
which is either an abrupt or gradual innovation. As hypothesized, a 
two-way interaction shows that conservatives (vs. liberals) are more 
likely to engage in early adoption of the new operating system in the 
gradual innovation condition (vs. abrupt) (p = 0.0489), and they like 
the innovation more in the gradual (vs. abrupt) innovation condition 
(p = 0.0218). 

Thus, Study 3 showed that when the changes are gradual, con-
servatives, instead of being resistant to changes as suggested in prior 
research, they like the gradual innovation more than liberals, and are 
willing to engage in early adoption. 

Study 4: In Study 4, 300 participants were randomly assigned to 
one of the conditions in a 2 (innovation type: innovative, non-inno-
vative) mixed subject design, where each participant rated their per-
ceptions of each product by comparing them to the past and future. 
The dependent measures composed of items that asked participants 
about their perceptions of change of eight types of products (four 
innovative, four non-innovative). Participants first rated the products 
by comparing the products’ performance ten years in the past to pres-
ent performance, and then they rated the same products by estimat-
ing their future performance in ten years compared to present per-
formance. As a mixed model analysis shows, a significant three-way 
interaction ( p = 0.0004) shows that liberals evaluate product perfor-
mance in the past (vs. future) more negatively, and that conservatives 
evaluate performance similarly when comparing the current product 
to the past and future. Specifically, we found that this significance 
holds only for innovative products (p < 0.0001). This effect does not 
hold when the product is non-innovative (p = 0.8689). 

Thus, Study 4 shows that liberals and conservatives hold differ-
ent beliefs about the rate of change of innovative products. Liberals 
believe that products will be better in the future as compared to the 
past whereas conservatives do not show different beliefs regarding 
past or future product performance. The results align with our pre-
dictions that conservatives assimilate product evaluations from the 
past and future, whereas liberals contrast their evaluations of prod-
ucts from the past and future.

Taken together, these studies show that liberals and conserva-
tives different sensitivities to and beliefs regarding change influence 
their evaluations of product innovations. In contrast to the received 
view that conservatives always evaluate change more negatively than 
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liberals, we find evidence for more nuanced relationships among po-
litical ideology, innovation and consumer evaluation.  

The Impact of Political Ideology on Self-Control

EXTENDED ABSTRACT
Self-regulation is a multi-process system (Engle, Tuholski, 

Laughlin, and Conway 1999; Miyake et al. 2000; see Laran 2020), 
such that effective self-control often requires consumers to focus at-
tention in a way that suppresses the influence of interfering informa-
tion (i.e., inhibition) as well as incorporates the influence of novel in-
sights (i.e., updating). The question motivating the present research 
is whether consumers’ political ideology influences self-control suc-
cess on tasks of inhibition and updating. 

Political ideology reflects a specific set of ethical ideals, prin-
ciples, and doctrines that explain the basis by which society should 
function (Jost, Federico, and Napier 2009). Though indirect, a wealth 
of research suggests that conservatives and liberals vary in their abil-
ity to mentally adapt to situational changes (i.e., cognitive flexibility: 
Zmigrod, Rentfrow, and Robbins, 2018). Specifically, liberals appear 
to be cognitively-flexible; they are open to new experiences (Carney, 
Jost, Gosling, and Potter 2008), socially-adaptable (Hirsh, DeYoung, 
Xu, and Peterson 2010), and novelty-seeking (Carney et al. 2008). 
Conversely, conservatives appear to be cognitively-rigid; they are 
persistent at impulse regulation (Clarkson et al. 2015), norm-adher-
ent (Gosling, Rentfrow, and Swann 2003), and resistant to change 
(Jost et al. 2009).

 This potential difference in cognitive flexibility is critical as 
it is proposed to impact performance on self-control tasks that re-
quire inhibition and updating. Specifically, the traits that reinforce 
cognitive rigidity in conservatives (e.g., rule adherence, resistance 
to change) should promote response inhibition by facilitating per-
sistence through suppression of conflicting stimuli. Conversely, the 
traits that reinforce cognitive flexibility in liberals (e.g., openness, 
adaptability) should promote response updating by facilitating adap-
tation through replacing outdated information with relevant informa-
tion. Collectively, then, conservatives and liberals are hypothesized 
to perform well at tasks of inhibition and updating, respectively, due 
to their respective difference in cognitive flexibility.

This hypothesis was tested across three studies. Each study tar-
geted 200 participants based on a priori power analyses (power of 
.8, small-medium effect sizes, an alpha level of .05; Faul et al. 2007) 
and included appropriate attention checks (Oppenheimer, Meyvis, 
and Davidenko 2009).

As an initial test of our hypotheses, we conducted two studies at 
separate time points to test our primary hypothesis that conservative 
and liberal consumers differentially excel on tasks shown to assess 
inhibition and updating (Conway et al. 2005; Engle et al. 1999; Mi-
yake et al. 2000). In the first session, participants completed a task 
of inhibition that presents participants with a target cue to respond 
to as quickly as possible while ignoring a random cue (IOR; Posner 
and Cohen 1984). In a separate session, participants completed a task 
of updating that required remembering the most recent category-
relevant stimulus among constantly changing stimuli from multiple 
categories (Keeping Track Task; Yntema and Mueser, 1962). Partici-
pants in both studies indicated demographics along with a measure 
of political ideology on a 7-item scale anchored from Very liberal to 
Very conservative (Jost 2006; Knight 1999). The analysis revealed 
that conservatives outperformed liberals on the inhibition task (IOR: 
p = .02), whereas liberals outperformed conservatives on the updat-
ing task (Keeping Track Task: p = .03). This finding is consistent 
with the hypothesis that self-control varies as a function of consum-

ers’ political ideology and the extent to which the task requires inhi-
bition or updating. 

A subsequent study tested the extent to which this effect of task 
performance was isolated to consumers’ political ideology within a 
separate context. Here, participants completed two anagrams where 
the performance rule was either fixed (inhibition) or changed (up-
dating). For instance, participants instructed to list only three-letter 
solutions for the first anagram were then instructed to either list 
three-letter (inhibition) or four-letter (updating) solutions in the sec-
ond anagram. To isolate ideology, participants completed an assess-
ment of intelligence using an adapted version of the Wechsler Adult 
Intelligence Scale (WAIS; Friedman et al. 2006; Wechsler 1997), 
motivation (Muraven and Slessareva 2003), and religiosity (Koenig 
and Büssing 2010) before indicating their demographics and politi-
cal ideology. 

The hierarchical regression controlled for participant demo-
graphics as well as intelligence, motivation, and religiosity. Analysis 
of the number of correct solutions across anagrams revealed a sig-
nificant interaction (p = .002); conservatives generated more solu-
tions than liberals when the performance rule was fixed (p = .02) 
whereas liberals generated more solutions than conservatives when 
the performance rule was varied (p = .04). Interestingly, intelligence, 
motivation, and religiosity each had a positive effect on performance 
(p’s < .01) yet had no influence on the relationship between ideology 
and task performance.

A final study examined the mediating role of cognitive flex-
ibility on the performance of conservative and liberal consumers on 
tasks of differing attentional demands. Participants completed two 
14x14 letter word searches where the performance rule was either 
fixed or varied. For instance, participants instructed to identify only 
forward solutions for the first word search were then instructed to ei-
ther list forward (inhibition) or backward (updating) solutions for the 
second word search. Participants again completed the assessments 
of intelligence, motivation, and religiosity, as well as a measure of 
cognitive flexibility (Martin and Rubin 1995), before indicating their 
demographics and political ideology.

Again controlling for demographics, intelligence, motivation, 
and religiosity, analysis of the number of correct solutions revealed 
a significant interaction (p = .001); conservatives identified more 
words than liberals when the performance rule was fixed (p = .02), 
whereas liberals identified more words than conservatives when the 
performance rule was varied (p = .005). Moreover, there was a direct 
effect of ideology on cognitive flexibility (p = .002). Critically, the 
moderated-mediation test of cognitive flexibility (Model 15: Hayes 
2018) indicated significant mediation through both the fixed (95% 
CI: .003, .182) and varied (95% CI: -.171, -.005) rule conditions.

Collectively, these findings support the claim that the effects 
of political ideology on self-control might be more nuanced than 
originally theorized. Specifically, conservatives may better regulate 
behaviors that require cognitive rigidity, whereas liberals may better 
regulate behaviors that require cognitive flexibility. Consequently, 
this work holds direct implication for consumers’ self-control be-
haviors, such as financial decision-making (e.g., saving money) or 
addictive consumption (e.g., overeating).

Fair or Not? Political Ideology Shapes Observers’ 
Responses to Service Failures 

EXTENDED ABSTRACT
Consumers frequently witness service failure incidents. While 

having dinner at a restaurant, one might see that the customers at the 
next table did not receive the drinks they ordered. Or while checking 



Advances in Consumer Research (Volume 48) / 939

in at a hotel, one might notice another customer complaining that 
he did not get the type of room he reserved. Those who witness or 
learn about service failures could potentially form negative attitudes 
about the brand, which in turn can affect their intentions and WOM 
related to the brand. Firms would be well-served by understanding 
which consumers are more likely to react negatively to witness-
ing service failures, why, and how to curtail the negative impact of 
service failure for such consumers. This paper presents consumers’ 
political ideology as a determinant of their reactions to observing 
service failures. 

Although service failures are usually conceptualized in terms of 
operational failures in the process of delivering service, they could 
also be thought of as breaking a transactional promise (e.g., Goodwin 
& Ross, 1992; Smith, Bolton, & Wagner, 1999). This latter concep-
tualization recognizes that a customer experiencing service failure 
could feel “wronged” and thus form unfavorable judgments (Good-
win & Ross, 1992). To those who observe the failure but are not 
affected by it, a broken promise or one party being wronged could 
represent a larger issue of fairness. Fairness considerations—includ-
ing those of fairness violations—are one of five moral intuition sys-
tems or “foundations” that form the basis of moral judgments (Moral 
Foundations Theory, MFT; Haidt & Joseph, 2004, 2007a). Building 
on this theoretical framework, past research shows that the impor-
tance of the fairness moral foundation varies by political ideology, 
such that liberals, relative to conservatives, consider fairness to be a 
highly relevant attribute in judging whether something is “right” or 
“wrong”.

Because failures undermine the perceived fairness of a transac-
tion, we suggest that liberals (vs. conservatives) are likely to view 
service failures as instances of moral violation. Therefore, even non-
political instances of service failures could take on a political aspect 
and invoke divergent responses from observers who are political lib-
erals or conservatives. In response to witnessing a service failure, 
liberals will likely see the involved brand as a violator of fairness, 
an important moral foundation to them (along with harm/care), lead-
ing to harsher, more negative responses. Conversely, since conserva-
tives do not place disproportionate value on fairness but also value 
respecting authority/law, cooperation, and self-sacrifice (Graham et 
al., 2009; Haidt, Graham, & Joseph, 2009), they will be less likely to 
see the service failure as a moral violation and thus be less harsh in 
their judgments of the brand. 

We use a multi-method approach (3 experiments, 2 surveys, and 
1 big data analysis) to test our theory. As study 1, we gathered a large 
dataset of tweets (n = 219,070) from Twitter in a quasi-experimental 
field study using consumers’ actual social media activity surround-
ing a publicized service failure incident about United Airlines. We 
estimated users’ political orientation using a ranking algorithm and 
conducted sentiment analysis of tweets utilizing a dictionary-based 
text analyzer. Analyses show that immediately after the negative-
publicity incident, liberal (vs. conservative) Twitter users were more 
likely to express negative sentiments, especially anger and anxiety, 
against United Airlines. A control sample of tweets from before the 
event showed a null effect of political ideology on sentiment. 

Studies 2 and 3 use experiments and controlled scenarios to rep-
licate the Twitter findings with stronger internal validity. As study 
2, participants were assigned to conditions in a 2 (political ideol-
ogy: liberal vs. conservative) × 3 (scenario: hotel vs. restaurant vs. 
airline; within-subject) mixed design implemented in two phases. 
In Phase 1, we recruited 350 adult US participants. We embedded 
two questions regarding participants’ political orientation (following 
Hirsch et al., 2015; Jost, Nosek, & Gosling, 2008). We also mea-
sured participants’ endorsement of the fairness moral foundation by 

using the fairness/reciprocity subscale from the Moral Foundations 
Questionnaire (MFQ; Graham, Haidt, & Nosek, 2008). One week 
later, these participants were invited to an ostensibly unrelated study 
(Phase 2), with 287 returning participants (Mage = 35.34 years, 140 
females). They were presented three scenarios (hotel, restaurant, and 
airlines setting) in randomized order, each followed by a page of 
questions. Scenarios were based on past literature (Hess et al., 2003; 
Smith et al., 1999) and adapted to a third-person point of view such 
that participants saw another customer experiencing service failure. 
Following each scenario, we measured participants attitudes toward 
the service provider and how likely they would be to positively re-
view the service provider. Participants’ unique ID was used to match 
data across two phases. Our data show that the first regression model 
is significant in the hotel (F(1, 277) = 7.33, p = .007, adjusted R2 = 
.026), restaurant (F(1, 277) = 6.37, p = .012, adjusted R2 = .02), and 
airlines scenarios (F(1, 277) = 12.15, p = .001, adjusted R2 = .04). 
Specifically, political ideology significantly predicted the variance 
in attitude toward the hotel (b = .17, p = .007), restaurant (b = .15, 
p = .012), and airline (b = .20, p = .001) such that liberals (vs. con-
servatives) held less positive attitudes in response to reading about 
service failure experienced by others. These results held even when 
the demographic variables were controlled for and were replicated 
with the positive reviewing DV. We further found that these effects 
are mediated by the endorsement of the fairness foundation and per-
ceptions of fairness toward the affected customer. 

Studies 4a and 4b used surveys about news items about pub-
licized service failure events involving the Fyre music festival and 
the beforementioned United Airlines incident, respectively. In both 
studies, participants’ self-identified political ideology and political 
party identification predicted their attitudes toward the two service 
providers and the affected customers. In study 5, the divergence in 
liberals’ (vs. conservatives’) responses was attenuated when the re-
covery effort was referenced as “fair” compensation (vs. compensa-
tion present vs. compensation absent). These findings present multi-
method evidence of politico-moral influences in consumer responses 
to non-political service failures. 

Political Polarization in How Perceived Social Similarity 
Impacts Support for Redistribution 

EXTENDED ABSTRACT
The inequality of wealth in the US has reached record levels 

(Piketty, 2011). This is generating a public debate about the impact 
of inequality on individual and collective wellbeing and increasingly 
shaping people’s preferences across many contexts including politi-
cal candidates, policies, as well as products and brands (e.g., Daw-
try, Sutton, & Sibley, 2015; Frank, Wertenbroch, & Maddux, 2015; 
Ordabayeva & Chandon, 2011).

Although individuals agree that economic inequality in the US 
is historically high (Bartels, 2005), support for redistributive poli-
cies designed to reduce income inequality is not very widespread 
(Jost & Hunyady, 2005). This raises the question of how individuals’ 
preferences and support for redistribution can be changed (Brown-
Iannuzzi et al., 2014). 

Prior work suggests that, although redistributive preferences 
are deeply ingrained within individuals, one factor that can poten-
tially overcome this challenge and increase individuals’ support for 
redistributive policies is similarity. Specifically, prior work suggests 
perceiving high (vs. low) similarity can potentially increase support 
for redistribution, because it may lead individuals to question the 
fairness of people’s unequal outcomes and boost their group loy-
alty (Luttmer, 2001). Supporting this notion, studies show that in-
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dividuals are more supportive of redistribution if they think that it 
will help similar others (Duell, 2015), if they live in areas with high 
racial similarity (Alesina, Baqir, & Easterly, 1999), and if they are 
prompted to cognitively focus on similarity in a picture comparison 
task (Ordabayeva & Fernandes, 2017). 

The present research suggests that the effect of perceived social 
similarity on individuals’ redistributive preferences may be more 
complex. It suggests that perceiving high (vs. low) social similar-
ity may increase redistribution support among liberals, but decrease 
redistribution support among conservatives, because it may weaken 
liberals’, but strengthen conservatives’, belief that individuals de-
serve their unequal outcomes. More specifically, since prompting 
high social similarity would confirm liberals’ assumption that in-
dividuals are similar in their inherent qualities (hard work, effort), 
it should strengthen liberals’ belief that similar individuals deserve 
similar outcomes and boost liberals’ support for redistribution. In 
contrast, boosting perceptions of social similarity may challenge 
conservatives’ assumption that people are dissimilar in inherent 
qualities, which may lead conservatives to wish to reconcile why 
similar individuals end up with dissimilar outcomes. The desire to 
reconcile this discrepancy may further strengthen conservatives’ 
belief that people are ultimately responsible for and deserve their 
dissimilar outcomes, because unsuccessful individuals had similar 
starting ingredients needed for success as successful individuals and 
hence unsuccessful individuals have no one but themselves to blame. 
In effect, this research proposes that prompting perceptions of high 
(vs. low) social similarity may result in greater (rather than lower) 
political polarization in redistributive preferences. Three studies 
tested this prediction. 

