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Exercise Your Mind – 
 Physical Activity Alters Attribute Weighing in Consumer Choice

Laura Zimmermann, London School of Economics and Political Science, UK
Amitav Chakravarti, London School of Economics and Political Science, UK  

EXTENDED ABSTRACT
Across five studies we find that physical activity (PA) leads to 

improved decision-making in unrelated decision domains. Specifi-
cally, we find that PA (both measured and manipulated) leads con-
sumers to weigh different pieces of information more appropriately 
and improves reliance on relevant product information. The results 
were robust to the inclusion of several control variables in the analy-
sis.

PA has tremendous health benefits as decades of medical and 
epidemiological research show (e.g., Moore, et al., 2016; Morris, 
Heady, Raffle, Roberts, & Parks, 1953). In addition, researchers have 
started to investigate the complex relationship between PA, physi-
cal wellbeing and brain health. In particular, beneficial effects of 
PA have been found for emotional health, memory and executive 
functions (Hopkins, Davis, Vantieghem, Whalen, & Bucci, 2012). 
Overall, studies point to the direction that PA enhances cognitive 
functions and protects against the development of neurodegenerative 
diseases (Kramer & Erickson, 2007). Despite the abundant evidence 
of PA benefits for cognition, little research has investigated the ef-
fect of PA on judgment and decision-making. We hypothesized that 
both regular and single bouts of PA would lead to spillover effects on 
unrelated judgments and decision-making due to improved informa-
tion integration. In particular, we predict that decision makers will be 
better able to ignore unimportant features and not neglect important 
features of their decision environment.

Our conjecture is based on very recent neuroscience research. 
Raichlen, et al. (2016) that argues that PA, such as running, represents 
a complex activity for the brain. It involves sophisticated, simultane-
ous processing and monitoring of internal and external information. 
According to them, areas of the brain related to cognitive functions 
such as planning, inhibition, monitoring, attentional switching, and 
multi-tasking are activated when engaging in PA. Nevertheless it 
remains unclear whether PA also influences how people make deci-
sions in real-life domains that are unrelated to exercising, and how 
they integrate different pieces of information to make such unrelated 
decisions.

In particular, we investigated spillover effects of PA on two well-
researched consumer decision paradigms – the desirability / feasibil-
ity choice conflict (Liberman & Trope, 1998) and the dilution effect 
(Meyvis & Janiszewski, 2002; Nisbett, Zukier, & Lemley, 1981). If 
PA improves the integration of different pieces of information, we 
would expect people who engage in PA to apply more appropriate 
weights to different decision attributes. In the feasibility-desirability 
choice conflict it is commonly observed that decision-makers overly 
focus on the desirability features and neglect feasibility features; we 
expect PA would lead to less or no neglect of feasibility attributes in 
product choices, which require trade-offs between desirability and 
feasibility attributes. Conversely, in the dilution paradigm (wherein 
people are unable to ignore irrelevant information and end up “dilut-
ing” their judgments) this would lead to smaller or no dilution ef-
fects in product judgments when consumers are faced with irrelevant 
information. 

In studies 1-3 we find that PA affects how decision-makers 
make desirability-feasibility trade-offs in consumer decisions. Usu-
ally, decision-makers tend to overly contrite on the desirability con-
siderations, often at the expense of feasibility considerations. Our 

findings indicate that PA leads consumers to focus less overly on 
desirability and consider feasibility criteria more in choices that re-
quire trade-offs. 

In Study 1 we tested exercisers before vs. after visiting a gym 
(N=90) in a consumer choice task that required making trade-offs be-
tween feasibility and desirability attributes (adapted from Liu, 2008). 
Participants were asked to imagine they wanted to go on a hiking trip 
and were presented two options. One of them was characterised by 
high desirability (scenery with creeks and waterfalls) and low feasi-
bility (limited parking, 70 miles away). The other option was char-
acterised by low desirability (scenery with boulders and bushes) and 
high feasibility (plenty of parking, 40 miles away). Participants were 
asked to choose between both options and to rate how much they 
focused on the desirability attribute and the feasibility attribute. Re-
sults showed that participants considered desirability and feasibility 
attributes more equally after exercising compared to before (F(1, 88) 
= 4.64, p = .034). The results were robust to the inclusion of several 
control variables in the analysis.

Study 2 (N=257, online) compared participants who engage in 
regular PA to non-active individuals. Non-active individuals rated 
their likelihood to purchase a high desirability/low feasibility option 
significantly higher than their likelihood to purchase a low desirabil-
ity/high feasibility option (MHDLF = 61.00 vs. MLDHF = 44.79). Regular 
PA individuals on the other hand showed no difference in their likeli-
hood to purchase (MHDLF = 53.11 vs. MLDHF = 52.89, F(1, 253) = 4.24, 
p = .041).  

Study 3 (N=59, parkrun UK) shows that regular runners with 
significantly better average 5 kilometre running performances tended 
to choose a low desirability/high feasibility option rather than a high 
desirability/low feasibility option (χ2(1) = 4.87, p = .027, β = -.134, 
p  =  .042). Overall, these findings indicate that PA leads decision-
makers to focus less overly on desirability and consider feasibility 
criteria more when making choices that require trade-offs.

In studies 4 and 5 (total N=527, online), we find that regular 
PA seems to improve a decision-maker’s ability to rely on relevant 
vs. irrelevant information. When faced with irrelevant product infor-
mation, consumers find it difficult to ignore irrelevant information, 
and typically “dilute” their judgments (i.e., their product judgments 
are lower). Two studies reveal that PA aids people’s ability to focus 
on relevant information and ignore irrelevant information in prod-
uct judgments. When faced with irrelevant information in addition 
to relevant information, sedentary subjects significantly diluted (i.e., 
lowered) their product judgments. However, there was no significant 
dilution effect for PA individuals (F(1, 283) = 4.56, p = .033).

Across these sets of studies, it appears that PA leads decision-
makers to weigh different pieces of information more appropriately. 
The results remain unchanged after controlling for various confound-
ing variables including demographics (e.g., education and income), 
affect and personality traits (e.g., conscientiousness). Our findings 
have important implications since they extend the benefits of PA to 
a novel and important domain - attribute weighing in consumer de-
cision-making. Finally, our findings shed light on potential remedies 
against bias in situations when people tend to underweight the impor-
tance of feasibility attributes and overweigh irrelevant information.
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Luxurious Emirati Weddings: The Expenses, Pressures and Consequences
Damien Arthur, Zayed University, UAE

Sara Mohamed Al Marzooqi, Zayed University, UAE
Nuha Nasser Salem Al Amri, Zayed University, UAE

Intended Contribution to Knowledge: This videography explores a ritual and site that due to religious and cultural norms is typically not 
for public broadcast. It is the first study to date to systematically analyze the expenses pressures and consequences associated with luxurious 
Emirati Weddings. It provides a unique insight into a closed culture where traditional rituals and values exist but have been warped by wealth 
and commercialization.   Literature Foundations: This videography builds on the work of Russell Belk Rana Sobh and their colleagues (2011 
2012 2013 2014) who explored how the concepts of hospitality privacy mimetic excess and gendered spaces are enacted by the people of 
the Arabian Gulf.   Research Method: In-depth interviews and focus groups were undertaken with Emirati brides grooms mothers of grooms 
wedding attendees wedding planners and venue managers. As society’s norms encourage women to protect their image a major obstacle we 
overcame was depicting the female-only wedding reception without filming the occasion (as it is prohibited) and finding Emirati women will-
ing to be interviewed on camera about the sensitive topic of marriage. To itemize the costs and quantify the pressures associated with hosting 
an Emirati wedding an online self-completion survey of 44 Emirati brides and 50 mothers of Emirati grooms was also conducted.  Findings 
and implications: The omnipresent forces of culture religion and wealth have combined to normalize the commercialized and luxurious 
weddings of the indigenous people of the UAE. The average cost of hosting an Emirati wedding is now over US $185000. It is being driven 
largely by normative pressure to conform and avoid criticism that may impact family honor. Cultural values of hospitality and generosity 
also promote excess and are at odds with the Islamic value of modesty. Concerns about the cultural and societal impact exist however the 
population exhibit little will to change.

Envisioning How New Technologies Can Fulfill Customers’ Unmet Needs
Yaliang Chuang, Eindhoven University of Technology, The Netherlands

Yu-Shan Athena Chen, Eindhoven University of Technology, The Netherlands
Lin-Lin Chen, National Taiwan University of Science and Technology, Taiwan

Yung-Hsun Chen, National Taiwan University of Science and Technology, Taiwan

Intended Contribution to Knowledge:  Undeniably home is the most important environment for human beings. This study investigates 
customers’ unmet needs develops design concepts with new IoT technologies envisions the values for family members and reveals its impact 
on human life and interpersonal relationships. Literature Foundations:  The videography contributes to the literature regarding human-cen-
tered design and the acceptance and diffusion of innovation. We demonstrate the contextual approach in finding customers’ unspoken needs 
from their living contexts. Research Method:  Our focus is to reveal how future technology impacts interaction among household members. 
There are five folds of studies. First ten families (with 2-6 household members and living in 712-1300 m2 living space) were longitudinal 
followed and interviewed. Second employing the thematic analysis six critical needs in home environment were consolidated. Third through 
multidisciplinary workshops three value propositions were identified for generating a hundred ideas. Fourth the video prototyping was used 
to sketch the user experiences. Finally a focus group was conducted to gather target consumers’ feedbacks purchasing attitudes and marketing 
potentials. Findings and implications:  Our first contribution is the five unmet needs for household markets: a house with emotional intel-
ligence having an adaptive atmosphere singing songs everywhere as you wish collecting living memories and the assistance of parenting. 
These scenarios could assist markers and designers to scheme the future home environment. Then we consolidate two value propositions 
which enhance consumers’ well-being and life satisfaction. First the home environment should provide emotional fulfillments. Second it 
could bridge the parent-children communications and educate the young children to build their routines that are compatible to the parents. 
Those concepts were envisioned in the videography and validated by eight target customers participated in the focus group discussion. The 
smart home is expected to ease tensions and bring happiness to family members.

Excessive Online Gaming: Inside the Routine of an E-Sports Fanatic
Thiago Rafael Ferreira Marques, SENAC, Brazil

Tania Veludo-de-Oliveira, Escola de Administração de Empresas de São Paulo da Fundação Getulio Vargas – FGV EAESP, Brazil

Although playing digital games online is an enjoyable experience literature reveals that playing online excessively in extreme cases may 
lead to symptoms commonly related to addiction such as alienation from the real world degradation of academic performance loss of sense 
of Time mood swings and so on (Chiu Lee & Huang 2004). Therefore there is a need to study the motivations that lead to excessive behavior 
with the aim to outline new strategies to prevent the abusive consumption of online games (Kuss & Griffiths 2012). The objective of this 
videography is to identify these motivations and analyze how they interact in the context of competitive online games (e-sports). A series of 
in-depth interviews (20) was conducted with players of Dota 2 and Counter strike who closely follow the competitive scene of these games.  
It was observed that much of the players’ experience is anchored in the social relations and friendship created within the game circle and by 
the competitive mindset of the players. The informants reported a high perception of flow state during the online gaming experience which 
corroborates the findings of previous studies (e.g.: Lee 2009). Flow’s perception was found to be a highly influential factor of the behavior in 
question. The informants also reported a strong identification with the professional players who serve as role models to them. The mimicry 
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of their role models’ gaming behavior as seen in the consumer doppelganger effect (Ruvio Gavish & Shoham 2013) further explains the ex-
cessive gaming. The videography contributes with rich insights to deal with abusive e-sports online gaming. It offers important subsidies for 
the creation of marketing cues which could drive consumers away from both the near-addictive or addictive stages of behavior (Martin et al. 
2013) and closer to a healthy consumption habit.

Searching for RNGesus: A Study on the Use of Randomization in Video Games
Jacob Hiler, Ohio University, USA

William Northington, Idaho State University, USA
Laurel Cook, West Virginia University, USA

The discussion of randomization in marketing up until this point has focused primarily on its use as an experimental methodological tool. 
This study however focuses on studying intentional randomization in consumer experiences notably in the video game industry.  The focus of 
this study is to explore both how randomization is employed by developers in video games as well as how it is experienced and perceived on 
the part of their consumers. As Kozinets (2015) suggests in Netnography Redefined more netnographic attention needs to be placed on video 
websites such as YouTube and Twitch rather than textual data in online forums and communities especially since many online communities 
and much of the discourse are moving to more video based discussions.  Thus using this netnographic videography approach the filmmakers 
immersed themselves in over 25 hours of user-generated video content shared publicly on YouTube and Twitch and various user-generated 
text commenting on the nature of the random across various forums comment sections and reddit.

Tomorrowland Festival: A Journey in Devirotopia
Julie Masset, University of Namur, Belgium
Alain Decrop, University of Namur, Belgium

Intended contribution: Each year the music festival ‘Tomorrowland’ gathers in Belgium about 180000 people who come from all over 
the world. A large number of festival-goers walk around with national flags accessories or fancy dresses which makes the festival unique. 
This research investigates consumers’ identity construction and expression through such material objects. Few studies have explored identity 
issues related to a music festival and the paraphernalia consumed during a festival.  Literature: This videography relies on consumer research 
literature related to the meanings of objects (i.e. the role of material objects in consumers’ identity construction) and the consumption experi-
ences (e.g. experiential marketing).  Methodology: Through a naturalistic interpretive approach we interviewed 29 informants of both genders 
and of different ages nationalities educational levels and professional statuses. We also observed the festival and camping sites and the behav-
iors of festival-goers. Findings and implications: Emerging from data analysis and interpretation this videography documents various profiles 
of festival-goers from their material possessions (i.e. the patriot the devotee the child the bohemian girl and the provocateur) as well as the 
functions fulfilled by these possessions in their identity construction (i.e. national pride egological exhibitionism universal brotherhood and 
normalized deviation). We also propose two more original interpretations that enhance our contribution to the literature. First the consump-
tion of paraphernalia used at Tomorrowland is typical of a cathartic release of inner tensions and emotions. The festival creates an “absorbing 
experience” that allows a “controlled decontrolling of emotions” in an increasingly disenchanted and ruled contemporary world. Second 
referring to Foucault’s concept of heterotopia the festival can be considered as a heterotopia of deviation because many festival-goers take 
benefit from Tomorrowland to regress and/or transgress societal rules and norms. The film illustrates a series of ritualized and commoditized 
deviant behaviors taking place in the fantasy and idle context of the festival.

Becoming the Character: The Cosplayer Experience in a Con
Stefânia Ordovás de Almeida, Pontíficia Universidade Católica do Rio Grande do Sul, Brazil

João Pedro Fleck, Pontíficia Universidade Católica do Rio Grande do Sul, Brazil
Rafael Mello, Pontíficia Universidade Católica do Rio Grande do Sul, Brazil

Intended Contribution to Knowledge:   This study aims at contributing to the knowledge on the role played by the consumer when he 
produces elements of his consumption experience (WEIJO 2016) and to understand how this process might be used to contribute to their 
personal development (RYFF & SINGER 2008).  Literature Foundations  We know that many products can generate unique experiences that 
wouldn’t happen without their usage (e.g. surfboard GUEVARRA & HOWELL 2015) however with few exceptions (such as SEREGINA & 
WEIJO 2016) we know little about how the consumer can play an active role in taking this products to consumption environments and how 
this can create positive experiences that contribute to them as persons.  - Research Method:  The study involved a participant observation on 
12 days of geek culture events and cons and also 14 interviews were videorecorded. Field notes and interviews were transcribed and read 
many times leading to the interpretation of results according to ideas of Spiggle (1994); McCracken (1988); and Arnould and Wallendorf 
(1994).  –Findings and implications:  As the cosplayers bring a product with them to the conventions they dedicate themselves to change their 
consumption experience generating a new set of behaviors and meanings. Many consume these events as a form of enjoyment however there 
are some the consume the events aiming at living a significant experience that can be also a personal challenge for them such as overcoming 
shyness or the lack of skills therefore the consumption ends up being a form of personal growth.
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Re-Assembling: Social Entrepreneurship, Motorcycles and Cast-Away Youth
Joonas Rokka, EMLYON Business School, France

Joel Hietanen, Aalto University, Finland
Klaus Kangaspunta, Finland

John Schouten, St. John University, Canada

“Re-assembling” is a videography that explores the notion of social entrepreneurship in the context of how ‘cast-away’ youth with 
little or no marketable professional skills can be brought back to working-life and re-connected with meaningful lives and sustainable ways 
of being. The film unfolds as a story about and around our social entrepreneur. Working at his “workshop” where bikes and motorbikes are 
re-assembled from abandoned lost or used parts often discovered from trash or parts re-circulated in second-hand bike market. The parts are 
carefully re-worked re-connected and put together as unique beautiful manually crafted bikes that are then sold or traded forward. But he not 
only re-assembles and sells bikes. He has a broader mission and calling that links his workshop with a social cause. For three years he has 
started to bring along youngsters often from difficult backgrounds to his workshop to learn what he calls ‘basic life skills’. It is this ongoing 
re-assembling – of both material objects but also humans – that the film examines and its implications for conceiving potential new forms 
of social entrepreneurship. We thus seek to illuminate how the new form entrepreneurship performed in one field – such as the practice of 
motorcycle construction – via accumulation of resources (material social networks and skills) may engender potential for the possibility for 
translating those resources to simultaneously addressing a social cause – here by supporting the cast-away youngsters. In this way we hope 
to increase understandings about the work and challenges of such social entrepreneurship.