Study 1 manipulated perceptions of social similarity: partici-
pants elaborated on the similarities or differences between them-
selves and others. As the dependent measure in Study 1, and in all 
subsequent studies, participants indicated the extent to which they 
support or oppose taxes on individuals earning more than $1 million 
and more than $5 million; Chow & Galak, 2012). Participants also 
indicated their beliefs in the fairness of unequal outcomes (e.g., “By 
and large, people deserve what they get”; Rubin & Peplau, 1975) 
and their political ideology (1 = “extremely liberal” to 9 = “extreme-
ly conservative”; Jost, 2006). The results of a regression analysis 
revealed a significant interaction between social similarity and po-
litical ideology (b = -.17, p = .016). A floodlight (Johnson-Neyman) 
analysis showed that boosting perceptions of social similarity (vs. 
dissimilarity) increased redistribution support among liberals (who 
scored 2.39 or lower on the ideology scale), but reduced redistribu-
tion support among conservatives’ (who scored 7.49 or higher on 
the ideology scale). This happened because boosting perceptions of 
social similarity (vs. dissimilarity) weakened liberals’, but strength-
ened conservatives’, belief in the fairness of unequal outcomes (in-
teraction: b = .13, p = .003; moderated mediation: a x b = -.0214, 
95% CI = [-.0578, -.0034]).

Study 2 measured perceptions of social similarity among others 
(“to what extent do you think Americans are different from or similar 
to each other?” 1 = “very different” to 7 = “very similar”), which 
did not invoke the self to rule out the egocentric and projection ac-
counts of the hypothesized effect. The study also measured fairness 
beliefs more specifically by focusing on the fairness of economic 
outcomes (e.g., “Economic positions are legitimate reflections of 
people’s achievements”; Jost & Thompson, 2000). A regression 
analysis revealed a significant interaction between social similarity 
and political ideology (b = -.11, p < .001). Perceiving high (vs. low) 
social similarity boosted liberals’, but reduced conservatives’, redis-
tributive preferences. This once again happened because perceiving 

high (vs. low) social similarity weakened liberals’, but strengthened 
conservatives’, belief in the fairness of unequal economic outcomes 
(interaction: b = .03, p = .001; moderated mediation: a x b = -.0213, 
95% CI = [-.0387, -.0081]). 

Study 3 manipulated perceptions of social similarity among 
others (i.e. Americans – to minimize the role of egocentric and pro-
jection motives), and it included a control condition in which simi-
larity perceptions were not manipulated. Two dummies were created 
to test the predictions (Naylor, Lamberton, & Norton 2011): dummy 
1 contrasting high similarity with low similarity and control, and 
dummy 2 contrasting low similarity with control; but only dummy 1 
interacted with ideology (b = -.17, p = .003). Liberals’ redistributive 
preferences were higher in the high similarity than in the low similar-
ity and control conditions, but conservatives’ redistributive prefer-
ences were lower in the high similarity than in the low similarity and 
control conditions. These findings confirmed that the effect is driven 
by perceptions of social similarity (rather than dissimilarity).

This research suggests that individuals’ preferences for redis-
tributive policies designed to reduce inequality may be more com-
plex than previously presumed, and that these preferences may be 
shaped by external manipulations differently depending on individu-
als’ group membership. The results may also inform policy makers 
interested in shaping public support for redistribution as well as 
researchers interested in identifying prompts that can change redis-
tributive preferences and factors that can polarize, or unify, conser-
vatives’ and liberals’ preferences in various contexts.
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SESSION OVERVIEW
Decades of research across the fields of economics (e.g., Rabin 

and Thaler 2001), psychology (e.g., Kahneman and Tversky 1982), 
judgment and decision making (e.g., Coombs and Beardslee 1954), 
and marketing (e.g., Bettman, Luce, and Payne 1998) have revealed 
that uncertainty profoundly impacts people’s attitudes. We know, for 
instance, that uncertain attitudes are more easily influenced (Litt and 
Tormala 2010), less persistent (Bassili 1996), and less likely to pre-
dict behavior (Fazio and Zanna, 1978), and that uncertainty motivates 
systematic processing of persuasive messages (Chen, Duckworth, 
and Chaiken 1999; Tiedens and Linton 2001). We have less clarity, 
though, about the mechanisms through which different sources of 
uncertainty influence the formulation and revision of evaluations and 
beliefs. While uncertainty is a dimension of an attitude, it can also 
be a characteristic of a persuasion source, a property attributed to 
an attitude object, a feature of outcome expectations or evaluations, 
or a feeling arising from sources unrelated to a focal decision. In 
this session we contribute to answering one key question: How does 
uncertainty originating from different sources impact people’s evalu-
ations and beliefs?

We draw together four papers that each probe the mechanisms 
of action of a different source of uncertainty that shape evaluations 
and beliefs. In the first paper, Hussein and Tormala integrate prior 
persuasion research to develop a comprehensive theoretical frame-
work charting conditions in which uncertainty acknowledged by a 
source promotes persuasion by enhancing source perceptions and 
increasing involvement. Krijnen, Bogard, Ülkümen, and Fox illumi-
nate the manner in which the perceived nature of uncertainty in the 
domain of financial well-being affects the degree to which persuasive 
messages shift beliefs about social policy issues. They find that mes-
sage framing compatible with uncertainty beliefs facilitates the per-
suasive power of messaging in support of social welfare policies. In 
the third paper, Kupor and Laurin investigate how knowledge about 
uncertain outcomes influences beliefs about the magnitude of those 
outcomes, and alters evaluations of those outcomes as a result. In 

the final paper, Waisman and Häubl examine how uncertainty that 
originates from a source completely unrelated to a consumption deci-
sion alters processing and influences evaluation of that consumption 
decision. They find that when consumers feel uncertain and make a 
taste-based decision, their decision processing becomes faster, more 
fluent, and more favorable to their chosen alternative; and as a result, 
consumers become more confident in their choice.

Collectively, these four papers identify conditions under which 
uncertainty originating from a variety of sources alters evaluations 
and beliefs, and uncover the mechanisms through which uncertainty 
operates to generate these persuasive effects. This session will appeal 
to a broad range of scholarly interests including persuasion, uncer-
tainty, and the intersection of consumer psychology with judgment 
and decision making. 

Undermining Your Case Can Enhance Your Impact: A 
Framework for Understanding the Positive Effects of Acts 

of Receptiveness in Persuasion

EXTENDED ABSTRACT
Past research has uncovered numerous actions a source can 

take that would appear to undermine but in fact frequently enhance 
persuasion. For example, expressing doubt rather than confidence, 
conveying that there is uncertainty rather than certainty around an ar-
gument or estimate, asking questions rather than making statements, 
playing up rather than playing down one’s personal mistakes, and 
acknowledging rather than hiding opposing viewpoints would all 
seem to limit one’s persuasive impact, but in fact they often boost it. 

We review prior research on these topics and propose a theo-
retical framework that explains when and why such counterintuitive 
actions enhance persuasion. In particular, we posit that these diverse 
actions cohere around a single underlying construct: acts of recep-
tiveness. We define acts of receptiveness as behaviors or actions that 
signal a source’s openness to ideas, arguments, and attitudes that are 
new or opposing to his or her own. In other words, acts of recep-
tiveness suggest to recipients that the source is not overly zealous, 
biased, or one-sided in his or her beliefs. 

Consider the conditions under which acts of receptiveness boost 
persuasion. Based on our review, we suggest that acts of receptive-
ness are especially likely to promote persuasion when source exper-
tise or status is high but not low. Under high expertise conditions, 
it appears that people can be more persuaded by those who express 
doubt rather than confidence about their opinion, who mention rather 
than mask mistakes they have made, who highlight flaws in their ar-
guments or reference views that oppose their own, and who ask ques-
tions instead of making declarative statements. Under low source ex-
pertise or status conditions, acts of receptiveness generally offer little 
advantage or can even backfire.

In addition, when source credibility is high, acts of receptive-
ness appear to promote persuasion through two primary mecha-
nisms: enhanced source perceptions and increased involvement.  
First, acts of receptiveness appear to trigger more favorable source 
impressions, fostering perceptions of honesty, likeability, thoughtful-
ness, and so on. Second, acts of receptiveness can stimulate involve-
ment, which leads to deeper processing. These processes in turn can 
facilitate persuasion as long as the arguments are reasonably strong. 
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We organize our review around four primary acts of receptiveness 
that show the predicted persuasion effect (i.e., acts of receptiveness 
result in greater persuasion) and speak to the proposed conditions 
and/or mechanisms guiding it. 

Conveying Uncertainty. One class of acts of receptiveness in-
volves conveying uncertainty. By conveying uncertainty, we mean 
communicating or displaying doubt, hesitance, or ambiguity. For ex-
ample, a source who expresses doubt about an opinion (Karmarkar 
and Tormala 2010) or provides a range of possible outcomes when 
making a forecast or prediction (Howe et al. 2019) can be viewed as 
conveying uncertainty. Conveying uncertainty can be viewed as an 
act of receptiveness because the source takes a position, expresses an 
argument, or provides an estimate or answer, but implicitly acknowl-
edges that other positions, arguments, or estimates exist and may be 
valid. By conveying uncertainty, the source suggests that he or she 
understands that his or her knowledge is not definitive and that he or 
she is open to other perspectives on the topic. 

Acknowledging Mistakes. Another class of acts of receptive-
ness involves admitting a mistake. By admitting a mistake, we mean 
explicitly or implicitly taking responsibility for an error. Explicitly 
admitting a mistake may take the form of acknowledging the mistake 
and/or apologizing for it. For example, “I used to think X, but I was 
wrong.” Implicitly admitting a mistake may take the form of chang-
ing one’s opinion to correct for a mistake. For example, if someone 
points out mistakes in the source’s arguments, the source could up-
date his/her arguments to address the error.

Acknowledging that one has committed a mistake explicitly 
or implicitly signals openness to information that is potentially ad-
versarial to one’s position. Rather than reverting to defensiveness 
or blame, acknowledging a mistake signals that one is not overly 
zealous or single-minded; that one is open to changing one’s mind 
and updating one’s position based on the available information. Past 
research has shown that explicitly or implicitly admitting mistakes 
can enhance persuasion (Reich & Maglio 2019; Kupor et al. 2018; 
Aronson et al. 1966; John et al. 2019; Gonzales 2012; Reich & Tor-
mala 2013).

Highlighting the Negatives. Highlighting the negatives involves 
bringing up defects, limitations, downsides, and opposing arguments 
to one’s own point of view or position. We submit that doing so sig-
nals open-mindedness and receptiveness, and thus can offer a persua-
sive advantage over doing the opposite—for instance, sharing only 
supportive arguments or asserting that one’s proposal, position, or 
offer is superior on all dimensions. Past research on two-sided mes-
sages (Etgar and Goodwin 1982; Golden and Alpert 1986; Kamins 
and Assael 1987; Settle and Golden 1974; Smith and Hunt 1978; for 
a review, see Crowley and Hoyer 1994) and on the blemishing ef-
fect (Ein-gar et al. 2012) suggests that acknowledging negatives can 
enhance persuasion under specifiable conditions.  

Asking Questions. Asking questions, as opposed to making de-
clarative statements, is another class of acts of receptiveness. Intui-
tively, asking a question, even when one already knows the answer, 
seems more open and inviting than does making a statement. A per-
son who makes declarative statements (e.g., “this new policy will 
boost productivity”), for instance, is likely to be seen as more firm 
or assertive in his opinion than one who phrases the same position 
as a question (e.g., “won’t this new policy boost productivity?”). By 
implicitly inviting the recipients’ input, a source who asks questions 
might be seen as open-minded and receptive to others’ views or per-
spectives—and past research found that asking questions can facili-
tate persuasion under specifiable conditions (Zillmann 1972; Petty et 
al. 1981; Burnkrant & Howard 1984). 

Conclusion. In summary, through an extensive review of the 
literature, we document a vast array of acts of receptiveness that 
explain when and why particular counterintuitive actions—such as 
conveying uncertainty or admitting mistakes or limitations—can en-
hance persuasion. In doing so, we integrate seemingly disparate re-
search findings around a single theoretical framework with concrete 
practical implications. 

Perceived Drivers of Change in Financial Well-Being 
Predict Partisan Lean and Response to Policy Messages

EXTENDED ABSTRACT
Economic inequality is on the rise, negatively affecting consum-

ers’ well-being around the globe (Alvaredo, Chancel, Piketty, Saez, 
& Zucman, 2018; Piketty & Saez, 2014; Saez & Zucman, 2016; Zuc-
man, 2019). Politicians have found it challenging to garner broad 
support for their proposals on how to deal with inequality, since 
people often strongly disagree on how, when, and why the govern-
ment should intervene by implementing income redistribution poli-
cies. We argue that such disagreements arise because people differ in 
their assessment of what causes an individual’s financial well-being 
to change over time. Moreover, policy preferences are not fixed but 
depend on the way a proposal is communicated. Better understand-
ing the persuasiveness of different policy proposals and messages 
therefore requires an appropriate model of people’s beliefs about the 
nature of uncertainty regarding changes in financial well-being.

In this article, we propose that beliefs about uncertainty in fi-
nancial well-being are best thought of along three conceptually in-
dependent dimensions, respectively capturing the extent to which 
changes in financial well-being are perceived to be (1) knowable and 
within individuals’ control due to individual factors such as effort 
(‘rewarding’), (2) knowable and outside of individuals’ control due 
to systemic factors such as favoritism and discrimination (‘rigged’), 
and (3) inherently unpredictable and determined by chance events 
(‘random’). In four studies, we use a 9-item F-EARS scale that we 
developed to assess these three dimensions of uncertainty regarding 
changes in an individual’s financial well-being. 

Mapping beliefs about changes in financial well-being along 
the conceptually independent rewarding, rigged, and random dimen-
sions combines and extends insights from previous research on be-
liefs about individual accountability (e.g., Alesina & Glaeser, 2004; 
Fong, 2001; Konow, 2000) and on beliefs about the nature of uncer-
tainty (Fox & Ülkümen, 2011; Tannenbaum, Fox, & Ülkümen, 2017; 
Ülkümen, Fox, & Malle, 2016). 

In Study 1, we examine the relative importance of each di-
mension as a predictor of political ideology, in search for a more 
complete understanding of what distinguishes conservative ideology 
from liberal ideology. Using a nationally representative sample (N 
= 1102), we find that conservatives generally score higher on the 
rewarding dimension (r = 0.13, p < .001), lower on the rigged dimen-
sion (r = -0.20, p < .001), and lower on the random dimension (r = 
-0.09, p = .005), even when controlling for a number of demographic 
and related psychometric measures.

We further predict that political orientation should not be the 
ultimate determinant of support for social welfare policies. Studies 
2-4  (total N=2560; pre-registered) test our prediction that we can 
increase support for social welfare policies when we describe poli-
cies in a way that is compatible with people’s beliefs about changes 
in financial well-being. 

Study 2 asked participants to indicate how important they find 
each of three possible goals that a government might pursue: (1)“The 
government should use resources to incentivize and enable people to 
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pull themselves out of financial hardship and realize their full poten-
tial” (i.e., an incentivize goal); (2) “The government should allocate 
resources to individuals belonging to disadvantaged groups that rou-
tinely experience financial hardship” (i.e., a redistribution goal); (3) 
“The government should pool resources to support people when they 
happen to experience unforeseeable financial hardship” (i.e., a risk-
pool goal). The results suggest that higher scores on the [reward-
ing/rigged/random] dimension were associated with a more positive 
change in the importance rating of the [incentivizing/redistribution/
risk-pooling] goal, respectively, compared to the other two goals. 

In Study 3, we presented participants with four different pub-
lic policy proposals: a more extensive disaster recovery program, a 
tuition-free higher education system, and a more extensive food-pur-
chasing assistance program, and a universal health coverage system. 
Each proposal was followed by three different arguments in favor of 
the policy: (1) an incentivizing argument, which highlighted how the 
policy would provide assistance to those who deserve it most; (2) 
a redistribution argument, which highlighted how the policy would 
provide assistance to the groups that need it most (e.g., low-income, 
unemployed people); (3) a risk-pool argument, which highlighted 
how the policy would pool tax-money to collectively pay in case an 
individual experiences an unexpected life event. The results suggest 
that higher scores on the [rewarding/rigged/random] dimension are 
associated with a more positive change in policy support in response 
to the [incentivize/redistribution/risk-pooling] argument, respective-
ly, as compared to the other two arguments. 

In study 4, we presented participants with statements of three 
political candidates regarding welfare policies on higher education, 
disaster recovery, and food purchasing assistance. Each candidate 
put forward either incentivizing arguments, redistribution argu-
ments, or risk-pooling arguments for all three proposals. We find that 
higher scores on the [rewarding/redistribution/random] dimension 
are associated with a more positive change in support for the [incen-
tivizing/redistribution/risk-pooling] candidate, respectively, as com-
pared to the other two candidates, even when controlling for political 
ideology. Perhaps more importantly, scores on the three dimensions 
are associated with greater intention to vote for candidates that made 
belief-compatible arguments. 

These findings broaden our understanding of what is driving 
support for or opposition to redistribution policies. To truly grasp 
political and policy preferences we need a complete and accurate 
model of how people think about changes in financial well-being. 
Our findings confirm that a model based only on perceptions of in-
dividual control is insufficient, and that distinguishing between the 
perceived knowability and randomness of changes in financial well-
being allows for more complete understanding and better predictive 
ability. 

Despite the commonly held wisdom that support for welfare 
policies depends on political attitudes, we show that belief-compati-
ble messages can increase support for redistribution policies and vot-
ing intentions for the politicians proposing these policies, across the 
entire political spectrum. When people disagree about a certain dis-
tribution policy, this disagreement may stem from a failure to jointly 
define what exactly the policy entails–who it helps, on what basis, 
and with what purpose. Whenever such disagreements arise, a slight 
reframing of the policy, guided by an understanding of beliefs about 
the uncertainty in financial well-being, may bring opinions on the 
matter closer together.

How Probability Information Impacts Outcome 
Judgments

EXTENDED ABSTRACT
Consumers’ decisions about which foods they eat and which 

health products they utilize influence their welfare and well-being. 
When consumers believe these products may produce greater ben-
efit, they are more likely to consume them; when they believe these 
products may cause greater harm, they are less likely to consume 
them (Slovic 1964). When judging the size of products’ benefits and 
harms, consumers are often aware of these outcomes’ probability of 
occurring. In fact, this information is often highlighted in product 
advertisements, product packaging, and product websites.

Imagine that a side effect increases a consumer’s eosinophil 
count from 397 to 435 per microliter. Of note, the side effect’s prior 
probability of increasing eosinophils provides no objective insight 
into the degree to which that consumer’s eosinophil count has now 
increased, and thus this prior probability should not inform the indi-
vidual’s decision about whether to incur a cost (e.g., buy a medical 
treatment) to remedy that increase. Nevertheless, we theorize that 
such objectively irrelevant information biases magnitude judgments: 
Consumers forecast that more probable product outcomes will be 
larger in magnitude, and also perceive them as larger in magnitude 
after those outcomes unfold. We propose that this bias emerges be-
cause people believe larger prior probabilities emanate from more 
powerful causal antecedents that produce outcomes with larger mag-
nitudes. 

In Study 1, undergraduates were randomly assigned to either 
a Smaller Probability or Larger Probability condition, and viewed 
a Claritin drug advertisement which noted that Claritin causes 6% 
(vs. 68%) of users to experience a side effect of coughing. When par-
ticipants learned that someone experienced coughing as a result of 
taking Claritin, they forecasted that the person experienced a larger 
number of coughs, t(108) = 3.35, p < .001. Study 2 replicated this 
phenomenon when the probability information was communicated 
via frequencies rather than percentages, t(198) = 4.23, p < .001. 

Studies 3-4 found that probability information also distorts per-
ceptions of objective magnitude information. In Study 3, participants 
in the Smaller (vs. Larger) Probability condition read that when a 
person eats an orange, the orange has a 14% (vs. 66%) chance of 
increasing the concentration of trypsin in the body. Next, participants 
read that someone’s trypsin count increased from 397 to 435 per mi-
croliter after eating an orange. Participants entered the percentage by 
which the person’s trypsin increased when it increased from 397 to 
435 per microliter. Participants were incentivized for accuracy. Par-
ticipants in the Larger (vs. Smaller) Probability condition perceived 
that this increase constituted a larger percent increase, t(198) = 4.14, 
p < .001.

Study 4 examined an anchoring explanation. Participants in 
the Smaller (vs. Larger) Probability condition read that consuming 
a banana has a .03% (vs. 22%) chance of increasing people’s eye-
lash length. Participants then read that a woman’s lashes increased 
in length after she ate a banana, and viewed pictures of her lashes 
before and after she ate the banana. Participants further read that 
her lashes were now .75 inches after eating the banana; beneath this 
information and the before-and-after pictures, participants indicated 
the length of her lashes before she ate the banana. Whereas an an-
choring alternative predicts that participants who viewed the larger 
prior probability would report a larger initial magnitude, we found 
that participants who viewed the larger prior probability reported a 
smaller initial magnitude (which indicated that they perceived more 
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growth depicted in the before-and-after pictures), t(198) = 2.56, p = 
.011.

Study 5 found this bias emerges because people believe larger 
probabilities emanate from more powerful causal antecedents that 
produce outcomes with larger magnitudes. In addition, it found that 
the current phenomenon impacts intended behavior. Specifically, 
participants in Study 5 read that consuming pumpkin seeds has a 
chance of increasing bone density. Participants viewed a bar graph 
which depicted that eating one pound of pumpkin seeds has a 6% 
chance of increasing bone density (and “6%” was printed above the 
bar). The only difference between conditions was the y-axis, which 
ranged from 0% to 5% (vs. 100%) in the Larger (vs. Smaller) Prob-
ability condition. A pretest revealed that this manipulation caused 
participants to perceive that the 6% probability was larger in the 
Larger (vs. Smaller) Probability condition. Participants in the Larg-
er (vs. Smaller) Probability condition judged that pumpkin seeds 
were more powerful (t(202) = 5.49, p < .001), that pumpkin seeds 
would more greatly increase bone density if it did increase a person’s 
bone density (t(202) = 5.04, p < .001), and were more likely to eat 
pumpkin seeds (t(202) = 3.76, p < .001). A serial mediation with 
bootstrapping indicated that participants in the Larger (vs. Smaller) 
Probability condition were more likely to eat the seeds because they 
perceived them to be more powerful and thus would produce a larger 
boost in bone density. Study 6 leveraged a similar design in the field, 
and found that the current phenomenon shifts consumers’ likelihood 
of clicking on online ads to purchase a promoted product (χ 2 = 5.64, 
p = .018).  

Study 5 found that this bias emerges because people believe 
larger probabilities emanate from more powerful causal antecedents 
that produce outcomes with larger magnitudes. As a result, Study 7 
found that probability information no longer influences magnitude 
judgments when people believe that the antecedent that determines 
an outcome’s magnitude is different than the antecedent that deter-
mines that outcome’s probability. A 2 (Probability: Smaller vs. Larg-
er) × 2 (Antecedent: Connected vs. Disconnected) ANOVA revealed 
a significant interaction (F(1, 396) = 7.67, p = .006): Probability 
information influenced magnitude perceptions when participants be-
lieved that the same antecedent determined both an outcome’s prob-
ability and its magnitude (F(1, 396) = 18.84, p < .001), but not when 
they did not (F(1, 396) = .14, p = .708).

These findings provide novel insight into the inferences con-
sumers draw from probabilities and the architecture of consumers’ 
causal schemas. Importantly, the perceived magnitude of products’ 
benefits is a dominant input into consumers’ decisions about whether 
to purchase those products (Rundmo and Nordfjjaern 2017; Slovic 
1964). Thus, our findings have numerous strategic implications.

How Uncertainty Boosts Confidence in Consumption 
Decisions

EXTENDED ABSTRACT
Could feeling uncertain increase consumers’ confidence in their 

preferential choices? The answer to this question is not obvious. 
But it is important because decision confidence increases consum-
ers’ willingness to pay (Thomas and Menon 2007) and their likeli-
hood to complete a purchase (Huang, Korfiatis, and Chang 2018), 
and it promotes favorable post-consumption evaluations (Heitmann, 
Lehmann, and Herrmann 2007).

According to prior research, incidental feelings of uncertainty 
undermine confidence in understanding (Clore and Parrott 1994), 
memory (Jacobson, Weary, and Lin 2008), predictions (Tiedens and 
Linton 2001), and causal judgments (Wichman, Brunner, and Weary 

2008). Nevertheless, little is known about the influence of inciden-
tal uncertainty on consumers’ confidence in their consumption de-
cisions. The present research reveals that the impact of incidental 
uncertainty on confidence is not limited to the congruency effects 
demonstrated in other domains, but rather is context dependent. Evi-
dence from three studies shows that the negative effect of incidental 
uncertainty on confidence vanishes, and even turns positive, when 
consumers make subjective (i.e., matters of taste) consumption deci-
sions.

Intuitively, decision confidence is a belief in the correctness of 
a decision. But evidence points to cues from processing—fluency, 
speed, degree of deliberation and conflict—as the key drivers of de-
cision confidence (Koriat 2012). We propose that the effect of inci-
dental uncertainty on cues from processing differs depending on the 
context of the decision. Given the self-referential nature of subjec-
tive consumption decisions, we posit that increased processing mo-
tivation (Tiedens and Linton 2001) and greater semantic clustering 
(Bass, de Dreu, and Nijstad 2011, 2012) that arise under conditions 
of uncertainty prompt the generation of thoughts more favorable to 
the chosen alternative and lead to faster decision making. Rather 
than feeling more difficult, these cues signal greater confidence. 

In Study 1, participants (N = 405) read a research abstract that 
manipulated incidental uncertainty vs. certainty (used in all studies; 
adapted from Faraji-Rad and Pham 2017). Participants decided be-
tween renting a functionally superior or an emotionally appealing 
apartment (Faraji-Rad and Pham 2017) and reported their confidence 
in and reasons for their decision. Participants’ selection served as 
proxy for the objectivity of the decision (supported by analysis of 
reported reasons; significantly greater objectivity for the function-
ally superior apartment, p < .001). The congruency effect evidenced 
in past research emerges when the functionally superior apartment 
is chosen (p = .018) but vanishes when the emotionally appealing 
apartment is selected (F1,402 = 0.04), demonstrating that incidental 
uncertainty need not always undermine decision confidence.

In Study 2 we directly manipulated context to test our hypoth-
esis that, unlike the judgments studied in the past, confidence in sub-
jective preferential choices is boosted by incidental uncertainty. Par-
ticipants (N = 374) either selected a painting from four alternatives 
(subjective choice) or responded to a reasoning problem (judgment). 
A directional congruency effect emerges in the judgment context, 
whereas uncertainty boosts decision confidence in the subjective 
choice, (F1,371 = 3.97, p < .047). Uncertainty increases the perceived 
difficulty of the judgment (p = .031), but not of the subjective choice 
(t195 = 0.08), suggesting decision difficulty does not explain the posi-
tive effects of uncertainty and pointing to a difference in the nature 
of processing between these two contexts. 

Study 3 generalizes the positive effect of uncertainty to another 
consumption domain and probes the nature of decision processing in 
matters of subjective taste. Participants (N = 118) selected a video 
to watch from five comedy video screenshots (unknown to partici-
pants, all segments from the same video), reported decision confi-
dence, decision difficulty, and thoughts they had about the selected 
video while making the decision, then watched the video. Uncer-
tainty boosts decision confidence (p = .012) but has no detectable 
effect on difficulty (t116 = 0.25). Participants were asked if they rec-
ommend including the video in a collection of enjoyable videos for 
future research. Uncertainty increases recommendation (p = .026), 
an effect mediated by decision confidence (b = .359, 95% CI:[.045, 
.733]). Absence of a significant interaction with scores on the causal 
uncertainty scale (α = .90; Weary and Edwards 1994) suggests the 
boundary condition found in prior research (effects limited to those 
scoring high; e.g., Jacobson et al. 2008) is not present in this context. 
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Critically, incidental uncertainty leads to thoughts that are margin-
ally more semantically clustered (p = .068; Bhatia 2017, 2019; Hass 
2017) and favorable to the chosen alternative (p = .077), and to faster 
decision making (p = .038). 

This paper sheds new light on how feelings of uncertainty in-
fluence consumers’ beliefs about the quality of their consumption 
decisions. In matters of subjective taste, consumers gain confidence 
from incidental feelings of uncertainty. These findings inject nuance 
into our understanding of the context dependent dynamics of deci-
sion processing, offering initial support for the novel proposal that 
engaging in more systematic subjective evaluation of choice alter-
natives may boost the fluency, speed, and favorability of decision 
processing.
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SESSION OVERVIEW
Decades of work in consumer research and psychology pro-

vides evidence that consumers’ preferences depend on the context 
in which they are constructed. Classic work on context effects shows 
that, contrary to normative theory, preference for a given product can 
depend on the presence (vs. absence) of other—often irrelevant—op-
tions in the choice set. Recent research has challenged the robustness 
of these effects (Evangelidis et al., 2018; Frederick et al., 2014; Yang 
and Lynn, 2014), while introducing important boundary conditions 
of their occurrence. In this session, we collectively build on this work 
by advancing novel factors that drive the occurrence of context ef-
fects, ad demonstrate entirely new context effects. 

Shennib, Evangelidis, and Jung investigate the occurrence of 
context effects in two common elicitation procedures: choice and 
willingness-to-pay. They demonstrate that attraction and compromise 
effects replicate in choice, but are eliminated (attraction) or reversed 
(compromise) in willingness-to-pay because the latter is predomi-
nantly driven by price perceptions that are stable across contexts. 

Shaddy, Fishbach, and Simonson find that identity expression 
systematically attenuates variety seeking, the compromise effect, and 
balancing (vs. highlighting) between goals. The authors identify a 
mechanism: that, when it comes to identity, consumers want to avoid 
sending mixed signals. Identify expression, therefore, influences 
consumers’ tradeoffs by reducing the appeal of mixed solutions, 
which partially satisfies multiple considerations or goals.

Evangelidis, Levav, and Simonson demonstrate a novel context 
effect, symmetric dominance, whereby preference between a high-
quality high-price option and a low-quality low-price alternative can 
be influenced by the addition of a decoy option that is dominated 
by both alternatives (i.e., a low-quality high-price option). They 
show that this effect is observed because consumers will feel better 

about—and anticipate lower feelings of regret from—choosing the 
high-quality high-price option in the presence (vs. absence) of the 
decoy.

Finally, contrary to earlier research (Frederick et al. 2014; Yang 
and Lynn, 2014), Alman and Urminsky provide evidence for the 
attraction effect using visual stimuli. They show that the attraction 
effect can be observed when making size judgments between visual-
ly-presented product packages and when choosing between equally-
priced products. They also find that package orientation biases size 
judgments, moderating the attraction effect.

Taken together, this session contributes to the understanding 
of how consumers construct their preferences as a function of the 
decision context. Our work expands the understanding of drivers 
that influence consumers’ tendencies to rely on the context during 
decision-making.

The Contingent Impact of Context on Choice versus 
Valuation

EXTENDED ABSTRACT
Consumers’ preferences are often swayed by the decision con-

text. Context effects, in which the addition of a new option to a bina-
ry set affects preferences for a (target) option, have been well estab-
lished across social-science disciplines (e.g., Huber, Payne, and Puto 
1982; Simonson 1989). Using two frequently employed elicitation 
methods—choice and willingness-to-pay (WTP), we demonstrate 
that the occurrence of context effects critically depends on the elici-
tation procedures used.  

We conjecture that the elicitation method impacts how prefer-
ences are constructed (Tversky, Sattath, and Slovic 1988). In choice, 
consumers predominantly rely on attribute weights to construct pref-
erences. In WTP tasks, consumers rely on price perceptions rather 
than attribute weights. In turn, they report higher WTP amounts for 
options perceived to be more expensive, reversing preferences from 
the same compromise set in a choice task. Further, we propose that 
consumers will be less likely to prefer asymmetrically dominating 
options in WTP than choice, because dominance should not influence 
price perceptions. In two pre-registered studies, we test our predic-
tions using classic compromise and attraction effect paradigms. 

In Study 1, participants (N=400) were randomly assigned to one 
of four conditions in a 2 (elicitation: Choice vs WTP) x 2 (options: 
AB vs ABC) between-subjects design. Participants in the AB condi-
tions made a choice between two options or reported the maximum 
price they would be WTP for both options, separately. Similarly, par-
ticipants in the ABC conditions made one choice among three op-
tions, which included the same AB options in addition to a C option, 
or expressed their WTP for all options, separately. Prior literature 
has demonstrated greater choice preferences for the compromise/
middle option in the ABC set relative to the same option in the AB 
set (Simonson, 1989). To create comparable metrics between choice 
and WTP, we converted WTP into a binary (AB) or trinary (ABC) 
preference indicator, such that, in each set, preferences were coded 
as the option that participants were WTP most for. Preferences in the 
choice conditions were participants’ choices of one option in the set. 

Participants in each condition responded to two product sets, 
randomly ordered: BBQ grills and flashlights. Each product included 
two attributes (e.g., a flashlight’s brightness and battery life). One 
attribute increased in superiority while the other attribute decreased. 
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Results showed that, in choice, participants selected the com-
promise options more so in the ABC sets (61.3%) than the AB sets 
(58.6%). In WTP, however, participants preferred the compromise 
option strikingly less in the ABC sets (9.9%) than the AB sets 
(82.0%) resulting in a highly significant interaction (β = -3.85, SE 
= .41, Z = -9.35, p < .001). That is, in the ABC WTP conditions, 
participants were rarely WTP most for the middle options despite 
their ABC choice counterparts preferring this option more than 60% 
of the time.

Study 2 (N = 546) was identical to Study 1 except that we also 
tested (a) the attraction effect and (b) two mechanisms underlying 
the effects in WTP and choice. In the attraction effect, options A and 
B are the same as in compromise sets, but C is known as a “decoy” 
that is asymmetrically dominated by—and thus increases prefer-
ence for—one of the two options (Huber et al. 1982). Participants 
responded to four randomized products: two compromise sets that 
included BBQ grills and headphones and two attraction sets that in-
cluded water bottles and flashlights. 

For the compromise sets, we replicated the interaction from 
Study 1 (β = 1.76, SE = .31, Z = 5.67, p < .001). Regarding the at-
traction sets, in choice, participants selected the dominating options 
more so in the ABC set (80.1%) than the AB set (57.7%). In WTP, 
however, participants valued the dominating option less in the ABC 
set (40.5%) than the AB set (57.6%). The interaction was highly sig-
nificant (β = 1.76, SE = .30, Z = 5.87, p < .001). 

We then examined the mechanisms underlying the observed 
preference reversals. We hypothesize that WTP amounts are driven 
by perceived prices, explaining higher WTP amounts for extreme 
options when there is one dominating attribute the set. In choice, 
however, we hypothesize that individuals select options that rely 
more so on subjective attribute weights. We tested our predictions 
by having participants select the option in each set that they believed 
was the most expensive and to rate how important each attribute was 
in determining their responses from 1(not important at all) to 7(ex-
tremely important).  