Stealing from the Rich
Stefan H. Szugalski, Stockholm School of Economics, Sweden

Jonas Colliander, Stockholm School of Economics, Sweden
Magnus Söderlund, Stockholm School of Economics, Sweden

Sofie Sagfossen, Stockholm School of Economics, Sweden

Intended Contribution to Knowledge:  We explore the effects bad behavior might have and look at this from a marketplace morality 
perspective. Researchers have mainly focused on good and bad behavior as two different acts. With this videography we expect to widen 
the knowledge on morality in the marketplace and specifically add perspectives on self-interest. We extend knowledge by revealing how 
economical and other self-interests contradict each other. We discuss personal desires and the effects the experience of winning may have 
on a group of people to the extent that it might impact a whole town.   Literature Foundations: The theoretical foundation of the study is the 
assumption that a marketplace of morality is a market of morality inputs and outputs (Dunfee 1988). Here we study a case in which a person 
donated money (good behavior) to a sports organization which were obtained illegally (bad behavior) and investigate the possible positive 
effects of it. What really makes this case interesting from a research perspective is that the person that carried out the dishonest behavior was 
also the one who lost money as the funds were embezzled from his family business.  Research Method:  The empirical base is an interview 
with the person that carried out the illegal act (the input). We also conducted interviews with people living in the town where it all took place. 
Together with secondary data (articles from 2003-2010) this gave us a ground to explore the impact a “winning culture” might have on col-
lective well-being (the output).  Findings and implications:  We extend the knowledge on the possible positive effects immoral behavior may 
have on the marketplace and about value-transfer in the marketplace. This story sheds light on the impact of winning and demonstrates how 
experiences can increase well-being in a way that products do not.



1004 / Videography



1005 
Advances in Consumer Research

Volume 45, ©2017

Roundtable
The Evolution of Signals

Participants:
Russ Belk, York University, Canada

Silvia Bellezza, Columbia University, USA
Jonah Berger, University of Pennsylvania, USA

James R. Bettman, Duke University, USA
David Gal, University of Illinois at Chicago, USA

Anat Keinan, Harvard University, USA
Amna Kirmani, University of Maryland, USA
Ayalla Ruvio, Michigan State University, USA

Yajin Wang, University of Maryland, USA
Morgan K. Ward, Emory University, USA
Caleb Warren, University of Arizona, USA

Consumers leverage the symbolic nature of products to signal unobservable characteristics such as identity or status. Due to their sym-
bolic nature the meaning and hence use of signals is constantly evolving. This roundtable discussion explores open questions regarding the 
antecedents and consequences of signal evolution.

Roundtable
Expanding the Horizons of Videographic Consumer Research

Participants:
Russell Belk, York University, Canada

Robert Kozinets, University of Southern California, USA
Brownlie Douglas, University of Dundee, UK
Paul Henry, University of Sydney, Australia

Joel Hietanen, Aalto University, Finland
Eric Li, University of British Columbia, USA

Jacob Ostberg, Stockholm Business School, Sweden
John Schouten, University of St. John, Canada
Baptiste Cléret, University of Rouen, France
Anastasia Seregina, Aalto University, Finland

The purpose of this roundtable is to map out and explore the future directions for videography in consumer research. While only limited 
ontological epistemological and methodological accounts readily exist to assist videographers this session intends to explore potential new 
pathways for video-based theorizing and the production of consumer research knowledge.

Roundtable Summaries
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Roundtable
Friends with Money: The Interplay of Social and Financial Well-Being

Participants:
Jonathan Z. Berman, London Business School, UK

James R. Bettman, Duke University, USA
Cynthia E. Cryder, Washington University, USA

Elizabeth W. Dunn, University of British Columbia, Canada
Gavan J. Fitzsimons, Duke University, USA

Cassie Mogilner Holmes, University of California Los Angeles, USA
Michael I. Norton, Harvard University, USA

Jenny G. Olson, Indiana University, USA
Colbey Emerson Reid, North Carolina State University, USA

Scott Rick, University of Michigan, USA
Avni M. Shah, University of Toronto, Canada

Stephen A. Spiller, University of California Los Angeles, USA
Abigail B. Sussman, University of Chicago, USA
Kathleen D. Vohs, University of Minnesota, USA

Lisa A. Cavanaugh, University of British Columbia, Canada

As in everyday life discussions of consequential financial decisions and social processes have been largely separate in consumer be-
havior and psychology. This roundtable will consider how work on decision-making financial behavior social dynamics and interpersonal 
relationships can inform one another to better understand how these domains interact in consumer’s lives.

Roundtable
Everyday Consumer Aesthetics

Participants:
Lauren Block, Baruch College, USA

Laura Peracchio, University of Wisconsin - Milwaukee, USA
Claudia Townsend, University of Miami, USA

Mario Pandelaere, Virginia Tech, USA
Ravi Mehta, University of Illinois at Urbana-Champaign, USA

JoAndrea (Joey) Hoegg, University of British Columbia, Canada
Maureen Morrin, Temple University, USA

Aradhna Krishna, University of Michigan, USA
Maura Scott, Florida State University, USA

Luca Cian, University of Virginia, USA
Henrik Hagvtedt, Boston College, USA

Adriana Madzharov, Stevens Institute of Technology, USA
Kelly Herd, Indiana University, USA

Maura Scott, Florida State University, USA
Martin Reimann, University of Arizona, USA
Theodore Noseworthy, York University, USA

Xiaojing Yang, University of Wisconsin – Milwakee, USA
Xiaoyan Deng, Ohio State University, USA

Yuwei Jiang, Hong Kong Polytechnic University, Hong Kong
Lei Jia, Ohio State University, USA

Rita To, University of Houston, USA
Zhe Zhang, University of Houston, USA

Tim Doering, University of Michigan, USA
Julio Sevilla, University of Georgia, USA

Everyday consumer aesthetics is defined as “non-art non-nature aesthetic experiences that are diverse and dynamic and result in specific 
consumer actions (e.g. purchasing) and consumption behaviors” (Patrick 2016). The roundtable will discuss the current state of the literature 
related research areas and future directions for this sub-field of consumer behavior.
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Roundtable
Theoretical Advances in Consumer Neuroscience: How Affective, Cognitive, and Social 

Neuroscience Informs Consumer Behavior (and Vice Versa)

Participants:
Clark Cao, University of Arizona, USA

Adam Craig, University of Kentucky, USA
Raquel Castaño, Tecnológico de Monterrey, Mexico

Moran Cerf, Northwestern University, USA
Angelika Dimoka, Temple University, USA

Bill Hedgcock, University of Iowa, USA
Hilke Plassmann, INSEAD, France

Martin Reimann, University of Arizona, USA
Ale Smidts, Erasmus University Rotterdam, The Netherlands

Carolyn Yoon, University of Michigan, USA

During the roundtable participants will debate theoretical advances in consumer neuroscience especially how concepts from affective 
cognitive and social neuroscience can inform consumer research and vice versa. The roundtable aims to develop directions for theory devel-
opment and testing in the field of the neurophysiology of consumption.

Roundtable
Conspicuous Consumption Revisited in the Digital Era

Participants:
David Dubois, INSEAD, France

Paurav Shukla, Essex University, UK
Valentina Clergue, HEC Lausanne, Switzerland

Bruno Kocher, HEC Lausanne, Switzerland
Leif Brandes, Warwick University, UK

Martin Liu, Nottingham University, Ningbo Campus, China
Teck Y. Eng, University of Southampton, UK
Julia Wolny, University of Southampton, UK

Chunyan Xie, Western Norway University of Applied Sciences, Norway
Lily Wang, Zhejiang University, China

Elodie Caucigh, University of Vienna, Austria
Jeff Lee, NYU Shanghai, China

Nailya Ordabayeva, Boston College, USA

Digital technology including social media challenge fundamental premises of luxury brands including exclusivity status authenticity 
and sensory experiences. Digital luxury experiences differ from their offline counterparts and brought forward terms like “webmosphere” or 
“luxemosphere” indicating new approaches. Little is known about the underlying mechanisms manifested in these new phenomena.

Roundtable
What is a Consumption Experience?

Participants:
Richard Lutz, University of Florida, USA

Hope Jensen Schau, University of Arizona, USA
David Mick, University of Virginia, USA

Deborah Macinnis, University of Southern California, USA
Cassie Mogilner Holmes, University of California Los Angeles, USA

Rebecca Hamilton, Georgetown University, USA
Markus Giesler, York University, Canada

Robin Coulter, University of Connecticut, USA
Eileen Fischer, York University, Canada
Linda Price, University of Oregon, USA

Consumption experience is the heart of consumer behavior and value creation. This roundtable will explore several questions related to 
consumption experiences. What is a consumption experience and its most important dimensions? How do we study each dimension? How 
can we develop a more comprehensive view of consumption experience? This session integrates diverse perspectives and methodologies to 
guide research investigating how consumption experience drives value creation.
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Roundtable
Charting the Future of the Transformative Consumer Research Movement

Participants:
David Mick, University of Virginia, USA

Cornelia Pechmann, University of California Irvine, USA
Maura Scott, Florida State University, USA

Martin Mende, Florida State University, USA
Janet McColl-Kennedy, University of Queensland, Australia

Lucie Ozanne, University of Canterbury, New Zealand
Chris Blocker, Colorado State University, USA

Andres Barrios, Universidad de los Andes, Colombia
Laurel Anderson, Arizona State University, USA

Jeff Murray, University of Arkansas, USA
Lauren Block, Baruch College, USA

Linda Price, University of Oregon, USA
Madhu Viswanathan, University of Illinois, Urbana-Champaign, USA

Leonard Lee, National University of Singapore, Singapore
Beth Vallen, Villanova University, USA

Karen Winterich, Penn State, USA
Laura Peracchio, University of Wisconsin Milwaukee, USA

Rodrigo Castilhos, Universidade Federal do Rio Grande do Sul, Portugal
Samuelson Appau, University of Melbourne, Australia

L. Lin Ong, Cal Poly Pomona, USA
Marcus Phipps, University of Melbourne, Australia

Shikha Upadhyaya, California State University Los Angeles, USA
Emily C. Tanner, West Virginia University, USA
Elizabeth Crosby, University of Wisconsin, USA

Christopher Berry, Colorado State University, USA
Sterling Bone, Utah State University, USA

Daniele Mathras, Northeastern University, USA
Kelly Haws, Vanderbilt University, USA

Zafeirenia Brokalaki, Kings’ College London, UK

Transformative Consumer Research leaders from the advisory committee or past conference track chairs organize five task force dis-
cussions around key challenges and opportunities facing the movement. Each task force will present initial recommendations and then seek 
questions and input from ACR roundtable attendees for a strategic planning report.
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Roundtable
Toward an Integrated Understanding of Resource Scarcity

Participants:
Andrea Morales, Arizona State University, USA

Angela Lee, Northwestern University, USA
Anthony Salerno, University of Cincinnati, USA

Anuj Shah, University of Chicago, USA
Brent McFerran, Simon Fraser University, Canada

Chiraag Mittal, Texas A&M University, USA
Danit Ein-Gar, Tel Aviv University, Israel

Darren Dhal, University of British Columbia, Canada
Debora Thompson, Georgetown University, USA

Deborah Roedder John, University of Minnesota, USA
Eesha Sharma, Dartmouth College, USA
Juliano Laran, University of Miami, USA
Julio Sevilla, University of Georgia, USA

Kirk Kristofferson, Arizona State University, USA
Lan Nguyen Chaplin, University of Illinois at Chicago, USA

Liat Levontin, Israel institute of Technology, Israel
Meryl Gardner, University of Delaware, USA

Rebecca Hamilton, Georgetown University, USA
Rebecca Ratner, University of Maryland, USA
Sarah Hill, Texas Christian University, USA
Kristina Durante, Rutgers University, USA

This roundtable aims to encourage constructive discussion and create a space for researchers interested in resource scarcity to start inte-
grating the different definitions operationalizations and findings from extant scarcity research into a coherent framework in order to identify 
gaps requiring further attention and share ideas that will stimulate future collaborations.
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17-D: Friends with Benefits: Social Support and Pain of Payment
Deborah Abrams, Georgia Tech, USA

Samuel Bond, Georgia Tech, USA
Michael Lowe, Georgia Tech, USA

This research demonstrates how social presence through its effect on social support can attenuate pain of payment. Studies 1 and 2 show 
a direct negative effect of social presence on pain of payment as well as a mediating effect of social support.

13-J: The Effect of Stress on Consumers’ Private Information Disclosure
Sinem Acar-Burkay, University College of Southeast Norway, Norway

Bob M. Fennis, University of Groningen, The Netherlands

Consumer privacy in the age of big data is an important research topic for consumer researchers. In two studies we examine how stress 
affects private information disclosure. Results show that stress increases consumers’ likelihood of answering highly-sensitive and even in-
criminating questions affirmatively while potentially making them susceptible to privacy risks.

20-U: Who are the Influentials?  
Social Media, Opinion Leadership and New Product Adoption

Duygu Akdevelioglu, University of California Irvine, USA
Selcan Kara, University of Massachusetts, Dartmouth, USA

This research examines how innovativeness and extraversion influence self-reported and sociometric opinion leadership in social media 
which affect new product adoption. Findings contribute to extant work on new product adoption by showing that self-reported leadership and 
sociometric leadership are distinct characteristics because they act differently in their nomological networks.

8-E: Jeitinho Brasileiro:  
Understanding Financial Vulnerability from a Cultural Perspective

Rafaela Almeida Cordeiro, Escola Superior de Propaganda e Marketing, Brazil
Nancy Wong, University of Wisconsin - Madison, USA

Mateus Ponchio, Escola Superior de Propaganda e Marketing, Brazil

The current research provides a unique context in showing how financial vulnerability is jointly shaped by weak policies and consumer 
values. It contributes to market system dynamics in explaining how culture and social capital shape consumer resistance and coping strategies 
in the Brazilian marketplace.

9-FF: Emotional Labor and Emotional Intelligence in  
Healthcare Delivery Organizations: The Case of Medicaid Recipients

Eklou Amendah, Southern New Hampshire University, USA
Adrienne Hall-Phillips, Worcester Polytechnic Institute, USA

For healthcare providers serving Medicaid recipients emotions play an important role when managing beneficiaries and recipients. The 
study aims to demonstrate that service recipient characteristics and work environment challenges moderate the relationship between emotion-
al intelligence and emotional labor when Medicaid beneficiaries are being served by healthcare organization employees.

Working Papers
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2-U: The Effect of Healthcare Product Type and  
Anthropomorphized Brand Role on Consumer Judgments

Jiyoon An, University of Rhode Island, USA
Daniel Sheinin, University of Rhode Island, USA

Drugs and dietary supplements are now often available in the same distribution channels. Drugs are heavily-regulated medical products 
while dietary supplements are lightly-regulated food products. This paper explores whether anthropomorphized brand role (servant versus 
partner) changes perceptions about these products and intentions to engage in healthy behaviors.

1-F: Grotesque Imagery Enhancing Persuasiveness of Luxury Brand Advertising
Donghwy An, Hongik University, South Korea
Chulsung Lee, Hongik University, South Korea

Janghyun Kim, Korea Christian University, South Korea
Nara Youn, Hongik University, South Korea

The current research examines consumers’ perceived fit between grotesque imagery and luxury branding. We showed that the fit between 
grotesque imagery and luxury brand advertising facilitates transportation which in turn enriches brand experience and increases purchase 
intention of the featured product.

1-A: Art Appreciation Opens Affirmed Minds to Cultural Diversity
Donghwy An, Hongik University, South Korea
Boram Lee, Hongik University, South Korea
Nara Youn, Hongik University, South Korea

Appreciating artworks enhanced endorsement of cultural diversity for individuals with high self-affirmation (Study 1) and for those with 
authentic pride but not for those with hubristic pride (Study 2). The effect of art appreciation was significant for narcissistic individuals only 
when their openness to cultural diversity was publicized (Study 2).

13-G: New with Tags: Consumer and Brand Relationships in  
Consumer-to-Consumer Buy/Sell/Trade Groups on Social Media

Catherine Armstrong Soule, Western Washington University, USA
Sara Hanson, University of Richmond, USA

This paper introduces and explores the emerging and impactful phenomenon of branded consumer-to-consumer buy/sell/trade groups 
on social media. These groups are independently organized marketplaces where consumers buy and sell one focal brand exclusively. Through 
in-depth interviews field data scraped from Facebook and survey data we identify brand and retailing implications.

14-I: Signaling Nothing: Conspicuous Anti-Consumption in Demarketing Contexts
Catherine Armstrong Soule, Western Washington University, USA

Tejvir Sekhon, Western Washington University, USA

This paper explores the link between status-signaling and demarketing. The anti-consumption resulting from demarketing strategies 
does not have a public display of virtuous behavior. We test whether an observable signal can motivate anti-consumption by providing sta-
tus-signaling opportunity and whether this signal benefits the anti-consumer as well as the demarketing brand.
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19-A: The Interactive Effect of Type and Framing of Discounts on Consumers’ Preference
Amin Attari, University of Kansas, USA

Promothesh Chatterjee, University of Kansas, USA
Surendra Singh, University of Kansas, USA

This article investigates consumers’ preference for probabilistic versus sure discounts across two frames the amount of discount frame 
and the reduced price frame. We show that consumers’ preference between the sure and probabilistic discounts can reverse depending on the 
type of frame used to present the discount.

13-K: The Fit Between Depth of Self-Disclosure and Self-Construal on  
Consumer Evaluations in Peer-to-Peer Markets

Sumitra Auschaitrakul, University of the Thai Chamber of Commerce, Thailand
Ashesh Mukherjee, McGill University, Canada

Dan King, University of Texas Rio Grande Valley, USA

Peer-to-Peer markets (P-to-P) are platforms where individual sellers exchange products with individual buyers. Based on a fit-fluency 
framework the present research shows that depth of disclosure in peer-to-peer markets has a positive effect on product evaluation when 
self-construal is interdependent but this positive effect is eliminated when self-construal is independent.