Across the compromise and attraction sets, separately, we found 
that, in WTP, preferences were significantly more associated with 
price perceptions than in choice. Put differently, those who were 
WTP most for the compromise/attractive or extreme/non-dominating 
option were also more likely to perceive that option to be the most 
expensive, whereas in choice, preferences were unrelated to price 
perceptions (Elicitation X Price Perception in compromise sets: β = 
1.37, SE = .58, Z = 2.37, p = .018; in attraction sets: β = 1.67, SE = 
.38, Z = 4.43, p < .001). 

For the attribute weights mechanism, the results were, again, 
consistent with our predictions: in choice, attribute weight scores 
predicted preferences for the compromise/attractive options. How-
ever, in WTP, preferences were unrelated to attribute weights. Put 
simply, in choice, individuals factor in the attributes and their levels 
in the option-sets significantly more so than in WTP (Elicitation X 
Attribute Weights in compromise sets: β = .97, SE = .25, Z = 3.91, 
p < .001; in attraction sets: β = -.27, SE = .12, z = -2.30, p = .021).

Our results highlight that the extent to which consumers rely 
on context is contingent on the elicitation procedure. To researchers 
and practitioners, this suggests using precaution when selecting a 
method to elicit consumer preferences, as the generalizability of the 
results may vary as a function of the elicitation procedure. Behav-
ioral researchers have studied context effects primarily using choice 
procedures. Given the normative assumption of procedural invari-
ance, one would expect context effects to replicate across other pro-
cedures, yet our data pose a challenge to this assumption.

Invoking Identity Changes How Consumers Resolve 
Tradeoffs

EXTENDED ABSTRACT

“We are what we repeatedly do.”  
–Aristotle (allegedly)

Marketers frequently invoke identity. For example, the makers 
of Jim Beam bourbon declare: “Guys never change. Neither do we.” 
The fast food restaurant Wendy’s explains: “Paul does the Paul burg-
er, not a generic John Doe burger—don’t compromise.” Mercedes-
Benz claims its SLK roadster is “as extreme as you.” Is it simply 
coincidental that these references to specific identities (e.g., “guys”) 
are often paired with appeals like “never change”? Or might invok-
ing identity actually increase the likelihood that consumers will re-
fuse to “compromise” and instead choose to be “extreme”?

In this research, we answer this question by documenting how 
identity expression systematically changes the way consumers re-
solve tradeoffs. Specifically, we find that it reduces the appeal of 
mixed solutions—outcomes that partially satisfy multiple consider-
ations (e.g., tastes, attributes, goals, etc.). This is because when peo-
ple view decisions as expressions of identity, they are uncomfortable 
sending mixed signals—both to themselves and to others (Berger 
and Heath 2007; Rifkin and Etkin 2019; White and Dahl 2006).

We explore the consequences shifting consumers’ tradeoff 
resolution strategies by examining several seemingly unrelated and 
well-known choice effects. Variety seeking, the compromise effect, 
and balancing between goals all represent outcomes that partially 
satisfy multiple considerations—competing tastes, in the case of va-
riety seeking (Kahn 1995; Simonson 1990); competing attributes, in 
the case of the compromise effect (Simonson 1989); and competing 
goals, in the case of balancing (Fishbach and Dhar 2005). Conse-
quently, if invoking identity reduces the appeal of mixed solutions—
because people are uncomfortable sending mixed signals—then it 
should systematically attenuate all three.

Importantly, while previous research has documented the vari-
ous ways in which identity changes what people choose—someone 
with a “rugged” identity, for example, might opt for a similarly 
“rugged” Jeep (Aaker 1997; Belk 1988; Escalas and Bettman 2005; 
LaBeouf, Shafir, and Bayuk 2010; Reed 2004)—we examine the 
way in which identity changes how people choose. 

Seven studies (N=2,213) tested this account. In S1, a field study, 
we offered two free snacks to passers-by in a university student 
union: potato chips (indulgent) and pea crisps (healthy). Participants 
could choose one of each or two of the same snacks, and we manipu-
lated the contents of the signs advertising the snacks. The identity-
invoking sign read: “Who are you? I am a health-conscious snacker” 
vs. “I am an indulgent fun-loving snacker.” The control sign read: 
“Which snacks will you choose?” Research assistants surreptitiously 
recorded actual choices, observing less variety seeking (i.e., choice 
of one of each snack) in the identity condition (26% vs. 43%; b=–
.94, SE=.33, z=–2.82, p=.005). 

In S2–4 (all preregistered), we modified a single basic scenario 
(e.g., choosing a car) to test all three choice effects, predicting that 
prompting participants to express their identity would attenuate va-
riety seeking (S2), the compromise effect (S3), and balancing (S4).

In S2, participants were less likely to rent different cars on 
each of two different weekends (i.e., seek variety) when prompted 
to consider their identity (e.g., “Which type of car best reflects your 
identity?”; 17% vs. 46%; χ2(1)=19.34, p<.001). In S3, participants 
were similarly less likely to choose the middle option when purchas-
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ing one of three cars when prompted to consider their identity (e.g., 
“Which car…best reflects your identity?”; 47% vs. 64%; χ2(1)=5.38, 
p=.020). Finally, in S4, participants imagined having recently saved 
money. Those who reflected on their identity (e.g., “Does [saving 
money] make you feel like the kind of person who is financially re-
sponsible?”) were less likely to subsequently spend extra money up-
grading a rental car (i.e., balance between saving and spending goals; 
M=2.32 vs. M=3.35; F(1, 398)=12.39, p<.001). 

We next designed S5–7 to test for process. Specifically, we mea-
sured participants’ tradeoff resolution strategies directly with a scale 
that we developed. Participants indicated agreement or disagreement 
(e.g., “To what extent does each statement below describe how you 
made your choice?”) with statements like: “try to get a little bit of 
everything,” “set priorities and go with the top priority,” and “find 
the middle ground.” We predicted that the reduced appeal of mixed 
solutions (as measured by our scale) would mediate the attenuating 
effect of invoking identity on variety seeking, the compromise effect, 
and balancing. 

In S5, participants were less likely to vacation in different coun-
tries each of two different years (i.e., seek variety) when prompted 
to consider their identity (e.g., “These trips will help define and rein-
force your identity”; 58% vs. 78%; χ2(1)=19.31, p<.001). In S6, par-
ticipants were similarly less likely to choose the middle option when 
renting one of three apartments when prompted to consider their 
identity (e.g., “If you were trying to communicate [your] identity…
which apartment would you choose?”; 42% vs. 55%; χ2(1)=6.40, 
p=.011). Finally, in S7, participants imagined having recently helped 
clean a park (i.e., making progress toward an environmental goal). 
Those who viewed environmental consciousness as part of their 
identity were less likely to subsequently purchase an environmen-
tally unfriendly, but cheaper and more effective cleaning spray (i.e., 
balance between hedonic and utilitarian goals; M=2.93 vs. M=3.44; 
t(397)=2.57, p=.011). Moreover, in all three of S5–7, the reduced 
appeal of mixed solutions mediated the attenuating effect of identity 
expression on variety seeking, the compromise effect, and balancing. 

This work (1) contributes a new insight to the literature expli-
cating the role of identity in consumer decision making, (2) provides 
a unique theoretical lens with which to reconcile potentially compet-
ing predictions for when opposite choice effects will arise (e.g., vari-
ety seeking vs. consistency seeking), and (3) illuminates the psycho-
logical processes governing tradeoff resolution, more broadly. And 
with respect to marketing practice, we offer that managers would be 
wise to use these findings to strategically attenuate or amplify these 
choice effects in the marketplace—especially given that our results 
suggest many well-known decision phenomena may not be as uni-
versal (or unique) as previously assumed. 

Symmetric Dominance

EXTENDED ABSTRACT
Decades of research in marketing and psychology corroborate 

that—contrary to normative theory—preference for a given option 
is contingent on the decision context. Perhaps the most prominent 
empirical finding from this research is the asymmetric dominance 
effect (Huber, Payne, & Puto, 1982). Asymmetric dominance de-
scribes the finding that adding a decoy option that is dominated by 
only one of two alternatives in a binary set increases the choice share 
of the dominating (target) option. In this paper, we demonstrate an-
other context effect—symmetric dominance—that has surprisingly 
eluded earlier research. Symmetric dominance pertains to the case 
of adding a symmetrically dominated option to a binary set char-
acterized by a tradeoff between price and quality. Intuitively, the 

introduction of the symmetric decoy should not influence relative 
preference because the decoy is dominated by both alternatives. For 
example, consider the following experiment. In the control condi-
tion, participants are asked to choose between a 1TB hard drive that 
costs $40 and a 2TB drive that costs $80. In the experimental condi-
tion, participants are presented with the same two options, as well 
as a symmetrically dominated option: a 1TB drive priced at $80. 
Here, the decoy is dominated by both of the original alternatives. It 
has the same capacity as the 1TB drive but is more expensive, while 
it has the same price but less capacity compared to the 2TB drive. 
Although the symmetric decoy does not seem to favor one of the 
dominating alternatives over the other, we posit that it can actually 
exert a systematic impact on preference. In the absence of the decoy 
option, individuals may covet the 2TB drive, but may find it difficult 
to justify paying $40 more (vs. the 1TB drive). Consequently, indi-
viduals may defer choice. However, the introduction of the decoy 
provides a compelling reason for choosing the 2TB drive: compared 
to the decoy, choice of the 2TB implies getting more capacity with-
out incurring additional costs. Thus, we argue that consumers, who 
have an innate preference for the 2TB drive may find it easier to 
justify its purchase—and thus select that option more frequently—
when choosing from the trinary compared to the binary set. Symmet-
ric dominance may seem rather unintuitive because, in theory, the 
presence of the decoy provides a reason for choosing either one of 
the two dominating options. To allow for symmetric dominance, we 
posit that consumers will be more likely to rely on the comparison 
between the high-quality high-price option (e.g., the 2TB drive) and 
the decoy compared to the comparison between the low-quality low-
price option (e.g., the 1TB drive) and the decoy when choosing from 
the trinary set. In turn, the symmetrically dominated decoy option 
will provide an asymmetric advantage to the high-quality high-price 
option over the low-quality low-price competitor. Consumers will 
feel better about—and anticipate lower regret from—choosing the 
high-quality high-price option in the presence (vs. absence) of the 
decoy.

We provide evidence for symmetric dominance in five well-
powered preregistered experimental studies (total N = 5,888). Study 
1 shows robust evidence for the effects using five different sets of 
stimuli: backpacks, Bluetooth speakers, external hard drives, hotels, 
and TVs. Participants were more likely to select the high-quality 
high-price options when the symmetrically dominated decoys were 
added to the choice sets compared to the control two-option condi-
tions (p < .001).  Further, participants were less likely to defer choice 
(i.e., search for other options) when the symmetrically dominated 
options were introduced to the set compared to the two-option condi-
tions (p < .001). Both effects were robust across stimuli.

Study 2 provides further evidence of the effect using actual 
purchase decisions of laptop bags. Participants were more likely to 
select a high-quality high-price laptop bag when a symmetrically 
dominated decoy bag was added to the choice set compared to the 
control two-option condition (p = .048). Further, participants were 
less likely to defer choice (i.e., not purchase a bag) when the decoy 
option was introduced to the set compared to the two-option condi-
tion (p = .014).  

Study 3 provides evidence for the process underlying the ef-
fects. First, we replicate our basic results (p < .006). Further, we 
show that our effect is mediated by feelings of regret (ab = .053, 
91% LLCI = .001, ULCI = .124) rather than changes in the impor-
tance that participants afford to the different attributes (ab = -.029, 
91% LLCI = -.224, ULCI = .165). In the presence (vs. absence) of 
the decoy, participants anticipate weaker feelings of regret from the 
choice of the high-quality high-price option relative to the choice of 
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the low-quality low-price alternative. In turn, the decrease in antici-
pated regret leads to a higher incidence of choice of the high-quality 
high-price option. Our process evidence suggests that consumers de-
sire, but are reluctant to choose the high-quality high-price option 
in the absence of the decoy. However, in the presence of the decoy, 
consumers tend to use that option in order to support choice of the 
desired high-quality high-price alternative, leading to lower feelings 
of anticipated regret.

Further studies provide evidence for two moderators of the ef-
fect. Study 4 shows that the symmetric dominance effect is larger in 
magnitude when the decoy is located next to the high-quality high-
price option (p < .001) compared to when it is located next to the 
low-price low-quality alternative (p < .001; interaction p = .013). 
Presumably, it is easier for people to rely on the comparison between 
the high-quality high-price option and the decoy when the two op-
tions are adjacent to each other. Finally, Study 5 shows that sym-
metric dominance replicates when there is a trade-off between price 
and quality (p < .001), but is eliminated when the two focal options 
present a trade-off on two attributes, both of which are associated 
with product quality (p = .187; interaction p = .055). Thus, symmet-
ric dominance is more likely to manifest in consumer decisions that 
involve price-quality tradeoffs.

Overall, our work has important implications for decision-mak-
ing theory because no extant theoretical framework or model can 
accommodate these effects.

The Attraction Effect in Product Size Judgments

EXTENDED ABSTRACT
Marketers attempt to present products so that they appear more 

attractive than competing products. Context effects have been widely 
studied as influencing the relative appeal of consumer products. In 
particular, the attraction effect occurs when a decoy option that is 
asymmetrically dominated by a target option increases the choice 
share of that dominating target option when the decoy is added to a 
binary choice set (Huber, Payne, and Puto, 1982; Huber and Puto, 
1983). While the attraction effect has been observed in a large range 
of contexts when stimuli are depicted as stylized or numeric (Tver-
sky, 1972; Pan, O’Curry, and Pitts, 1995; Simonson, 1989; Huber 
et al.,1982), the robustness of the attraction effect with perceptual 
stimuli has recently been called into question (Frederick et al., 2014; 
Yang and Lynn, 2014). Across four pre-registered studies, including 
paper and pencil and online studies, we demonstrate that the attrac-
tion effect is observed when making size judgments between visu-
ally presented product packages and when choosing between equally 
priced products. We also identify important factors influencing the 
robustness of the effect, particularly the importance of vertical vs. 
horizontal package orientation.

In our first experiment, building on recent research 
demonstrating context effects with geometric shapes (Trueblood et 
al., 2013), we tested whether the attraction effect is observed when 
making size judgments between product packages. Front-facing 
mock product packages were created for eight different brands; Ba-
rilla penne pasta, Ritz crackers, Cheezits crackers, Cheerios cereal, 
Chips Ahoy cookies, Jell-O mix, Domino sugar, and Tootsie Pops. 
For each brand, equal-area horizontally and vertically oriented boxes 
were created, which had the same dimensions with width and height 
reversed (except for Chips Ahoy).

A range-decoy image was then created for each package. Verti-
cal range decoys were less wide than vertical targets, and horizontal 
decoys were shorter than horizontal targets. Each image was also 
produced in an alternative color scheme, not used in the market. For 

each brand, participants were shown binary trials with identically 
sized vertical and horizontal packages and ternary trials in which a 
decoy option was added, asymmetrically dominated by one of the 
packages. The order of options from left to right, their orientations, 
and colors were all randomized. The attraction effect would be ob-
served if the probability of selecting the target option in a ternary 
trial was significantly greater than the probability of selecting the 
same option in a binary trial.

Results from Experiment 1 (N = 376) revealed an overall 
attraction effect for size judgments among visually presented 
consumer goods packages (χ²(1, N = 2107) = 20.20, p < 0.001, d 
= 0.11).

This was generally consistent across brands except for the dif-
ferently shaped Chips Ahoy packages, where the addition of a decoy 
decreased the choice share of the associated target option (χ²(1, N = 
266) = 6.33, p = 0.012, d = -0.19). Importantly, analyses revealed that 
the attraction effect, across all brands aside from Chips Ahoy, was 
only observed when the target and decoy options were vertical (χ²(1, 
N = 923) = 76.77, p < 0.001, d = 0.49) but not horizontal (χ²(1, N = 
918) = 1.29, p = 0.26, d = -0.05). We also found a strong horizontal 
bias, such that people viewed the horizontal package as larger than 
the equally-sized vertical package the majority (77%) of the time. 
Thus, the attraction effect being moderated by target package orien-
tation is consistent with Evangelidis, Levav, and Simonson (2018), 
which finds stronger attraction effects when the decoy is dominated 
by the less preferred option.

In experiment 2 (N = 278), we replicated the visual package-size 
attraction effect in an in-person, paper and pencil survey in which 
participants selected the largest Cheez-Its box from either a binary 
set or from a ternary set with a decoy, which increased selection of 
the target option as larger (t(274.89) = 3.49, p < 0.001, d = 0.42).

In Experiment 3 (N = 352), we systematically varied the 
package dimensions and orientation as potential moderators of the 
attraction effect. Participants judged the largest in binary or ternary 
sets of packages, with eight different dimensions, ranging from 
near square to highly elongated (e.g., as in the Chips Ahoy boxes in 
Experiment 1). In each binary pair, the two packages (one vertical, 
one horizontal) had the same surface area. In the ternary sets, a decoy 
package was added. We again found an overall attraction effect (χ²(1, 
N = 1994) = 34.47, p < 0.001, d = 0.15), significant when the target 
was vertical (χ²(1, N = 979) = 49.31, p < 0.001, d = 0.28) but not 
when the target was horizontal (χ²(1, N = 1015) = 0.65, p = 0.422, 
d = 0.03), as in Experiment 1. However, the degree of elongation of 
the packages did not moderate the attraction effect, either as a main 
effect (β = -0.07, p = 0.800) or in a non-linear relationship (β = 0.04, 
p = 0.290). Results were robust to different types of decoys (e.g., 
range vs. frequency).