9-GG: Narrative Engagement: A Model for Suicide Prevention
Caroline Graham Austin, Montana State University, USA

Sarah Keller, Montana State University, USA

This paper explores one community-based approach to addressing suicide. Narrative engagement encourages people to collectively share 
personal stories yielding information about shared perceptions attitudes and beliefs. Such community engagement shines light into “dark 
closets” reducing stigma and isolation. Identifying communal strengths and weaknesses builds resiliency and identifies potential resources.

11-J: Moral Legitimation of Hybrid Consumption Practices:  
A Study of Gluten-Free Lifestyles

Ana Babic Rosario, University of Denver, USA

This study explores how consumers legitimize hybrid consumption practices such as gluten-free eating to support their identity work. 
Based on netnographic interview and archival data several consumer strategies for moral legitimation were identified. The insights extend the 
work on consumer and practice legitimation to the context of hybridized cultural forms.

14-U: Seeing Through Consumer:  
Predicting Consumer Preferences and Choices by using Deep Learning Neural Networks

Marija Banovic, Aarhus University, Denmark
Vladan Arsenijevic, Seven Bridges Genomics, Serbia

Training neural networks with consumer data can critically change marketing practice.  This research shows that consumer choices can 
be predicted by usage of deep learning neural networks. Apart from prediction of what consumer is most likely to select we can optimize the 
product to fit consumer’s preferences.
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5-M: Saved by the Past?  
Activated Disease Threat Promotes Consumer Preferences for Nostalgic Products

Dovilė Barauskaitė, ISM University of Management and Economics, Lithuania
Justina Gineikienė, ISM University of Management and Economics, Lithuania

Bob M. Fennis, University of Groningen, The Netherlands

Consumer research experienced a surge in interest in when and why consumers prefer nostalgic products. The present work comple-
ments this literature by examining the role of a yet untested antecedent for nostalgic consumption – salient disease threat. Across two studies 
we show that activated disease threat promotes heightened consumer nostalgic preferences.

7-G: How the Uniqueness of Goods Influences Consumers’ Response to  
Price Increase for Experiences versus Objects

Wilson Bastos, Catholic University of Portugal, Portugal

This research shows that consumers react more favorably to a price increase when it is associated with an experiential good than a mate-
rial one. Further it examines five potential explanations (closeness to the self conversational value impression management social relatedness 
and purchase uniqueness) and reveals uniqueness as the mechanism.

7-C: Conceptualizing the Digital Experience in Luxury
Wided Batat, University of Lyon 2, France

Olivier Sinai, Birkbeck, University of London, UK

This research introduces a theory of digital luxury experience conceptualizing what it is and identifying its drivers. This is of importance 
to luxury consumption as it offers a framework to understand digital luxury an empirical phenomenon which has gained prominence in the 
last 10 years and has remained poorly understood.

7-H: Identity Construction Through Destination Experience: An Introspective Approach
Wided Batat, University of Lyon 2, France

This research draws on a subjective personal introspection (SPI) approach and Breakwell’s identity process theory (IPT) principles 
to show how elements from different cultures are performed by an individual to form a unique patchwork identity and how this patchwork 
identity will contribute to deepen consumer experience of a cultural destination.

11-I: Effects of the Qualification of Potentially Misleading Claims on  
Production Characteristics on Buying Intention

Tino Bech-Larsen, Aarhus University, Denmark
George Tsalis, Aarhus University, Denmark
Trine Moerk, Aarhus University, Denmark

Klaus G. Grunert, Aarhus University, Denmark

This consumer (n=1420) study analyzes the qualification of potentially misleading statements about production processes based on 
conjoint ratings of taste health and animal welfare qualities and buying intentions. Deception potential is revealed by mediation tests of taste 
health and AW ratings on the effects of conjoint attributes on buying intentions.
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14-O: The Neuroscience Viewpoint on the Interaction Effect between  
Persuasive Arguments and Celebrity on Attitude Change

Lien-Ti Bei, National Chengchi University, Taiwan
Li-Keng Cheng, National Chengchi University, Taiwan

Wei-Chin Hsu, National Taiwan University of Science and Technology, Taiwan
Yu-Shan Athena Chen, Technische Universiteit Eindhoven, The Netherlands

This study investigated the interaction effect between arguments and celebrity on attitude. The results of traditional and fMRI experi-
ments showed that heuristic arguments with celebrity required more cognitive resources than strong and weak arguments. Also consumers 
generated stronger emotion reaction toward celebrities with heuristic arguments than strong and weak arguments.

9-CC: Will Consumers Accept Foods Made from Surplus Ingredients?
Siddharth Bhatt, Drexel University, USA
Jeonggyu Lee, Drexel University, USA

Jonathan Deutsch, Drexel University, USA
Hasan Ayaz, Drexel University, USA

Benjamin Fulton, Drexel University, USA
Rajneesh Suri, Drexel University, USA

To address the global food waste problem researchers have proposed creating foods from ingredients that would otherwise be wasted. 
This research examines consumers’ perceptions of - Value Added Surplus Products which are foods made from surplus ingredients to con-
clude that consumers indeed accept these as a new category.

12-F: The Motivation to Exclude Others and its Impact on Brand Commitment
Samantha Bittner, Florida State University, USA
Tatiana Fajardo, Florida State University, USA

This research examines exclusion in the context of brand communities. The authors demonstrate that in communities of high (low) 
personal relevance consumers are more (less) motivated to exclude others. Furthermore in communities of high (low) personal relevance 
consumers report higher brand commitment after excluding (including) another from the brand community.

4-Q: The Use of Ethnically Ambiguous Models in Advertising to  
Preserve Consumer Well-being in an Organic Multicultural Market

Wim Booyse, University of Pretoria, South Africa
Samantha Swanepoel, University of Pretoria, South Africa

Our research compares a multiculturated consumers’ feeling of well-being when evaluating advertisements with differing variations of 
ethnic targeting. Consumers within a multicultural market (South Africa) have a greater feeling of consumer wellbeing when evaluating an 
advertisement containing ethnically ambiguous models compared to models of multiple ethnicities or individual ethnic models.

9-T: Savoring Stress: Can Feeling Stressed Reduce the Rate of Satiation?
Benjamin Borenstein, University of Miami, USA

Juliano Laran, University of Miami, USA
Luke Nowlan, University of Miami, USA

In this research we propose that stress reduces the rate of satiation to hedonic consumption experiences. In order to restore control 
stressed individuals engage more with the activities they are currently pursuing. As a result they take longer to satiate to music (study 1) and 
food (study 2).
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20-J: Promotional Reviews, Social Influence, and the  
Information Content of Online Reviews

Leif Brandes, University of Warwick, UK
Rosa Cacabelos, University of Zurich, Switzerland

Egon Franck, University of Zurich, Switzerland

Does social influence during the review provision process reduce the information content of reviews when individuals are exposed to 
promotional reviews? We show that social influence reduces the evaluation gap between products of different quality levels but that this 
reduction is insufficient to make average review scores uninformative.

1-G: I Want the Best, So Give Me All the Bells and Whistles:  
How Maximizers versus Satisficers Evaluate Feature-Rich Products

Daniel Brannon, University of Northern Colorado, USA
Brandon Soltwisch, University of Northern Colorado, USA

We find that maximizers (vs. satisficers) give more favorable evaluations to feature-rich products indicating that they are less likely to 
anticipate feature fatigue. Underlying this relationship is a dual process whereby maximizers perceive feature-rich products as status signals 
as well as overestimate how much they will use the additional features.

11-S: When Do Ethical Consumers Elicit Inspiration Instead of Denigration?
Claire Brouwer, Universitat Pompeu Fabra, Spain

Jan Willem Bolderdijk, University of Groningen, The Netherlands
Gert Cornelissen, Universitat Pompeu Fabra, Spain

This work identifies a boundary condition under which ethically motivated consumers elicit positive responses from observers rather 
than typically negative ones. We show that exemplars have the potential to harvest applause and can inspire others to emulate but only if there 
is sufficient psychological distance between themselves and potential observers.

20-K: Provision of Sales Volume Information Influences Consumers’ Preferences  
Via Perceived Purchase and Word-of-Mouth Popularity

Adrian Camilleri, RMIT University, Australia

Across three experiments we show that when consumers are presented with both the number of online reviews and the number of sales 
many of them use the ratio between these numbers – the reviewer percentage – to infer a product’s “word-of-mouth popularity” which is 
distinct from a product’s “purchase popularity”.

2-A: Shante you Stay/ Sashay Away: Approaching Language Within Brand Assemblages
Mario Campana, Goldsmiths, University of London, UK

Katherine Duffy, University of Glasgow, UK
Alessandro Caliandro, Middlesex University, UK

This research extends brand assemblage theory to contribute to understanding how language assembles and evolves in brand niche com-
munities. We question how consumers of RuPaul’s DragRace create and circulate a cultural product then we explore how this is scaled-up 
and mainstreamed moving from a brand minor to a brand major.
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9-L: Healthy or Happy? How Awe Enhances Consumers’ Preferences for Healthy Products
Fei Cao, Renmin University of China, P.R. China

Xia Wang, Renmin University of China, P.R. China
Ze Wang, University of Central Florida, USA

Three studies demonstrate that experiencing awe (vs. neutral emotion) enhances consumers’ preferences for healthy products (vs. un-
healthy products). The effect is driven by analytic processing and is stronger for consumers with chronic affective (vs. cognitive) information 
processing style.

7-K: Negotiated Outsourcing –  
Towards an Understanding of Market Tension in Enduring Consumption Experiences

Flavia Cardoso, Universidad Adolfo Ibáñez, Chile
Pilar Rojas-Gaviria, Pontificia Universidad Católica de Chile, Chile
Daiane Scaraboto, Pontificia Universidad Católica de Chile, Chile

We contribute to a recent stream of research on consumer outsourcing by examining enduring (i.e. long-term transformational) con-
sumption experiences. We identify cultural and social sources of tension related to outsourcing in the schooling market and map the emer-
gence of a parallel market in which these issues are negotiated and resolved.

2-R: Oxytocin Increases Trust for Familiar and Familial Brands
Lilian Carvalho, Fundacao Getulio Vargas, Brazil

Gad Saad, Concordia University, Canada
Eliane Brito, Fundacao Getulio Vargas, Brazil

We designed two experiments to investigate the relationship between oxytocin and brand trust. The first study found that both known 
and unknown brands can reap the effects of oxytocin. In the second study we investigated if oxytocin had effects for both social vs. status 
stimuli and also found significant effects.

17-A: Consumer Perceptions of Social Robots
Noah Castelo, Columbia University, USA
Bernd Schmitt, Columbia University, USA

Robots are being used in a range of consumption settings. We explore how consumers’ perceptions of robots depend on the robots’ 
memory and emotionality. Using a social robot called Nadine we find that emotion and memory interact in shaping consumers’ perceptions 
of the robot.

5-Q: The Effect of Working with Ingroup versus Outgroup Members on  
Affective Forecasting Bias

Lorenzo Cecutti, The Chinese University of Hong Kong, China
Jessica Kwong, The Chinese University of Hong Kong, China

Normally individual’s emotionality is considered detrimental to shared goals. However the present findings show that in group settings 
affective forecast bias can be functional to goal pursuit. We found that when working with ingroup members participants’ affective forecast 
motivated goal persistence. Yet this pattern reduced when working with outgroup members.
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3-F: Pride Shapes Decisions through Construal Level:  
The Effect of Authentic vs. Hubristic Pride on Construal Level

Melis Ceylan, Koc University, Turkey
Nilüfer Aydınoğlu, Koc University, Turkey

Selin Atalay, Frankfurt School of Finance and Management, Germany

Pride is a pervasive emotion. Thus it is critical to understand how this emotion affects how consumers construe information and make 
subsequent choices. This research demonstrates that individuals experiencing authentic (hubristic) pride adopt lower- (higher-) levels of 
construal. This result contributes to research in emotions and judgment & decision making.

10-C: Calendar Framing Affects Perception and Anticipation of Sunday
Rebecca Chae, University of Michigan, USA

Christine Kang, California State University Long Beach, USA

We examine the effects of calendar framing on time perception and anticipatory emotions. We demonstrate how the location of Sunday 
on a calendar (i.e. at the beginning vs. the end of the week) influences perception and anticipation of Sunday. We further discuss its implica-
tions on marketing communications.

5-O: The Effect of Antecedents of Sadness on Brand Evaluation
Luxi Chai, University of Kansas, USA

Yexin Jessica Li, University of Kansas, USA

The current paper contributes to research on emotion in consumer attitudes and behaviors by showing that when consumers experience 
sadness from status loss they value brand competence and rate competent brands more desirable than warm brands. Ratings of brand traits do 
not differ when consumers experience sadness from social loss.

9-A: “I Reward Myself with Salad!” Framing Healthy Food Option as a  
Reward Increases Purchasing Intention

Luxi Chai, University of Kansas, USA
Marija Grishin, University of Kansas, USA

The current research examines the impact of gratification-enhancing framing on healthy food-related decision making by demonstrating 
that framing the healthy (vs. unhealthy) food option as a reward increases the rewarding feeling and purchase intention.

16-A: Adding a Charitable Donation to a Product or Adding a Product to a  
Charitable Donation? How Much You Can Raise Depends on How You Frame the Case

Chia-Chi Chang, National Chiao-Tung University, Taiwan
Po-Yu Chen, National Chiao-Tung University, Taiwan

For charity sales hedonic products will solicit more help than utilitarian products. For donation with a thank-you gift adding a charitable 
donation to utilitarian products tend to be more effective in soliciting more help than adding the same donation to hedonic products.

19-D: Studying Bets and Hedges in Simple Lotteries
Subimal Chatterjee, SUNY Binghamton, USA

Satadruta Mookherjee, SUNY Binghamton, USA

We use a simple lottery to test if consumers value a hedge against losing in any way that is different from how they value the risk and 
test some potential explanations that might drive these valuations.
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3-H: Through the Looking Glass:  
Role of Construal Level on Description-Intensive Reviews

Swagato Chatterjee, Institute for Financial Management and Research, India
Aruna Divya T, IIM Ahmedabad, India

Focus on consumer engagement has led service providers to explore contextual factors influencing consumers’ satisfaction. In this paper 
we draw insights from Construal Level Theory to identify the conditions when own vs. others’ experiences along with Process vs. Outcome 
attributes of services become more important in overall service evaluation.

14-M: The Making of a Successful Advocate:  
How Incentivizing Consumer Referrals Affects Persuasion

Lauren Cheatham, Stanford University, USA
Zakary Tormala, Stanford University, USA

When it comes to consumer product and service referrals do incentives work? We find that there is an important tradeoff such that in-
centivizing referrals increases reach but undermines the effectiveness of the advocacy. We provide evidence for this tradeoff being driven by 
a shift in intrinsic motivation.

4-G: Examining Tourists’ Intentions to Revisit Religion Processions:  
The Role of Religiosity and Flow Experience

Annie Chen, University of West London, UK
Norman Peng, University of Westminster, UK

The purpose of this research is to examine the factors that contribute to tourists’ intentions to re-participate in religious processions. The 
results from 109 participants show flow experience positively affects revisit intentions. Addition religiosity positively moderates the relation-
ship between flow experiences and revisit intentions.

5-B: Coping with On-going Terror and Threats:  
Resilience, Place Attachment, and Behaviors

Ning (Chris) Chen, University of Canterbury, New Zealand
Rohail Ashraf, Lahore University of Management Sciences, Pakistan

This study looks at regions in Pakistan where people live in constant terror of terrorism political unrest and threats of death and aim to 
understand how people cope with the extreme situations how their attachment to the place evolves and changes and how people’s perceptions 
and ideologies on consumption shift.

6-A: Chooser or Suitor: The Effects of Mating Cues on  
Men’s vs. Women’s Reaction to Brand Rejection

Rui Chen, Xiamen University, China
Chun-Ming Yang, Ming Chuan University, Taiwan

Hao Shen, Chinese University of Hong Kong, China

Once mating motives are activated males will respond to rejection less negatively than they otherwise would whereas this effect does not 
occur for females. Two studies examine the marketing implications of these effects.
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7-M: When a Minor Problem Causes a Major Trouble for Experiential Purchases
Qihui Chen, Peking University, China
Jingjing Ma, Peking University, China

Although past research has consistently shown that experiential purchases produce higher satisfaction than material purchases this re-
search shows that experiential purchases could lead to lower satisfaction when these purchases are mixed-valence purchases. This is because 
consumers evaluate experiential purchases based on feelings; a minor problem could cause a major dissatisfaction.

5-P: The Effect of Nostalgia Advertising on Brand Loyalty
Jia Chen, University of Illinois at Chicago, USA

Jingjing Ma, Peking University, China

Prior research showed that nostalgic ads of certain brands improve consumers’ attitude towards these brands. Here we propose that if a 
brand has made inconsistent changes of its positioning in the past nostalgic ads can also result in decreased consumer loyalty. We speculate 
that self-brand connection might be a mechanism.

8-F: Or Else! The Positive Effect of an Advisor’s Ultimatum on Perceived Expertise
Shirley Shuo Chen, University of Alberta, Canada

Kyle B Murray, University of Alberta, Canada

This research examines how advice given with an ultimatum affects perceived expertise in the context of financial decision-making. In 
a series of three studies we find that perceptions of expertise increase when an advisor threatens to provide no future advice if the current 
recommendation is not accepted.