In Experiment 4 (N = 446), we extended our findings from size 
judgments to product choices in which size was the primary basis 
for decision. We asked participants to choose which hypothetical 
package of crackers to purchase (from either the binary set or ternary 
set), with all options priced equally at $3.29. Participants made 
multiple choices, varying the elongation of the packages across 
choice sets as in Experiment 3. We observed an overall attraction 
effect (χ²(1, N = 2166) = 20.49, p = < 0.001, d = 0.10) which was 
significant for both vertical trials (χ²(1, N = 1082) = 16.50, p = < 
0.001, d = 0.13) and horizontal trials (χ²(1, N = 1084) = 5.10, p = 
0.02, d = 0.07), albeit with small effect sizes when the target was 
horizontal.

Overall, these findings demonstrate that the attraction effect oc-
curs for visual stimuli, affecting both prompted size judgments and 
choices among equally priced options. These findings provide robust 
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support for the practical application of the attraction effect in con-
sumer settings.
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SESSION OVERVIEW
This session embraces the rendez-vous conference theme by 

examining the role of language and culture in consumer behavior. 
Each paper takes a slightly different focus—on consumer percep-
tions, evaluations, or decisions—using experimental and field data 
to provide a rich understanding of the following topics: How does 
country personality influence brand perceptions via cultural stereo-
types? Why do brand names ending in vowels trigger cultural asso-
ciations with gender and warmth, increasing loyalty attitudes? And 
why does semantic precision increase perceived uniqueness of cul-
tural products? 

Karat and Kronrod introduce Country Personality DNA—the 
unique combination of human traits that are associated with a coun-
try—and explore how it influences perceptions of brands whose 
names sound typical of a specific country. Their results suggest that 
countries possess a distinct set of four “core gene” personality traits, 
and that new brands whose names sound like they originated from 
a particular country “inherit” these traits. This topic is of particular 
importance given the growing global marketplace. 

Pogacar, Angle, Shrum, Kardes, and Lowrey focus on the cul-
tural effect of gender perceptions activated by brand names. The au-
thors demonstrate that brand name length, stress, and vowel ending 
influence perceptions of brand name gender. Feminine name gender 
in turn leads to cultural inferences of warmth, which results in en-
hanced loyalty. The authors use both experimental and observational 
data, real and invented brands, and consequential and hypothetical 
choices. These findings have important implications for naming 
products that should seem ‘warm’ (and those that shouldn’t).

Lastly, Xie and Kronrod’s work reveals the novel link between 
semantic precision and perceptions of uniqueness of cultural prod-
ucts. The mere presence of more precise language, even about non-
central product attributes, influences the perceived cognitive distance 
of the words, and increases perceived product uniqueness for cultural 
products like international tourism. This finding is relevant given the 
demand for unique consumer experiences, and the saturation of com-
peting products vying to meet these demands.

Together the papers in this session highlight the important role 
of language and culture in consumer behavior. Each work addresses 
a unique aspect of this topic: foreign language brand names; brand 
names and gender associations; language precision and cultural 
products. Given the array of questions addressed, we expect to draw 

a broad audience and to spark an interesting rendez-vous among at-
tendees interested in language, culture, marketing communication, 
advertising, and branding.

Brand Names and Country Brand Personality DNA

EXTENDED ABSTRACT
This work introduces “Country Personality DNA” – the unique 

combination of human characteristics that are associated with a coun-
try – and explores the way it influences perceptions of new brands 
whose names sound typical to a specific country. Drawing from lit-
erature on branding, country of origin and country stereotypes, the 
work tests how spelling a brand name in a foreign language triggers 
associations with that country, and more specifically, with the spe-
cific set of human personality traits that belongs to that country.

In this study, we treat “Country Personality DNA” as a meta-
phor for a country’s hereditary brand personality. Through this lens, 
we examine the way countries with high brand equity, such as France, 
Germany or Japan, can pass on their recognizable personality traits 
to new brands with names that sound as if they originated from these 
countries. This is done through the process of instant activation of 
stereotypical personality traits associated with these countries. Based 
on these logical links we first theorize that countries have unique and 
identifiable combinations of humanlike personality traits (Country 
Personality DNA) in people’s perceptions. Further, following the 
DNA metaphor, we suggest that the country acts as a “parent” to the 
“child” brand, and the child brand inherits this unique set of person-
ality traits, which we call the “core genes”.

“Core genes” are the country’s highest ranking four personality 
traits. Just like the four genes that make up the human DNA, these 
genes have the strongest association with the “parent” country, and 
have the highest potential of being inherited by the “child” brand. 

Based on this reasoning, we next predict that a brand name that 
sounds like it originated from a particular country should “inherit” 
that country’s personality DNA — its unique combination of per-
sonality traits—and consequently consumers associate similar traits 
with that brand. Thus, we predict that new brand names that resemble 
a particular country-of-origin language—even if they are fictitious—
carry the same perceived “genetic make-up” (DNA traits) of their 
parent country’s brand.

Method
In our studies we focused on two of the G7 European countries 

(France, Germany) and one East Asian country (Japan), mainly be-
cause they are well-known countries which are similar to each other 
in terms of industrial and economic growth (Laš, 2018). In addition, 
these countries have identifiable different languages. Study 1 identi-
fies the ‘core genes’ that make up the unique combination of country 
personality DNA for France, Germany and Japan. We first selected 
29 personality traits from a pool identified in studies by Aaker et 
al., (2001), and Ferrandi et al., (2000) and Bosnjak et al., (2007). 
These traits were: Sincere, Kind, Spirited, Optimistic, Independent, 
Reliable, Intelligent, Confident, Glamorous, Charming, Sophisti-
cated, Good-looking, Shy, Sentimental, Affectionate, Tender, Genu-
ine, Stable, Aggressive, Tough, Elegant, Romantic, Peaceful, Naïve, 
Dependent, Dignified, Funny, Happy, Energetic. Next,   305 MTurk 
participants ranked these 29 personality traits on the extent to which 
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each of them described each of the 3 countries (France, Germany 
and Japan) if they were a person (1 = strongly disagree; 7 = strongly 
agree).  Each participants ranked one country, in a 3-cell between 
subjects design. Results of Factor Analyses suggest that each of 
the three countries has a unique set of four ‘core genes’ in people’s 
minds. We defined this set as the country’s Personality DNA.  The 
identified ‘core genes’ were:
 France: glamorous, sophisticated, elegant, and romantic; 
 Germany they are:  independent, intelligent, confident, and 

tough; 
 Japan: reliable, intelligent, stable and dignified. 

Study 2 demonstrates that these ‘core genes’ are ‘inherited’ by 
brands whose names sound original to the associated country. First, a 
pretest was conducted in order to identify fictitious brand names that 
are correctly identified with France, Germany and Japan. 14 brand 
names were tested against 17 countries (Albania, Bulgaria, China, 
Egypt, France, Germany, Greece, Italy, Japan, Mexico, Netherlands, 
Portugal, Romania, Russia, Spain, Turkey and USA). The fictitious 
names, included filler names from Turkish, Greek and Russian, 
looked and sounded like they came from a specific country of origin 
and were: Doğanoğlu, Μίαπαρέα, Bleusàur, L’Noir, Duprêté, Ne-
mashi, Miyoshi, Takitomo  Bäumtät, Müssler, Schaumbern, Süchtig, 
Экрейс, Клятва. Based on the pretest, six brand names, that showed 
strong associations with France, Germany and Japan, were chosen 
(two for each country): L’Noir (81.2%), Duprêté (42.6%), Scha-
umbern (76.2%), Süchtig (63.4%) and Miyoshi (80.2%), Takitomo 
(82.2%). These names were chosen for the main study. 

In the main study, 392 MTurk participants ranked the 29 human 
personality traits from study 1 on the extent to which they described 
each of the six brand names. Subsequently, participants guessed the 
country of origin for each of the six names. 280 participants guessed 
the country correctly, and analyses were conducted with this sub-
sample. Overall the results showed, as predicted, that there is a sig-
nificant overlap between the four traits of country personality DNA 
for each of the three focal countries, and the human traits that partici-
pants assigned to each of the brand names. Factor analyses showed 
similar factor loadings for the brand names, as we found for their 
“parent” countries. The means were strikingly similar.

To sum, we show that when brand names are recognized as 
being from a particular country, they evoke perceptions associated 
with humanlike personality traits associated with that country. This 
study is the first to identify inheritable country personality traits, and 
link them to branding. Theoretically, the findings contribute to our 
understanding of the way brand names with languages which sug-
gest country origin, influence perceptions of brand origin, in return 
influence brand perceptions, via country stereotyping.  As a market-
ing implication, utilizing the new Country Personality DNA model 
allows marketers, brand managers and entrepreneurs to create brand 
names that can instantly signal brand personality – which is espe-
cially important for new brands.

Is Nestlé a Lady? Brand Name Gender and Loyalty 
Attitudes

EXTENDED ABSTRACT
There are many ways a name can convey information about 

a brand, including semantics (Klink, 2001) and individual sounds 
(Lowrey & Shrum 2007). Brand names can also suggest gender. 
Names sound masculine or feminine due to length, sounds, and 
stress (Barry and Harper 1995). Specifically, feminine names tend to 
be longer, with stress on the second or later syllable, and often end 
in a vowel, especially the “a” sound (e.g., Lisa, Visa). Conversely, 

masculine names tend to have fewer syllables and end in a consonant 
(e.g., Brad, Ford). 

We examine when brand names with feminine versus masculine 
linguistic characteristics are advantageous. Beyond simply matching 
brand name gender to product category or user, weposit a process 
based on the Stereotype Content Model (Fiske et al., 2002) by which 
feminine brand names convey warmth (tolerance, good-naturedness, 
friendliness, sincerity). Because attributes like warmth are primary 
drivers of loyalty attitudes (Chaudhury and Holbrook 2001) we pro-
pose a link between brand names with feminine linguistic attributes, 
perceived warmth, and loyalty attitudes such that feminine brand 
names will enhance perceived warmth, which will enhance brand 
loyalty attitudes. 

We test these predictions in seven studies, varying types of 
brands (real, invented, Interbrand top brands), methodology (obser-
vational, experimental), stakes (hypothetical, economic, temporal), 
and participant population (MTurk, college students). In Study 1 we 
investigate whether brand name femininity is positively related to 
loyalty-based brand performance by examining the linguistic charac-
teristics of a real-world sample of Interbrand top brand names. Study 
2 examines whether brand name gender influences actual product 
choices with consequences for time (Study 2a) and money (Study 
2b). Study 3 tests the hypothesis that brand warmth mediates the 
relationship between brand name gender and self-reported brand 
loyalty using a sample of real-world brands. Study 4 tests the propo-
sition that brand warmth mediates the effect of brand name gender on 
brand loyalty attitudes for hypothetical brands in a controlled experi-
ment. Studies 5 and 6 test theoretically relevant boundary conditions, 
showing that the feminine brand name advantage is moderated by 
product category (hedonic vs. utilitarian; Study 5) and typical user 
gender (men vs. women; Study 6).

Study 1 tested the proposed association between feminine brand 
name linguistics and brand loyalty attitudes using a sample of Inter-
brand’s “Global Top Brands,” which are designated, in part, based 
on consumer loyalty. We coded 171 of Interbrand’s top brands for a 
twenty-year period from 2000-2019 using a validated name gender 
normative scale that quantifies the degree of linguistic masculinity 
or femininity from -2 (most masculine) to +2 (most feminine; Barry 
and Harper, 1980). Interbrand top brands have, on average, feminine 
names (p < .001); feminine names gender is positively associated 
with average rank on the Interbrand list (p = .01); and feminine brand 
names spent more years on the list than did masculine names (p = 
.008). Finally, comparing the Interbrand names with 171 randomly 
selected companies from Thomson Reuter’s Eikon database, and 
controlling for net income, net revenue, years in business, and num-
ber of employees, feminine brand name gender predicted Interbrands 
top brand status (p = .02). 

In Studies 2a and 2b we explore whether brand name gender 
influences product choices with real-world consequences. Study 
2a used a common consumer domain—streaming videos (N = 300 
mTurkers). Participants were told they would be evaluating a short 
video produced by one of two channels and then chose whether to 
spend their time watching a video from a feminine-named channel 
(Nimilia) or a masculine-named channel (Nimeld).  A significant ma-
jority chose to watching a video from the feminine-named “Nimilia 
Channel” (71% versus Nimeld: 29%, p < .001). Study 2b replicates 
these results with economic consequences by offering participants 
(N = 150 students) either monetary compensation or a choice of 
product: Nimilia or Nimeld brand hand sanitizer. Participants were 
significantly more likely to choose the feminine-named product than 
any other option (49% Nimilia hand sanitizer; 36% monetary com-
pensation; 14% Nimeld hand sanitizer; p < .001).
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Study 3 tested the hypothesized effect of brand name gender 
on perceived warmth and self-reported loyalty using a sample of 
real brands. We elicited a sample of relevant brands and coded their 
name gender using the scale from Study 1. We then asked a separate 
sample from the same mTurk population (N = 517) to evaluate each 
brands’ warmth and report their loyalty toward each brand. Hayes 
PROCESS model 4 showed that feminine brand name gender pre-
dicts warmth (p = .03), which predicts brand loyalty (p < .001), and 
the mediating role of warmth is significant (95% CI = [.001, .066]).

Study 4 provides causal evidence by experimentally manipulat-
ing brand name gender using a one-factor (name gender: feminine, 
masculine) between-subjects design and the same stimuli used in 
Studies 2a and 2b. Participants (N = 250 mTurkers) evaluated the 
feminine brand name as warmer (p < .001); warmth increased brand 
loyalty attitudes (p < .001); and warmth mediated the effect of brand 
name gender on loyalty attitudes (95% CI = [.52, .91]).

In Study 5 we tested the moderating role of product category 
(hedonic vs. utilitarian) using a 2x2 between-subject experiment 
(N = 781 mTurkers) and the same names used in Studies 2a, 2b, 
and 4. We find that feminine brand names benefit hedonic products 
(chocolate) more than utilitarian products (bathroom scale; p = .02). 
This suggests that warmth is a more valued attribute for hedonic than 
utilitarian products. 

Study 6 used a 2-factor between-subject design (N = 695 
mTurkers) and expanded stimuli set (Woldard; Stelad; Wolda; Steda) 
to examine the moderating role of typical user gender. Results show 
an interaction between name gender and typical user gender (p = .03) 
such that the feminine brand name advantage is neutralized when 
the typical user is male (e.g., stout beer; p = .43) but intact when the 
typical user is female (e.g., strawberry daquiri; p < .001). 

This research has important implications for brand managers 
and best-naming practices, as well as our theoretical understanding 
of brand loyalty, warmth, and linguistics.

Precisely Unique: Semantic Precision Increases Perceived 
Uniqueness of Cultural Products

EXTENDED ABSTRACT
Consumers often value uniqueness of cultural products such 

as a folk artifact or a tour (Kasey 2019). We suggest that product 
uniqueness can be evoked via a “precise-unique” heuristic, whereby 
more precise language increases perceptions of product uniqueness. 
Semantic precision is the extent to which the use of language con-
veys subject matters exactly as they are. We draw on the psycholin-
guistic literature suggesting that more precise words (e.g., scarlet 
versus red) are less prototypical members of their category (e.g., col-
ors) (Rosch 1983; Rosch and Mervis 1975), and consumers are less 
likely to think of more precise words when they process product in-
formation within their semantic category (Hamby and Levine 2015). 
We suggest that as a result, more precise words evoke perceptions 
that the product is more unique. This effect can be salient even when 
the words do not directly describe a product attribute. For example, 
a product review for a tour abroad that uses the word “robin” would 
elicit higher perceived uniqueness of the tour than if it uses the word 
“bird.” 

Four experiments provide empirical support for our predictions. 
Study 1 shows that semantic precision evokes reduced perceived 
category typicality. Study 2 tests the precise-unique heuristic in a 
cultural product context. Study 3 demonstrates that cultural prod-
ucts appear more(less) unique when their description is more(less) 
precise, and that the effect is mediated by category typicality such 
that the more(less) precise description resembles the same seman-

tic category to a lesser(greater) extent. Finally, Study 4 introduces a 
moderator and finds the precise-unique heuristic is moderated when 
a product is perceived as atypical by default. 

In Study 1 participants (n=162) first composed sentences from a 
list of 10 precise/non-precise words (e.g. bake/make, spotless/clean, 
cider/beverage). Next, participants indicated the category typicality 
of each word to its corresponding category (“when you think of the 
category, how likely are you to think of that particular word?”-1: not 
likely at all; 7: very likely). We used the mean of the ratings of the 
ten words (α=.91) as a composite measure of category typicality. Fi-
nally, participants indicated how precise were the ten words on four 
items (definite/exact/precise/specific, α=.91). 

Results. The high-precision words were rated as significantly 
more precise (M=5.33) than the low-precision words (M=4.90, 
F(1,160)=4.06, p=.046). As predicted, the aggregated category typi-
cality was significantly lower for the high-precision (M=5.00) than 
the low precision words (M=5.32, F(1,160)=3.98, p=.048). These 
results provided evidence that more precise words elicit lower per-
ceived category typicality.   

Study 2 (n=284) tested the effect of semantic precision on per-
ceived uniqueness. Participants read one of two ad texts promoting a 
t-shirt as imported from Europe/or Netherlands and rated the T-shirt 
uniqueness (distinct/original/special/unique, α=.90) and ad precision 
(α=.91). 

Results. “Netherlands” was rated as significantly more precise 
(M=4.14, t(282)=6.63, p<.001) than “Europe” (M=3.01). As predict-
ed, a T-shirt imported from the Netherlands was perceived as signifi-
cantly more unique (M=3.09, t(282)=2.53, p=.01) than when it was 
from Europe (M=2.60). Study 2 supported the prediction that seman-
tic precision of product descriptions increases perceived uniqueness 
of cultural products.

Study 3 (n=200) examined the effect of semantic precision on 
consumer perception of product uniqueness driven by category typi-
cality. Participants read an excerpt from a more/less precise review 
of a boat tour (e.g., “The dinner(meal) included soup(appetizer), 
fish(entrée), and pudding(dessert)”). Participants rated the tour’s 
uniqueness, category typicality of each of the high(low) precision 
words (e.g., pudding/dessert - dish), and how precise those twelve 
words were as a whole (α=.91).

Results. The review was rated as significantly more precise in 
the high-precision condition (M=5.30) than the low-precision condi-
tion (M=4.85, F(1,198)=6.73, p=.01). As predicted, category typical-
ity was significantly lower in the high-precision condition (M=4.69) 
than the low precision condition (M=5.33, F(1,198)=18.25, p<.001). 
Perceived uniqueness of the high-precision (M=5.48) and low-preci-
sion (M=5.29) conditions did not significantly differ (F(1,198)=1.15, 
p=.29). A mediation analysis (Hayes 2018) suggested that the effect 
of semantic precision on perceived uniqueness was fully mediated 
by perceived category typicality. Semantic precision was a signifi-
cant predictor of category typicality (β=.65, p <.001), and category 
typicality was a significant predictor of perceived uniqueness (β=.38, 
p <.001). Importantly, semantic precision was a significant predic-
tor of perceived uniqueness (β=-.43, p=.01). The mediation pathway 
from semantic precision to perceived uniqueness via category typi-
cality was significant (95% CI:[0.11,0.41]).

Study 3 provided evidence that semantic precision reduces cat-
egory typicality, which in turn increases perceived product unique-
ness. The insignificant direct effect of semantic precision on per-
ceived uniqueness can be attributed to the high inherent uniqueness 
of the tour experience. Study 4 addressed this issue specifically. 

Study 4 (n=125) examined the moderation effect of product 
inherent uniqueness on the “precise-unique” heuristic. Participants 
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were randomly assigned to one of four conditions representing a 
2 (more/less precise description) x2 (typical/atypical product) be-
tween-subjects design. They first rated perceived uniqueness of an 
ice-cream flavor (typical-Berry/Raspberry; atypical-Spice/Ginger). 
Next, they rated perceived precision of the flavor word, and the ex-
tent to which the flavor was typical on three 7-point scale semantic 
differential items (atypical/typical, unusual/usual, uncommon/com-
mon; α=.98).

Results. We found two main effects: Berry flavors were rated 
significantly more typical (M=4.32) than Spice flavors (M=2.13, 
F(1,123)=50.21, p<.001). Raspberry/Ginger was significantly 
more precise (M=5.88) than Berry/Spice in describing the flavors 
(M=4.02, F(1,123)=54.93, p<.001). We also found a significant in-
teraction between precision and typicality on perceived uniqueness 
(F(1,121)=5.32, p=.02). Within typical flavors, Raspberry (M=4.88) 
was significantly more unique than Berry (M=3.48, F(1,60)=13.24, 
p=.001). By contrast, for atypical flavors, Spice (M=5.40) and Gin-
ger (M=5.63) were not significantly different in perceived unique-
ness (F(1,61)=.49, p=.49). Study 4 demonstrated further that seman-
tic precision increases perceived product uniqueness, but also that 
the “precise-unique heuristic” is not salient for inherently atypical 
products.

To sum, our findings demonstrate the potential benefit of de-
scribing cultural products more precisely, as precise descriptions in-
crease perceived uniqueness of the products. In a consumption world 
valuing unique cultural experiences, the use of semantic precision 
can be an effective and costless tool to enhance consumer sense of 
product uniqueness.
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SESSION OVERVIEW
Understanding how consumers make health decisions is theoret-

ically and pragmatically important.  Why do consumers avoid going 
to their health practitioners? What causes consumers to have positive 
interactions with a provider and therefore become a repeat customer? 
Why do consumers seek illegal treatments? In part because of the 
important implications of these types of questions, a great deal of 
research has been devoted to understanding health decision-making 
in the fields of marketing, medical decision-making, and psychology, 
among others. This series of papers contributes to these literatures by 
offering novel insights about the drivers of (sometimes suboptimal) 
health decision-making.  

Currently, the medical decision-making literature emphasizes 
giving patients autonomy and the ability to choose their own treat-
ments, in a movement for “patient-centered decision making.”  Kas-
sirer, Levine and Gaertig (paper 1) show the downsides of decisional 
autonomy. In a series of studies, they compare advisers who give 
decisional autonomy to patients (by providing information but no 
explicit recommendations) to advisers who give paternalistic advice 
(by providing information and explicit recommendations).  Advisers 
who give decisional autonomy are penalized—viewed as less com-
petent, less helpful, and are less likely to be recommended.  

The medical decision-making literature also suggests that pa-
tients want their doctors to be socially warm during doctor-patient 
interactions.  Goksel, Berman and Scott (paper 2) suggest that this 
may not always be the case.  In particular, when patients have em-
barrassing symptoms, they prefer doctor-patient interactions that are 
socially cold or mediated by technology.  Patients expect socially 
warm interactions will cause more discomfort when disclosing em-
barrassing symptoms.  

Together, the first two papers look at how social intuitions 
and beliefs can drive consumers to dislike an interaction with their 
healthcare provider.  The last two papers look at the heuristics and 
biases in consumers beliefs about the severity of symptoms and the 
efficacy of treatments. 

Goksel, Faro and Puntoni (paper 3) examine how the cause of 
symptoms affects perceived severity of symptoms.  The same physi-
cal symptom (e.g., a rash displayed in a photograph) is judged to 
be less severe and painful when people think it was caused by psy-
chological (vs. physiological) factors.  Additionally, people are less 
likely to recommend a person seek medical help for a physical symp-
tom when it was caused by a psychological (vs. physical) reason.  

Finally, Gershon, Lieberman and Scott (paper 4) examine one 
reason why consumers might seek an illegal treatment.  The authors 
demonstrate an illegal=effective heuristic, where consumers think 
the same drug will be more potent, strong and effective if it is illegal 
(vs. legal).  Consumers even infer this when the drug is not legal for 
reasons unrelated to the safety and efficacy (e.g., a paperwork error).  

Collectively, these papers provide new insights into health de-
cision-making.  In particular, these papers examine social intuitions 
and lay beliefs that might lead consumers to avoid going to a doctor, 
dislike an interaction with their doctor, or even seek illegal treat-
ments. Such insights contribute to theories in marketing, psychol-
ogy, and medical decision-making, among other fields, and therefore 
should be of interest to a broad audience of scientists. 

The Costs of Autonomy: Decisional Autonomy 
Undermines Advisees’ Judgments of Experts

EXTENDED ABSTRACT
Imagine that you were recently diagnosed with a serious illness 

and you face a very difficult medical decision. You must choose be-
tween two medical treatments: Treatment A and Treatment B. Each 
treatment could potentially halt the progress of your illness, but they 
each are associated with different side effects. Even though your doc-
tor has provided you with all of the available information on each of 
the treatments, you still remain confused about which is the better 
choice. Thus, you ask your doctor what you should do. Your doctor 
reviews the potential costs and benefits of both treatments and re-
minds you that there is no objectively right answer. Ultimately, your 
doctor says that she cannot tell you what you should do and you will 
have to make the final decision. How would this make you feel about 
your doctor? How would this make you feel about the decision? 

Over the past several decades, the United States medical system 
has increasingly prioritized patient autonomy. Physicians routinely 
encourage patients to come to their own decisions about their medi-
cal care rather than providing patients with clearer, yet more pater-
nalistic, advice. Political theorists, bioethicists, and philosophers 
generally see this as a positive trend. In the current research, we chal-
lenge the philosophical and practical assumptions about the benefits 
of autonomy by exploring decision makers’ reactions to autonomy-
oriented versus paternalistic advice when making difficult decisions 
under uncertainty. We define autonomy-oriented advice as any ad-
vice that ultimately leaves the final decision to the advisee and is not 
accompanied by an explicit recommendation. We define paternalistic 
advice as any advice that contains an explicit recommendation. 

In a pilot study with a sample of employed physicians (N=127), 
we found that physicians were torn about whether autonomy or pa-
ternalism would be seen more positively by patients. Specifically, 
56%, 49%, 52%, and 48% of physicians believed that patients would 
find them to be more competent, more helpful, would be more likely 
to return to them, and more likely to recommend them, respectively, 
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for providing decisional autonomy instead of paternalistic advice 
(for all judgments, doctors’ expectations regarding which commu-
nication tactic would be favored by patients did not significantly dif-
fer from the null of an equal 50%/50% distribution, all ps ≥ .214). 
However, as we reveal across 6 studies (N=3,867), patients are not 
torn. Patients, and advisees in general, show a strong preference for 
paternalism. That is, they have more positive impressions of advisers 
who offer paternalistic rather than autonomy-oriented advice. 

In Study 1, participants (N=196) read a scenario that was similar 
to the opening example. Participants were asked to imagine that they 
were a patient who had a very difficult medical decision to make. 
They had to decide between two procedures and imagined that they 
asked their doctor what to do. Participants were randomly assigned 
to one of two conditions: autonomy or paternalism. Participants in 
both conditions read that their doctor reminded them that both pro-
cedures had different risks and that either could lead to a favorable 
outcome. Their doctor then either gave them a clear recommendation 
and said that they should choose procedure A (or B) (paternalism) or 
did not give them a recommendation and told them that the choice 
was theirs to make (autonomy). Participants who received paternal-
istic advice evaluated the doctor as more competent (F (1,194) = 
5.93, p = .016) and more helpful (F (1,194) = 6.11, p = .014) than 
participants who received full decisional autonomy. Moreover, par-
ticipants who received paternalistic advice indicated that they would 
be more likely to return to and recommend the doctor than those 
who received full decisional autonomy (F (1,194) = 5.66, p = .018). 
That is, participants who imagined themselves as patients showed 
a preference for paternalistic advice over full decisional autonomy. 
In Study 2 (N=451), we largely replicated these effects for medical, 
financial, and workplace advice. 

In Study 3 (N=802), we randomly assigned participants to a 
separate or joint evaluation condition (Hsee, 1996), and we exam-
ined how advice type influenced doctor choice. In both separate eval-
uation (89.1% vs. 77.9%, X2 (1) = 9.06, p = .003) and joint evaluation 
(67.5% vs. 33.5%), X2 (1) = 46.57, p < .001), we found that patients 
were more likely to choose the doctor who offered paternalistic ad-
vice. Consistent with Study 1, we again found that doctors who pro-
vided paternalistic advice were viewed as more helpful (ps < .001) 
and competent (ps < .065).

In Studies 4 (N=807) and 5 (N=806), we furthermore showed 
that the results hold regardless of whether an explicit recommenda-
tion was solicited or unsolicited and whether or not the advice was 
accompanied by more expert guidance. 

Finally, in Study 6 (N = 805), we extended our investigation 
to an abstracted context in which participants had to choose be-
tween two raffles, which entailed different risks and benefits. Par-
ticipants were paired with a raffle expert, who provided participants 
with some information about the raffles and then delivered either 
autonomy-oriented or paternalistic advice. Before participants re-
ceived the advice, they also evaluated how difficult the choice was 
for them to make. There was no main effect of advice type for any 
of our dependent measures (all ps ≥ .416). Importantly, however, 
there were significant interactions between advice type and decision 
difficulty for three of the four measures (competence, use again, and 
wages assigned; all ps ≤ .049), and a marginally significant interac-
tion for helpfulness (p = .096). Paternalistic advisers were seen more 
favorably than advisers who offered full decisional autonomy when 
decision difficulty was high, but this preference was attenuated (and 
sometimes reversed) when decision difficulty was low. These results 
suggest that advisees evaluate paternalistic advisers more favorably 
than advisers who provide decisional autonomy, but only when deci-
sion makers experience decision difficulty.

Taken together, our results demonstrate that decision makers 
evaluate advisers who give paternalistic advice more favorably than 
those who give autonomy-oriented advice. These results deepen our 
understanding of preferences for autonomy and paternalism and 
challenge the benefits of recently adopted practices in medical deci-
sion-making that prioritize autonomy. 

Communication Preferences in Medical Advice Seeking

EXTENDED ABSTRACT
What types of interactions do people want with healthcare pro-

viders when seeking medical advice? There is a growing conven-
tional wisdom that patients benefit from interacting with practitio-
ners who display interpersonal warmth towards their patients (e.g., 
Di Blasi et al., 2001; Howe, et al., 2019; Kraft-Todd et. al, 2017; 
Verheul, et al., 2010, etc.), and prefer to receive advice from hu-
mans rather than technology (e.g., Longoni et al., 2019; Promberger 
& Baron, 2006, etc.).

In this paper, we challenge this conventional wisdom that peo-
ple always prefer to consult with interpersonally warm healthcare 
providers, and explore consumers’ preferences for interpersonal 
warmth when seeking care. We argue that when patients have em-
barrassing symptoms, they become averse to interpersonally warm 
interactions with healthcare providers. We demonstrate an aversion 
to interpersonal warmth both as a preference for doctors who hold 
an interpersonally colder demeanor towards patients (Studies 1-4), 
as well as a preference for technology-mediated mediums of com-
munication (Studies 5-6).

Study 1 (N=446, hospital patients) establishes an aversion to 
interpersonal warmth in an externally valid, real-world context. We 
approached patients at a hospital waiting room to complete a survey. 
Patients wrote down the symptom they had, and chose which doctor 
they would like to see among two options: an interpersonally warm 
(facially expressive) doctor, or an interpersonally cold (facially ex-
pressionless) doctor. The more patients perceived their symptoms to 
be embarrassing, the more likely they were to choose the interper-
sonally cold doctor (β = .25, p < .001).

Study 2 (pre-registered: https://aspredicted.org/blind.
php?x=8r5yg8, N=737, MTurk) replicates these results using a dif-
ferent manipulation of interpersonal warmth, and investigates the re-
lationship between interpersonal warmth and anticipated discomfort 
in communication. Participants imagined either having symptoms 
that are embarrassing (e.g., diarrhea, hand warts) or non-embarrass-
ing (e.g., sore throat, knee pain), and calling their clinic for an ap-
pointment. Participants chose between two doctors: an interperson-
ally cold (strictly professional) doctor and an interpersonally warm 
(more casual) doctor. Participants were more likely to choose the 
interpersonally cold doctor for embarrassing symptoms (51.8%) 
than for non-embarrassing symptoms (40.4%, p < .001). Moreover, 
whereas those who felt embarrassed by their symptoms anticipated 
more discomfort speaking to an interpersonally warm (vs. cold) doc-
tor (p < .001), those do not feel embarrassed by their symptoms felt 
equally comfortable talking with two types of doctors (p = .29).

Study 3 (pre-registered: https://aspredicted.org/blind.
php?x=n5mk4c, N=550, MTurk) demonstrates a boundary condition 
for aversion to social warmth. It manipulates the perspective of the 
decision maker and shows that third parties underestimate patient 
preferences for socially cold communicators. Participants either took 
the perspective of a patient and chose a doctor for themselves (Self 
condition), or the perspective of a nurse and assigned a patient to a 
doctor (Other condition). In both conditions, patients had an embar-
rassing symptom. As predicted, participants were less likely to assign 
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a patient to the interpersonally cold doctor (38.1%) than they were 
to choose the interpersonally cold doctor for themselves (49.4%, p = 
.007). Moreover, participants in the Self condition anticipated more 
discomfort with the interpersonally warm doctor, while participants 
in the Other condition expected patients to feel greater discomfort 
with the interpersonally cold doctor (p < .001).

In order to disentangle the mechanism behind these pref-
erences, Study 4 (pre-registered: https://aspredicted.org/blind.
php?x=j6wz4u, N=141, Behavioral Lab) examines two opposite 
intuitions about interpersonal warmth in doctor-patient interactions. 
We manipulated the intuition people considered before choosing a 
doctor: participants either evaluated how much discomfort they an-
ticipated when talking to a doctor (Discomfort condition), or how re-
assured they thought a doctor would make them feel regarding their 
embarrassing symptoms (Reassurance condition). While partici-
pants anticipated greater discomfort with the interpersonally warm 
doctor (p < .001), they also expected this doctor to provide greater 
reassurance (p < .001). Moreover, participants were more likely to 
choose the interpersonally warm doctor in the Discomfort condition 
(65.7%) compared to the Reassurance condition (45.1%, p = .014). 
Thus, even though people expect the interpersonally warm doctor to 
provide them with greater reassurance about their condition, the fact 
that they would feel uncomfortable when revealing their symptoms 
leads them to avoid interpersonal warmth.

Studies 1-4 demonstrate consumer preferences for interper-
sonally colder doctor-patient interactions. Studies 5 and 6 explore 
the role of technology in mediating these interactions and test an 
implication of the previous findings: Consumers may prefer colder 
mediums of communicating with doctors when they have embar-
rassing symptoms. Study 5 (N=385, MTurk) investigates consumer 
discomfort associated with using a variety of technology-mediated 
communication mediums when seeking medical information for 
either embarrassing or non-embarrassing symptoms. Participants 
rated the extent to which different mediums of communication were 
perceived to facilitate interpersonally warm interactions (e.g., email, 
online-chat, video call). They also reported their discomfort in us-
ing each medium to get information about either an embarrassing or 
non-embarrassing symptom. A linear regression predicting discom-
fort revealed a symptom X warmth interaction (β = .57, p < .001): 
warmer mediums of communication elicited more discomfort, but 
only when symptoms were embarrassing (embarrassing symptoms: 
β = .51, p < .001; non-embarrassing symptoms: β = -.06, p = .22).