10-E: An Institutional Perspective of Country-of-Origin and  
Its Effects on Consumer Purchase Preference

Shijiao Chen, University of Otago, New Zealand
Damien Mather, University of Otago, New Zealand

Hongzhi Gao, Victoria University of Wellington, New Zealand
John Knight, University of Otago, New Zealand

This paper conceptualizes country-of-origin (COO) cues as indicators of country institutions and tests the effect of COO cues on con-
sumers’ perceptions and purchase preference in the Chinese food market. This paper includes a survey experiment and a choice modelling 
experiment and offer implications for international marketing researchers and practitioners.

20-T: When Too Many Friends Inhibit Talking:  
The Impact of Social Roles on Social Sharing Online

Yu-Jen Chen, Lingnan, Hong Kong

We study how social roles affects online sharing behavior. We propose that as the number of friends increases consumers may perceive 
role conflict due to the perceived difficulty in managing diverse role expectation. As distinct social roles are made salient they may inhibit 
online sharing behavior.

1-B: Cross-Cultural Differences in Aesthetic Judgments of Products:  
The Role of Cognitive Styles

Tseng-Ping Chiu, University of Michigan, USA
Carolyn Yoon, University of Michigan, USA

Shinobu Kitayama, University of Michigan, USA

This study investigates cross-cultural differences in consumers’ aesthetic judgments of products in a matching versus non-matching 
context. Our findings suggest that those with holistic cognitive styles (East Asians) are more tolerant of object-context mismatch than those 
with more analytic styles (European Americans).
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18-A: Green by Itself, But Brown in Comparison:   
The Influence of Sustainability Disclosures at the Shelf

Yoon-Na Cho, Villanova University, USA
Robin Soster, University of Arkansas, USA
Scot Burton, University of Arkansas, USA

Consumers receive little or no consistent brand level sustainability information. Drawing from comparative processing and information 
disclosure literatures we conduct (1) a retail laboratory experiment and (2) a field study in a retail store to examine effects of provision of 
brand-level sustainability information on choices product evaluations and retailer perceptions.

18-E: Not Green or Healthy as You Think? Misperceptions From Sustainability Labeling
Yoon-Na Cho, Villanova University, USA

The trend of environmental consciousness in food is expected to increase as consumers demand more information on environmental and 
social impacts. Drawing from consumers’ lay theories and the match-up hypothesis we examine the influence of healthfulness of food and 
sustainability levels on product evaluations to promote green food decisions.

8-I: How Temporal Separation in Budgeting Affects Spending Behavior
Yuna Choe, Texas A&M University, USA

Christina Kan, Texas A&M University, USA

We propose that as the temporal separation between budgeting and purchase increases people become more willing to overspend. Bud-
geting money may produce similar pain of payment to spending money and as people adapt to the cost with the the passage of time the pain 
associated with the decision lessens thereby increasing spending.

5-N: Take it Humorously: Effects of Humorous Rebuttals to Negative Attacks
Hsuan-Yi Chou, National Sun Yat-sen University, Taiwan
Xing-Yu Chu, National Sun Yat-sen University, Taiwan
Ching Chin, National Sun Yat-sen University, Taiwan

Response to election attacks might have a greater impact on the effects of the attack and on voters’ evaluations of both candidates. How-
ever this issue is under-researched. This study analyzes the relative effects of different rebuttal strategies and demonstrates the moderation of 
the responding candidate gender and negative attack type.

6-C: Mr. Right vs. Mr. Right Now:  
The Impact of Male Physical Dominance on Women’s Consumption Patterns

Brett Christenson, University of Alabama, USA
Christine Ringler, University of Alabama, USA
Nancy Sirianni, University of Alabama, USA

Evolutionary psychology posits the motivations for consumption are made to satisfy genetic and reproductive goals. However the rela-
tionship between evolutionary drivers and gender roles has yet to be examined. We look at the interaction between male physical dominance 
and traditional gender roles on women’s consumption of self-enhancing versus homemaking products.

12-B: Interpersonal Face: A Major Motivation for Luxury Consumption in Asia
Jung-Han Chung, Sogang University, South Korea
Young-Won Ha, Sogang University, South Korea

We investigate whether face affects consumers’ desires for luxury consumption. Across three experiments we show that interpersonal 
face as well as authentic pride is a critical factor in Asia and that Asian consumers are willing to pay a face premium. Marketers need to for-
mulate a strategic plan to elicit face motivation for Asian consumers.
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4-M: Psychological Antecedents of Luxury Brand Purchase Intent in Asian Market
Hoeun Chung, Fayetteville State University, USA

Despite of much attention given to the penchant for luxury consumption among Asian consumers our understanding on the underlying 
psychological reasons of this phenomenon is limited. The primary purpose of the current research was to explore culture-relevant psycholog-
ical correlates of luxury brand purchase intent based on social consumption related theories.

8-A: Attenuating Money Illusion? How Personalization Affects the  
Consideration of Inflation in the Consumers’ Financial Planning

Henning Cordes, University of Muenster, Germany
Carsten Erner, University of Muenster, Germany, and University of California Los Angeles, USA

Thomas Langer, University of Muenster, Germany

We study how letting consumers construct their personal inflation rate affects the consideration of inflation in the long-term financial 
planning. We find that the personalization is not beneficial: The complex elicitation procedure reduces the subjective knowledge about infla-
tion which induces consumers to care less about inflation in their financial planning.

9-AA: What Did You Eat at School Today?  
The Influence of Preschool on Children’s Food Consumption

T. Bettina Cornwell, University of Oregon, USA
Sung-Hee Paik, University of Oregon, USA

Eric Setten, University of Oregon, USA

This observational study shows significant differences across classrooms in the consumption of condiments vegetables grain and protein 
in publicly funded preschools. We theorize several possible mediators of this “classroom effect” on consumption. This research aids in the 
understanding of food socialization and has public policy implications for early childhood programs.

2-Y: Uncommon Beauty: Disabled Models in Ads Improve Brand Liking
Martina Cossu, Bocconi University, Italy
Zachary Estes, Bocconi University, Italy

Two studies demonstrate that advertisements involving a disabled model increase brand liking. A first study demonstrates the main ef-
fect using as stimuli female disabled models. A second study replicates this result in the lab using both female and male models and tests for 
political correctness by measuring respondents’ response times.

18-H: The Authenticity of Corporate Social Responsibility Actions on Brand Symbolism
Diego Costa Pinto, ESPM Business School, Brazil

Márcia Maurer Herter, ESPM Business School, Brazil
Leonardo Nicolao, UFRGS, Brazil
Mellina Terres, UFCSPA, Brazil

This research analyzes how corporate social responsibility (CSR) actions (related or unrelated to the company’s core business) influence 
brand symbolism. Findings suggest that CSR actions unrelated (vs related) to the company’s core business increase perception of brand social 
consciousness influencing brand symbolism and having downstream effects on behavioral intentions.
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11-U: Doing Good by Buying from a Peer:  
When and Why Consumers Prefer Peer Economy Options

John Costello, The Ohio State University, USA
Rebecca Walker Reczek, The Ohio State University, USA

This research finds that consumers evaluate peer economy purchases as more prosocial than similar traditional options and that these 
evaluations mediate higher purchase intentions. This relative preference is attenuated when the consumer’s focus is drawn to the fact that the 
peer-to-peer provider is a corporate entity vs. an individual.

11-T: Carpe Diem: Examining the Impact of Hedonic Experiences on Prosocial Behavior
Daniela Cristian, BI Norwegian Business School, Norway

Bob Fennis, University of Groningen, The Netherlands
Luk Warlop, BI Norwegian Business School, Norway

We examine whether consumers behave more altruistically after engaging in volitional hedonic consumption. Results show that consum-
ing pleasurable foods fosters intentional as well as factual helping behavior. This facilitating effect of hedonic consumption is more prominent 
for consumers that are chronically prone to disinhibit.

7-D: Do Hedonic Experiences Facilitate the Disregard of Sunk Costs?
Daniela Cristian, BI Norwegian Business School, Norway

Bob Fennis, University of Groningen, The Netherlands
Luk Warlop, BI Norwegian Business School, Norway

Besides enjoyment hedonic experiences lead to myopic behaviors and enhance a present-moment orientation. This seemingly “myopic” 
focus reduces the consideration of past and leads to positive outcomes. We show that following hedonic consumption consumers display 
lower sensitivity to sunk costs. Thus under particular conditions yielding to temptation is beneficial.

16-F: I’m Just Trying to Help:  
How Prosocial Bragging Behaviors Hurt and Help Nonprofit Organizations

Michelle Daniels, Arizona State University, USA
Kirk Kristofferson, Arizona State University, USA
Andrea Morales, Arizona State University, USA

Consumers frequently brag about their volunteering behaviors. While prior research has shown that bragging negatively impacts the 
bragger our research examines the negative spillover effects of one’s bragging on the non-profit organization. We find that viewing a volun-
teer’s bragging actually negatively affects both attitude toward and support for the organization.