Lastly, Study 6 (N=252, Behavioral Lab) demonstrates the 
effect of embarrassment on the preference for using technology in 
order to avoid speaking to experts. Participants imagined going to 
a pharmacy to search for medicine either for an embarrassing or 
non-embarrassing symptom. They then chose between using a mo-
bile app and speaking to a pharmacist to get more information. As 
predicted, participants were more likely to choose to use the app for 
embarrassing symptoms (37.9%) compared to non-embarrassing 
symptoms (22.6%, p = .009). 

In sum, this research shows that not only are consumers averse 
to interpersonal warmth in doctor-patient interactions, this aversion 
also encourages them to use technology in order to avoid interacting 
with experts when they have embarrassing symptoms. These find-
ings suggest that, as opposed to the conventional wisdom, setting an 
interpersonally colder doctor-patient relationships can mitigate the 
effect of embarrassment on the avoidance of contacting experts.

The Effect of Causal Explanations on Judgments of 
Medical Symptoms

EXTENDED ABSTRACT
Many medical conditions are complex in nature which makes it 

difficult for lay people to understand their causes and consequences. 
For instance, chronic conditions such as fibromyalgia, psoriasis, or 
irritable bowel syndrome diseases still lack awareness and under-
standing in society although millions of people have their everyday 
lives severely affected by their symptoms (e.g., Brody, 2017; Hayes 
et al., 2010; Horn et al., 2007; Stern et al., 2004; Wardle, 2017, etc.). 
One common factor to these illnesses is that they are believed to 
involve both the psychological and the physical states of individuals 
(e.g., Kellner, 1994; Perrott et al., 2000; Stojanovich & Marisavljev-
ich, 2008, etc.).

An extensive line of research on mind-body dualism has shown 
that people tend to think of the mind and the body as two separate 
entities (Forstman & Burgmer, 2015, 2017). While in reality the 
mind and the body are often closely linked in the demonstration of 
illnesses (Ray, 2004), it is unclear whether lay people appreciate this 
connection or whether they fall prey to dualistic reasoning instead 
when making judgments regarding different medical symptoms.

In the present research, we argue that beliefs about the underly-
ing causes of medical symptoms influence lay people’s perceptions 
of the severity of medical symptoms, and their intentions to take 
medical action regarding these conditions. While previous research 
looked at judgments regarding medical symptoms in the absence 
versus presence of medical evidence (Asbring & Narvanen, 2002; 
Looper & Kirmayer, 2004; Ruddere et. al, 2012; 2013), we instead 
contrast lay people’s perceptions of medical symptoms when these 
are driven by different types of causes. In particular, we investigate 
whether people perceive the same observable medical symptom dif-
ferently when they believe that it is caused by a psychological as 
opposed to a physical reason. Across three studies, we demonstrate 
that having a psychological (versus physical) cause to a medical 
symptom decreases (1) its perceived severity, (2) people’s tendency 
to recommend medical care for it, and (3) their likelihood to examine 
its cause.

Study 1 (N = 488, pre-registered) investigates people’s per-
ceptions of a skin rash when it is caused by psychological reasons 
or physical reasons. Participants saw a picture of a skin rash and 
were told that it developed either as a reaction to temporary stress 
(psychological cause), or food (physical cause). They made a choice 
about whether they would recommend a patient to go to a doctor, or 
wait for a few days which was our dependent measure. Participants 
then completed a six-item measure of severity (e.g., how red the rash 
looks, how itchy it feels, etc.). Participants were less likely to recom-
mend the patient to see a doctor when the rash had a psychological 
cause as opposed to a physical cause (β = -.38, p = .05). Addition-
ally, they thought that the rash with a psychological cause was less 
severe (p < .001). Severity ratings mediated the effect of the cause 
type on their tendency to recommend medical care (IE = -.39, 95% 
CI = [-.64, -.18]).

Study 2 (N = 487, pre-registered) shows the robustness of the 
previous findings for another observable symptom. Participants lis-
tened to an audio of a patient coughing and were told that the cough 
developed as a reaction to either anxiety (psychological cause) or 
being exposed to chemicals in the air (physical cause). They then 
made the same choice of recommendation, and completed a measure 
of severity (e.g., how loud the cough sounds, how scratchy it feels, 
etc.). Participants were less likely to recommend the patient to see a 
doctor (β = -.57, p = .003) and perceived the cough to be less severe 
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(p = .005) when it had a psychological cause. As before, severity rat-
ings mediated the tendency to recommend medical care (IE = -.27, 
95% CI = [-.47, -.08]).

Study 3 (N = 898) looked at the influence of temporal primacy 
in judgements of medical conditions. Specifically, it explored cases 
when an individual suffers from multiple medical symptoms, and 
investigated how causal belief influence the extent to which indi-
viduals prioritize seeking care for the causally central medical con-
dition among two symptoms. We predicted that individuals have an 
overall tendency to treat the causally central symptom, but that this 
tendency would decrease when a psychological symptom leads to a 
physical symptom. Participants imagined a person developing two 
different medical symptoms. We had two focal conditions, where we 
described an individual developing a skin rash and anxiety. In one 
condition, anxiety was described as the central cause leading to a 
skin rash, and in the second condition a skin rash was described as 
the central cause leading to anxiety. In addition, we had two con-
trol conditions. In one of the conditions, a person was described 
of having two psychological symptoms (i.e. anxiety and sleepless-
ness), while in the other condition a person was described of hav-
ing two physical symptoms (i.e. sore throat and skin rash). In all 
experimental conditions, participants were highly likely to treat the 
symptom that appeared first (86%-97%) except for the condition in 
which a psychological symptom caused a physical symptom (67%). 
In particular, participants were less likely to treat the causally central 
symptom when it was a psychological symptom, leading to a physi-
cal symptom, compared to all other conditions (ps < .001).

In sum, these studies show that casual beliefs about the underly-
ing cause of medical symptoms influences both perceptions of sever-
ity and the intentions of providing medical care. Symptoms caused 
by psychological illness are perceived to be less severe and less 
likely to warrant medical care.

The Illegal = Effective Heuristic

EXTENDED ABSTRACT
When deciding whether to try a drug or treatment, whether for 

recreational, medical, or other purposes, two of the most important 
factors for consumers to consider are safety (i.e., how likely is the 
drug to cause side-effects?) and efficacy (i.e., how potent and ef-
fective is the drug?). This work looks at consumer perceptions of 
illegal (vs. legal) products. When discouraging the use of illegal 
substances, public health campaigns often highlight safety concerns. 
Our research finds that people already tend to believe that illegal sub-
stances are less safe than legal substances, but surprisingly, they also 
perceive illegal substances as more effective. Three studies establish 
the existence of this illegal = effective heuristic; across a range of 
substances, illegal products are viewed as stronger, more potent, and 
more effective than legal products. This effect holds even when the 
product is illegal for reasons explicitly unrelated to efficacy or safety 
(i.e., a paperwork error).

Consumers often lack complete information about their product 
choices, either because attributes cannot be observed or because pro-
curing attribute information is prohibitively costly.  In all these situ-
ations, consumers make inferences about product attributes based on 
their lay beliefs.  For example, a consumer might infer that a product 
is high quality because it has a warranty, or infer that a healthy food 
will be less tasty (Srivasta & Mitra, 1998; Raghunathan, Naylor, & 
Hoyer, 2006).  Oftentimes, these lay beliefs involve looking at an 
easily observable attribute (e.g., whether there is a warranty) to make 
an inference about a difficult to observe attribute (e.g., quality).  Here 

we look at an important new lay belief surrounding legality. We posit 
that illegal drugs are viewed as more effective.  

As an initial test of the illegal = effective heuristic (Study 1, 
N=404), participants evaluated a fictional product that was either de-
scribed as legal or illegal.  To test for robustness, we also manipulated 
whether the drug was a utilitarian (sleep aid) or hedonic (intoxicant) 
product, in a 2x2 between-subjects design. Participants were asked 
to imagine the following: “Stava is a beverage made from Piper Me-
thysticum, a plant native to the western Pacific Islands.” Those in the 
utilitarian condition further read, “Stava is typically used as a me-
dicinal sleep aid,” while those in the hedonic condition read, “Stava 
is typically used as a social drink and makes its users intoxicated.” 
Finally, participants read, “Stava is legal [not legal]”. Participants 
then responded to the following items: effectiveness (3-item scale: 
strength, potency, effectiveness; alpha = .86) and safety (2-item 
scale: safety and concern about side-effects [reverse-scored]; alpha 
=.76). We found a non-significant interaction of condition (utilitar-
ian/hedonic) and treatment (legal/illegal) on effectiveness. For both 
conditions, participants believed the illegal drug was indeed less safe 
(Ps<.01), but more importantly, also more effective (Ps<.01).

Study 2 (pre-registered, N=754) was designed as an additional 
demonstration and robustness check of the illegal = effective heu-
ristic. As in study 1, our key manipulation was whether a product 
was described as illegal or legal, and we tested for robustness across 
different products (a stimulant, an exercise supplement, or a weight-
loss drug). Therefore, this study followed a 2x3 between-subjects 
design. Participants responded to the same effectiveness and safety 
items used in Study 1. There was a significant effect of the legal-
ity treatment (p<.001), but no effect of the product type condition. 
That is, across all three products, participants who were told that the 
product is illegal rated it as not only less safe, but also significantly 
more effective.

Study 3 (N=401) was designed to test whether the illegal = ef-
fective heuristic persists when the drug (in this case, a sleep aid) is il-
legal for reasons explicitly unrelated to efficacy or safety. This study 
had 5 between-subjects conditions: 1) Legal, 2) Illegal (no reason 
provided), 3) Illegal due to paperwork error, 4) Illegal due to side-
effects, and 5) illegal even though it is as safe as the leading sleep-
aids. All illegal conditions were perceived as more effective than the 
legal treatment (p<.001). For an additional effectiveness measure, 
we asked how many people (out of 100) would likely find relief us-
ing the treatment. For all treatments, participants believed that more 
people would find relief from illegal (vs. legal) treatments. Beliefs 
about safety remained higher for the legal condition compared to the 
illegal conditions. Study 3 shows that individuals continue to believe 
that an illegal treatment will be more effective, even when the drug 
is illegal for reasons unrelated to strength, potency, or even safety. 

We find that illegal products are indeed viewed as less safe than 
legal products, but surprisingly we also find that they are perceived 
to be more effective. As with other heuristics, the illegal = effective 
heuristic may at times be an accurate inference. For example, the 
healthy = expensive intuition finds that while healthier foods are cer-
tainly more expensive at times, consumers overgeneralize this belief 
to contexts where it is not the case (Haws, Reczek, & Sample, 2017). 
There are many possible reasons for a drug to be illegal, ranging 
from safety concerns to issues related to politics, sourcing, and his-
tory. We demonstrate that the illegal = effective heuristic holds even 
when the product in question is illegal for reasons unrelated to ef-
ficacy or safety. This finding has implications for public health and 
marketing. For example, the legalization of products such as CBD 
(a cannabis derived product) may lead consumers to infer reduced 
potency compared to when the product was not available legally. 
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Additionally, individuals with lower concern about legal repercus-
sions and high concern about potency (e.g., people suffering from 
addiction or other mental illness) may assume that illegal products 
are more effective at treating their suffering than legal alternatives 
offered by their doctor. While many public health campaigns educate 
individuals about the safety concerns of illegal drugs, we hope to 
further explore this effect by studying whether we can reduce inter-
est in illegal substances by reducing perceived effectiveness instead. 
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SESSION OVERVIEW
We all have a sense of who we are in the context of our social 

roles, ethnic or national affiliations, and character traits (Reed et al. 
2012). Self-identity—defined as one’s overall sense of self—guides 
our thoughts and feelings and influences our behavior (Kleine et al. 
1993). Early self-identity research has primarily focused on how 
priming specific identities or constructs influences identity-relevant 
attitudes through self-esteem or self-consistency (Kettle and Häubl 
2011; Reed et al. 2012). However, much remains unknown about 
the mechanisms responsible for the effects of self-identity on con-
sumption decisions and behaviors. The papers in this session aim to 
address this gap by examining two important questions: 1) how does 
self-identity activated by contextual cues affect product evaluations 
and consumption decisions? and 2) how does a multifaceted view of 
self-identity influence identity-relevant choices?

The first two papers in this session examine the influence of 
self-identity prompted by contextual cues. Kettle and Mantonakis 
show that adding a personal signature to marketing stimuli affects 
consumption behavior. They find that a personal signature could be 
an identity prime and enhance product evaluations when the con-
sumer’s relevant identity is associative to the signer’s identity but 
lowers evaluations when the identity is dissociative. In the second 
paper, Kim and Häubl argue that the timing of identity salience is 
critical when self-identity is involved in the activation of an imple-
mental mindset. They find that an identification request that taps into 
self-identity at the beginning of a shopping process induces an imple-
mental mindset (e.g., planning which product to buy), which renders 
consumers more likely to make a purchase. 

The next two papers focus on how a multifaceted view of self-
identity influences identity-relevant actions. Dommer and Winterich 
show that consumers’ perceptions of the similarity between two iden-
tity options depend on self-variety—the extent to which the self is 
composed of many different and diverse identities. They find that in-
dividuals with low (vs. high) self-variety perceive two identity goods 
as more similar (vs. dissimilar) to one another, which makes it easier 
(vs. harder) for them to choose between the options. The final paper 
examines how consumers’ decision confidence varies as a function 

of a salient identity’s agentic properties. Morgan, Kettle, and Reed 
show that an identity’s agentic properties derive from the tendency 
for individuals to let others choose for them in situations where that 
identity is relevant and diagnostic. They examine that making an au-
tonomous (vs. heteronomous) identity salient induces self-product 
connections and thus reduces the likelihood of post-choice switch-
ing.

Together, these four papers examine mechanisms by which con-
sumers’ self-identity influences how they evaluate products, make 
choices, and act upon those choices. The research presented in this 
session has implications for researchers interested in consumer iden-
tity, self-variety, agency, and judgment and decision-making.

Look for the Signature: Personal Signatures on 
Marketing Stimuli Affect Consumption by Making 

Identities Salient

EXTENDED ABSTRACT
Management at Niagara’s Riverview Cellars once added a fac-

simile of the winemaker’s personal signature to the back label of a 
wine sold exclusively at their retail store. Adding the signature was 
associated with an (statistically significant) 80% sales increase – re-
markable given that the signature was printed on the bottle’s back 
label. What could explain this?

Marketers intuit that signatures signal quality (Smith 2012). Yet, 
people sign their name to represent their identity in writing (Hawkins 
2011), and a personal signature is thus a meaningful symbol of a 
person’s identity (Koo and Fishbach 2016). As an identity symbol 
for the signer, we hypothesize that a personal signature serves as an 
identity prime and thus makes salient identities within a consumer’s 
self-concept that are relevant to the signer’s identity. This implies 
that a personal signature on marketing stimuli (e.g., label, advertise-
ment) should enhance (attenuate) product evaluations and preference 
among consumers with an associative (dissociative) identity relevant 
to the signer’s identity.

For clarity, identity self-importance describes the chronic role 
of an identity within the individual’s self-concept, identity salience 
describes the current activity of an identity in one’s thoughts, and 
identity prime is an intervention that generates identity salience (Ket-
tle 2019); Reed 2012). An associative identity is one possessed by 
the signer that the consumer also sees in themselves (e.g., consumer 
and signer are both American), whereas dissociative identity is an 
identity possessed by the signer that conflicts with the consumer’s 
identity (e.g., consumer is American, signer is Canadian).

Studies 1-2 were retail field experiments. In study 1, we ma-
nipulated whether the winemaker’s personal signature was printed 
on a display sign located next to one type of wine in the store. We 
had a control condition with no display sign, a second control condi-
tion with a display sign featuring no personal signature, and a third 
condition with a display sign featuring a facsimile of the personal 
signature. The personal signature was associated with significantly 
greater sales as compared to the control conditions.

We conducted study 2 during a wine tasting: we manipulated 
whether the winemaker’s personal signature was printed on the bot-
tle’s back label. Participants rated the taste and quality of the wine. 
We operationalized relevant self-important identity as whether the 
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consumer self-identified as Ontarion. The personal signature gener-
ated more favourable product evaluations and greater product sales 
among consumers with an associative identity, but less favourable 
evaluations (with no effect on sales) among consumers with a dis-
sociative identity.

Studies 3-5 were online experiments. In study 3, we crafted fic-
titious signatures for the founders of two unfamiliar brands (Blue-
bird Farms, Farm Boy) and we independently manipulated whether 
a personal signature was present on (versus absent from) the product 
label and whether the signer’s identity was associative (versus disso-
ciative) relative to the participant’s home state. Replicating study 2, 
the personal signature on the product label led to more (less) favor-
able evaluations of products in the associative (dissociative) identity 
condition, but only among consumers with high identity self-impor-
tance. 

Study 4 tested the mental mechanism (identity salience) by ma-
nipulating the diagnosticity of a subsequent hypothetical donation 
scenario (ostensibly) unrelated to either the personal signature or the 
marketing stimuli. Using an associative identity (home state) in all 
conditions, we independently manipulated the presence (versus ab-
sence) of a fictitious personal signature on the label of an unfamiliar 
brand (Organic Valley), and whether a subsequent donation scenario 
was identity-diagnostic (versus non-diagnostic). In the identity-di-
agnostic condition, we described donation recipients as originating 
from the participant’s home state: in the non-diagnostic condition we 
provided no information about recipients’ origins. As hypothesized, 
the self-importance of the consumer’s associative identity only pre-
dicted donation amount in one condition: the personal signature 
present and identity-diagnostic condition. In all other conditions, 
identity self-importance did not predict donations.

Study 5 examined generalizability by manipulating whether 
the personal signature of baseball legend Derek Jeter appeared on 
Modavo watch advertisements. We asked 300 American men to rate 
the watches, indicate purchase interest, and rate the self-importance 
of their baseball identity. Replicating studies 2-4, the signature en-
hanced (lowered) product evaluations among passionate baseball 
fans (men who dislike baseball), and identity self-importance mod-
erated the mediating role of product evaluations in the effect of per-
sonal signatures on purchase interest.

Our research contributes to our understanding of consumer 
identity by showing that an identity within a consumer’s self-concept 
can be made salient by a cue that is not specific to that particular 
identity – the personal signature of another person who possesses a 
relevant identity.

The Logged-In Shopper: How Consumer Authentication 
Influences Purchase Behavior

EXTENDED ABSTRACT
With the rise of digital retail platforms, authentication (e.g., 

login) has become an important topic for both firms and research-
ers (Schaupp and Belanger 2005; Lee et al. 2012). Authentication 
is defined as the process or action of verifying the identity of a user 
(Basu and Muylle 2003) and it generally requires the user to enter 
identifying credentials (e.g., email address, fingerprint, etc.). Intui-
tively, authentication is irritating to consumers. Prior research shows 
that breaking the continuity of online shopping can reduce consum-
ers’ purchase motivation (McDowell et al. 2016). Therefore, it is in 
a firm’s best interest to minimize consumers’ effort associated with 
authentication until time for checkout (e.g., Expedia’s login recom-
mendation at checkout). In contrast to this view, we propose that en-
countering a request to authenticate when entering a store increases 

consumers’ likelihood of making a purchase. This is because “on-
entry” authentication requests activate an implemental mindset (i.e., 
focusing on the implementation of a goal-directed behavior), which 
in turn increases consumers’ likelihood of purchasing a product. On 
the other hand, when entering a store without such authentication, 
consumers are more likely to be in a deliberative mindset (i.e., con-
sidering the pros and cons of pursuing a specific goal), and therefore, 
they tend to be less certain about whether they should make a pur-
chase. In this case, encountering a request to authenticate just before 
completing a purchase does not activate an implemental mindset, 
which in turn reduces their likelihood of purchasing a product. More-
over, we propose that salience of self-identity during the authenti-
cation process is critical to activate an implemental mindset. Prior 
literature implies that an implemental mindset is induced when the 
sense of self is made salient during goal pursuit (Bayer and Gollwit-
zer 2005). Consistent with this, we examine how making an identity 
salient (vs. CAPTCHA) during the authentication process activates 
an implemental mindset, rendering consumers more likely to pur-
chase. Three experiments support our theorizing.

In Experiment 1 (N=318), MTurk participants were randomly 
assigned to one of two conditions (authentication request: at the be-
ginning vs. near the end). Participants were instructed that they were 
considering purchasing a new backpack in an online store and that 
there would be a draw at the end of the study in which one partici-
pant would be chosen as the winner. Before beginning the shopping 
task, participants were asked to provide their email address so that 
they could be contacted if they are the winner. In the authentication-
request-at-the-beginning condition, participants were required to log 
in by confirming their (previously typed) email address to enter the 
store, whereas participants in the authentication-request-near-the-
end condition entered the store without the login request. If partici-
pants chose not to enter the store, they proceeded to an unrelated 
study. Once participants entered the store, they had the opportunity 
to purchase one of eight different backpacks, but were free to exit the 
store without making a purchase. In the authentication-request-at-
the-beginning condition, participants completed their purchase with-
out additional authentication at checkout, whereas in the authenti-
cation-request-near-the-end condition, participants were required to 
log in by confirming their email address in order to complete their 
purchase. The dependent variable was whether a participant com-
pleted the purchase of a backpack. We showed that when consumers 
encountered an authentication request at the beginning (vs. near the 
end) of a shopping process, they were more (vs. less) likely to make 
a purchase (=20% vs. =10%; (1)=4.89, p=.03).

In Experiment 2 (N=150), we replicated our previous findings 
and tested whether an implemental mindset mediates the early au-
thentication effect by introducing a procedure that offsets a delib-
erative-implemental mindset. MTurk participants were randomly 
assigned to a 2 (authentication request: at the beginning vs. near the 
end) x 2 (cross mindset manipulation: present vs. absent) between-
participants design. In the cross-mindset-manipulation-present con-
dition, there was an additional procedure after the manipulation 
of authentication which was the same as in Experiment 1. In the 
authentication-request-at-the-beginning condition, after participants 
logged in and entered the store, a deliberative mindset was activated 
by listing five potentially positive and five potentially negative con-
sequences of switching banks. By contrast, in the authentication-re-
quest-near-the-end condition, after participants entered the store, an 
implemental mindset was activated by planning the implementation 
of switching banks and listing five steps to execute the plan. In the 
cross-mindset-manipulation-absent condition, there was no addi-
tional procedure after the manipulation of authentication. The depen-
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dent variable was whether a participant completed the purchase of a 
backpack. We showed that the early authentication effect was attenu-
ated in the cross-mindset-manipulation-present condition (=10% vs. 
=15%; (1)=7.48, p=.39), but not in the cross-mindset-manipulation-
absent condition (=31% vs. =6%; (1)=4.70, p=.03).

In Experiment 3 (N=398), we tested an important boundary 
condition: identity salience. MTurk participants were randomly as-
signed to a 2 (authentication request: at the beginning vs. near the 
end) x 2 (identity salience: authentication vs. CAPTCHA) between-
participants design. In the authentication condition, the manipulation 
of authentication at the beginning versus authentication near the end 
was the same as in Experiment 1. In the CAPTCHA condition, on 
the other hand, participants proved that they were not a robot at the 
beginning (vs. near the end). The dependent variable was whether a 
participant completed the purchase of a water bottle. We showed that 
the early authentication effect held in the authentication condition 
(=25% vs. =13%; (1)=4.56, p=.03), but not in the CAPTCHA condi-
tion (=21% vs. =19%; (1)=.25, p=.61). This experiment rules out an 
alternative explanation based on the sunk cost fallacy. If the increase 
of the purchase rate in the authentication-at-the-beginning condition 
is driven by the mere effort that consumers invest in the purchase 
process, then the purchase rate in the CAPTCHA-at-the-beginning 
condition should also have increased. However, as demonstrated, 
this was not the case.

This research examines how the timing of consumer authentica-
tion influences shopping behavior. It contributes to prior literature on 
how contextual cues that consumers encounter while shopping acti-
vate deliberative versus implemental mindsets and thereby influence 
their purchase behaviors. Our findings have an important managerial 
implication: firms can benefit from providing authentication requests 
first in a shopping environment.

Choosing Between “Me’s”: Why Greater Self-Variety 
Makes It More Difficult to Choose Between Identity 

Goods

EXTENDED ABSTRACT
Consumers are motivated to behave in identity-congruent ways 

(Oyserman 2009). As such, prior research has established consum-
ers’ preference for identity products, especially when the identity is 
salient (Reed et al. 2012). But these paradigms have traditionally 
pitted goods that express or are linked to one’s identity (“identity 
goods”) with neutral (no identity) goods, prompting the question – 
what happens when an individual must choose between two identity 
goods? 

In the typical choice model, choosing creates conflict because the 
chosen option is never perfect, and the forgone option has some desir-
able aspects that are lost (Festinger 1964; Shultz, Léveillé, and Lepper 
1999). The more features shared by choice options, however, the less 
time needed to make the decision (Chernev 1997; Houston, Sherman, 
and Baker 1991; Nagpal et al. 2011). In the extreme case, choosing 
between two identical goods should be very easy. On the other hand, 
choosing between two very distinct goods is more difficult, as consum-
ers experience conflict when choice involves trade-offs among different 
attributes (Shugan 1980). Thus, the difficulty experienced when choos-
ing between two identity goods should depend on the similarity be-
tween the two identity options. We believe that consumers’ perceptions 
of the similarity between two identity options will depend on how much 
similarity (or distinctiveness) they have within their self—a measure 
we are calling “self-variety.”

The self links various aspects of self-knowledge, including 
roles, identities, and traits based on associative relations (Campbell, 

Assanand, and Di Paula 2000; Gramzow et al. 2000; Greenwald et 
al. 2000; Reed and Forehand 2016; Reed et al. 2012). The amount 
of variety within the self essentially assesses how distinctive each 
identity is from others within the global self, based on the degree of 
shared associations between each identity (Campbell et al. 2000). At 
one end of the spectrum, low self-variety, the self can contain a few 
identities with many associations, creating an amorphous whole with 
little differentiation. At the other end of the spectrum, high self-va-
riety, the self can contain a greater number of identities with few as-
sociations, indicating that the self is multifaceted and unique across 
identities, contexts, and situations. 

Identities share more in common for individuals with low self-
variety than individuals with high self-variety. Such identity integra-
tion can help reduce conflict across identities (Benet-Martínez et al. 
2002; Zou, Morris, and Benet-Martínez 2008). Thus, we believe that 
individuals with low self-variety will perceive two identity goods as 
more similar to one another, which should make it easier for them 
to choose between the options (Chernev 1997; Houston et al. 1991; 
Nagpal et al. 2011). On the other hand, because their identities are 
distinct from one another, individuals with high self-variety should 
view identity goods as being more dissimilar to one another. Without 
a dominant option, it should be difficult for them to choose between 
two identity goods (Dhar 1997; Shugan 1980; Tversky and Shafir 
1992).

Six studies support our theorizing. In study 1a, a panel of par-
ents made a hypotehtical choice between two pairs of socks and 
completed our measure of self-variety. Participants with high self-
variety took longer to make a choice when their choice set contained 
two identity-related socks compared to individuals with low self-
variety, and relative to when their choice set contained only one pair 
of identity socks. Study 1b replicated the results of study 1a in a lab 
experiment where students made a real choice between canvas bags.

In study 2, we manipulated self-variety through a writing task. 
Participants then made a hypothetical choice between two t-shirts. 
In addition to capturing the time they took to make the decision, we 
also included an explicit measure of choice difficulty. Individuals in 
the high self-variety condition took longer to decide and reported 
greater decision difficulty when two identity options were present in 
a choice set compared to those in the low self-variety condition, and 
relative to when their choice set contained only one identity option.

In study 3, in addition to the two identity goods, we also in-
cluded a non-identity (i.e., neutral) good the choice set. In support of 
our theorizing that deciding between two identity goods is especially 
difficult for individuals with high self-variety, these individuals were 
more likely to “opt-out” of the decision and choose the neutral option 
compared to individuals with low self-variety. 

Study 4 included a condition where instead of choosing be-
tween goods, participants simply rated them. We find our effect of 
self-variety and the number of identity goods on the length of time it 
took participants to choose between products, but not on the length 
of time it took participants to evaluate products, suggesting that deci-
sion time is not measuring information processing or involvement.

In Study 5 participants made a real choice between two differ-
ent stress balls. We measured both the time they took to make their 
decision as well as perceptions of similarity between the two stress 
balls. We once again replicated our effect and demonstrate that per-
ceptions of similarity mediates the effect.

Finally, in study 6, we primed either a maximizing or satisficing 
mindset (Ma and Roese 2014). A satisficing mind-set reduced deci-
sion difficulty among individuals with high self-variety, suggesting 
that these individuals have a tendency to engage in greater compari-
son of options. Priming a maximizing mind-set, however, encour-
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ages such comparison and thus increased decision difficulty among 
those with low self-variety.

In examining the effect of self-variety on a choice set consist-
ing of more than one identity good, we make two important contri-
butions. First, we contribute to work on identity-based motivation 
(Oyserman 2009) by examining a context in which consumers must 
choose between two actions, each of which is congruent with one 
of their identities. Second, while only few papers in marketing have 
examined multiple identities (Saint Clair and Forehand 2019; Win-
terich and Barone 2011; Winterich, Mittal, and Ross 2009), even 
fewer have looked at the structure among an individual’s multiple 
identities (Savary and Dhar 2020). By demonstrating the effect of 
high self-variety on choosing between two identity goods, we offer 
a more comprehensive understanding of how one’s self influences 
consumer behavior.

Autonomous Properties of Identity

EXTENDED ABSTRACT
We all possess different identities that comprise our overall 

sense of who we are (Reed et al. 2012). It is well-established that dif-
ferent identities, ranging from gender to athlete, musician to soldier, 
predictably influence consumer decisions in identity-diagnostic con-
texts (Reed and Forehand 2016). But how might identities influence 
decisional autonomy in contexts that are not identity-diagnostic? 
And what downstream consequences might these effects have?

Though autonomy is central to an individual’s sense of self 
(Deci and Ryan 2002), not all identities are equally centered on au-
tonomy. We examine how the autonomous properties of an identity 
– the centrality of autonomous decision-making in shaping that iden-
tity – vary across identities, and predictably affect consumer choice 
and post-choice behavior. First, we establish that autonomy is more 
central to certain identities, and we pinpoint the key determinant of 
an identity’s autonomous property as the extent to which one lets 
others make choices for them when that identity is relevant. Then, 
we demonstrate that triggering an autonomous (versus heterono-
mous) identity in a choice context strengthens self-product connec-
tion, and leads consumers to stick with their choice in the face of 
disconfirming information.

We began our investigation by developing a 4-item autonomous 
properties (AP) scale inspired by the autonomy literature (Hong and 
Faedda 1996; Moller et al. 2007). This scale examines identity-
specific associations with autonomous versus constrained behavior 
(e.g., “When in a context where my [target identity] is relevant, my 
freedom of choice is restricted.”). Each item was on a 7-point scale 
(1 = strongly disagree, 7 = strongly disagree). Scale reliability was 
high across all four studies (α ≥ .78).

We conducted studies 1-2 to examine how autonomous prop-
erties vary across different identities within the same individual’s 
self-concept. In study 1 we examined peoples’ perceptions for au-
tonomous properties of common identities: family identity (son, 
daughter), gender identity (man, woman), university student, and 
Greek member (fraternity, sorority). We were particularly interested 
in contrasting pairs of identities that would both reside within a sin-
gle consumer’s self-concept: man vs. son, woman vs. daughter, and 
university student vs. Greek member. Within these pairs, participants 
perceived greater autonomy for (1) the man identity versus the son 
identity, (2) the female identity versus the daughter identity, and (3) 
the university student identity versus the Greek (fraternity, sorority) 
identities.

In study 2, using a within-subject design, we examined the au-
tonomous properties for two of each participant’s own identities: 

their gender identity (man, woman) and their family identity (son, 
daughter). Consistent with study 1, both male and female partici-
pants considered their gender identity to be more autonomous than 
their family (son, daughter) identity. Together, studies 1 and 2 pro-
vide convincing evidence that identities have distinct autonomous 
properties.

Having established that autonomous properties differ across 
identities, in studies 3 and 4 we investigated the extent to which 
autonomous (vs. heteronomous) identities might influence product 
choice and self-product connection. In study 3, we asked participants 
to describe an identity they possessed. We manipulated (between-
subject) whether that identity was autonomous (“an identity with 
which you feel you have very few restrictions on your actions and 
behavior”) or heteronomous (“… very many restrictions …”). We 
then asked participants to think of a physical item that they associate 
with that identity. Participants in the autonomous identity condition 
indicated a stronger self-product connection to their self-generated 
item than participants in the heteronomous identity condition. The 
relationship between the autonomous (versus heteronomous) iden-
tity and the self-product connection was fully mediated by the au-
tonomous properties of the identity.

Study 4 used a similar task as study 3: we asked participants to 
describe an identity they possess (autonomous versus heteronomous) 
and a physical item that they associate with that identity. Replicat-
ing study 3, self-product connection was stronger in the autonomous 
(versus heteronomous) identity condition. We then asked partici-
pants to imagine a scenario in which a better alternative was avail-
able to replaced their existing product. Participants were less likely 
to switch in the autonomous (versus heteronomous) identity condi-
tion, and this effect was fully mediated by self-product connection.

In study 5, we turned our attention to pinpointing the key 
characteristic underlying the difference between autonomous ver-
sus heteronomous identities. We examined six potential character-
istics, such as how much one considers others when that identity 
is relevant, and how often they are faced with difficult decisions. 
We examined four identities (family, gender, student, Greek mem-
ber). Replicating studies 1-2, the gender and student identities had 
stronger autonomous properties than the family and Greek member 
identities. Importantly, only one characteristic explained the differ-
ence in autonomous properties across all identities: for autonomous 
(vs. heteronomous) identities, participants were less likely to have 
other people make decisions on their behalf: this fully mediated the 
relationship.

Our work provides an important contribution to the identity 
and decision-making literatures. Where prior findings identify in-
terpersonal differences in autonomous behavior, we demonstrate an 
intrapersonal factor – the autonomous properties of distinct identities 
within one’s self-concept – that predictably impacts self-product con-
nection and willingness to forego a previously chosen option. While 
prior work on consumer autonomy highlights differences in agentic 
behavior across individuals, we demonstrate intra-individual differ-
ences in autonomy that directly impact consumer decision-making.
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