16-I: Structure-Seeking in the Sharing Economy
Alexander Davidson, Concordia University, Canada

Mohammad Reza Habibi, California State University Fullerton, USA
Michel Laroche, Concordia University, Canada

The sharing economy has transformed peer-to-peer consumption into a multi-billion dollar industry. Despite its success resistance to-
wards participation prevails and has been shown to be related to perceptions that sharing economy experiences lack structure and consistency. 
The current research identifies personal need for structure as a psychological barrier towards participation.
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15-G: The Smell of Selling: Olfactory Cues as a route for Product Aesthetic Preferences
Ramona De Luca, FGV-EAESP Escola de Administração de Empresas de São Paulo, Brazil
Delane Botelho, FGV-EAESP Escola de Administração de Empresas de São Paulo, Brazil

Olfactory information is not simply emotionally experienced but also cognitively processed by consumers in the marketplace. This 
theoretical article explores the effect of scent on decision-making. In particular we propose that scent affects stimulus processing fluency and 
product aesthetic preferences especially for atypical and no scent-based products.

16-J: Temporal Focus and Consumer Response to Donation Appeals
Yoshiko DeMotta, Fairleigh Dickinson University, USA

This research shows that people who are hopeful respond to a donation appeal positively when the appeal suggests their contribution 
enhances the wellbeing of both themselves and other people more than when the appeal suggests it enhances other people’s wellbeing. This 
effect reverses when people are nostalgic.

19-B: Keeping a Low Profile: When Outcome Uncertainty Promotes Behavioral Inhibition
Xun Deng, Shanghai JiaoTong University, China

Liangyan Wang, Shanghai JiaoTong University, China

We propose that when waiting for uncertain outcomes of important life events people tend to display behavioral inhibition and keep a 
low profile in public. Three experiments support this “low-profile effect” hypothesis. The shorter the temporal distance of the outcome the 
stronger the low-profile effect.

20-R: Weird Products: Too Weird For Purchase, But Perfect For Sharing.
Qian (Claire) Deng, University of Alberta, Canada

Paul Messinger, University of Alberta, Canada

This paper challenges the common view that weirdness is negative and usually leads to negative consumers’ responses. Specifically we 
found that compared to regular products consumers’ information-share (purchase) intentions and behavior toward weird products are higher 
(lower) because of perceived funniness (failed sense-making of the product usefulness).

2-L: Decomposing Consumer Evaluations of Brand Extensions:  
Market-based Congruity versus Engineering-based Congruity

Qian (Claire) Deng, University of Alberta, Canada
Paul Messinger, University of Alberta, Canada

For brand extensions we identify two fundamental and robust dimensions of congruity: market-based congruity (including target-market 
image usage-occasion fit scale items) and engineering-based congruity (including feature function resource fit). We further find that mar-
ket-based congruity has a much larger effect on consumers’ overall evaluation of brand extensions than engineering-based congruity.

10-G: Consumer Reasoning Reduces  
Post-Choice Satisfaction while Increasing Commitment

Alexander DePaoli, Northeastern University, USA

Past literature argues that reasoning about a product decision leads consumers to choose less satisfying options. I find that paradoxically 
it also increases consumers’ commitment to those options. Acting through distinct channels reasoning steers choice toward products which 
are rated as less satisfying while simultaneously promoting consistency with those choices.
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9-EE: Compulsive Consumption and Smoking Behavior
Timothy Dewhirst, University of Guelph, Canada

Drew Harden, University of Guelph, Canada
Wonkyong Beth Lee, Western University

In the spirit of transformative consumer research that aims to inform policy and improve well-being this qualitative study uses the to-
bacco industry’s consumer research made public from litigation to examine compulsive consumption.  Compulsive consumers are linked by 
common traits such as low self-esteem proneness to fantasy urgency and sensation-seeking.

3-D: Exploring the Role of Consumption Values and Self-Construal in the Purchase of (In) 
Conspicuous Luxury Goods and Shopping Preferences: A Questionnaire Study

Karolina Dovgialo, London School of Economics, UK
Ben Voyer, ESCP Europe, UK

We investigate luxury preferences for quiet vs loud luxury goods online vs offline shopping preferences and individual consumer differ-
ences. We found significant relationships between: i) bandwagon consumption interdependent self and preference for loud goods and ii) snob 
consumption independent self and willing to pay a premium for quiet goods.

17-M: The Dark Side of Competition:  
How Competition Results Predict Unethical Behavior

Rui Du, University of Hawaii, USA
Qimei Chen, University of Hawaii, USA

Miao Hu, University of Hawaii, USA

Our findings suggest that the association between competition results and unethical behaviors is moderated by power such that in the 
high power conditions losers are more likely to engage in unethical behaviors than winners. When differentiating beneficiaries of unethical 
behaviors a three-way interaction shows that both winners and losers lie.

20-S: When Having Too Many Facebook ‘Friends’ Hinders Your Online Social Activity:  
The Impact of Social Identity Complexity

Kimberly Duval, Concordia University, Canada
H. Onur Bodur, Concordia University, Canada

This research shows that having more Facebook ‘friends’ decreases online engagement (likes shares comments) and purchase intentions 
for featured products for individuals with complex social identities. This effect is reversed however by highlighting a specific reference group 
when using normative messages. Findings have implications for marketers both online and offline.

9-Z: Using Practices Theories to Analyze Food Practices Related to  
Food Waste and Healthy Eating

Margot Dyen, Montpellier Supagro, France
Lucie Sirieix, Montpellier Supagro, France
Sandrine Costa, Montpellier, INRA, France

Consumers have to integrate recommended behaviors related to food waste and healthy eating. This work studies it holistically with 
practice theories. A two-step qualitative methodology shows that individuals and environment play variable roles in practices structuration 
and that each individual has various conduits of practices in his/her own framework.
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9-II: The Resilient Consumer
Akon Ekpo, Rutgers University, USA

Samantha Cross, Iowa State University, USA

This paper uses a novel mixed-method approach to investigate how behaviors and attitudes towards disability differs among disabled 
consumers. The authors argue that acknowledgment of one’s own marketplace vulnerabilities and societal constraints may result in greater 
control and awareness of the need to build and invoke resilience in the marketplace.

20-G: Is it Safe to Spread the Word? Exploring the Impact of  
Psychological Safety in Virtual Communities on Consumer Choice

André Escórcio Soares, Coventry University, UK
Anvita Kumar, Coventry University, UK

This study introduces the concept of psychological safety as a facet of social contagion in online networks. Specifically it explores the 
impact of psychological safety on member participation level and subsequent influence on consumer choice. Academic and managerial im-
plications of this study are discussed herein.

8-C: Higher Price Higher Quality?  
How Feeling Financially Constrained Affects Consumers’ Price-Quality Judgment

Yafeng Fan, Renmin University of China, China
Jing Jiang, Renmin University of China, China

The paper examines how consumers make price-quality judgment when they feel financially constrained. The results showed that there 
is an interactive effect of financial constraint and value consciousness on consumer’s price-quality judgment. When feeling financially con-
strained consumers with high value consciousness (vs. low consciousness) tend to make higher price-quality judgment.

4-C: Culture Matters: How Power Distance Belief Influences the  
Effectiveness of Scarcity Appeal in Advertising

Yafeng Fan, Renmin University of China, China
Jing Jiang, Renmin University of China, China

The article proposes that power distance can moderate the effect of scarcity appeal on product evaluation and the perceived threat from 
other consumers mediated this moderating effect. In addition we try to examine the moderating role played by product type (publicly vs. 
privately consumed products).

12-J: When Failure Isn’t the End:  
How Temporal Framing of Goal Failures Can Affect Goal Reengagement

Matthew Farmer, University of Arizona, USA
Jennifer Savary, University of Arizona, USA

The way in which consumers fail goals can impact goal reengagement. We demonstrate that holding magnitude constant integration of 
failures into fewer (versus separation into several) incidents leads to better attitude toward and likelihood of goal reengagement. This effect 
reverses when failure separation scenarios are evaluated alongside failure integration scenarios.
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6-H: Marketplace Resources and Gender: A Standpoint Analysis of Status Bias,  
Cultural Stereotypes and the Production of Positional Inequalities

Shelagh Ferguson, University of Otago, New Zealand
Jan Brace-Govan, Monash University, Australia

Diane Martin, Aalto University, Finland

This study investigates the ways market resources support or hamper women negotiating a hyper-masculine context and the dynamic in-
teractions between homosocality status gender-bias in the perpetuation of cultural stereotypes and positional inequalities. Standpoint analysis 
shows that highly accomplished female mountain climbers experience status gender-bias in their consumption community.

2-T: The Effect of Brand Heritage and Brand Authenticity on  
Consumer-Brand Relationships

Francielle Frizzo, Federal University of Parana, Brazil
Jose Carlos Korelo, Federal University of Parana, Brazil

Paulo Henrique Prado, Federal University of Parana, Brazil

Drawing on consumer-brand relationships theory this paper examines the brand heritage and the brand authenticity as determinants of 
the consumer self-reinforcing assets. The findings show that the effect of these brand stimuli on brand-self distance occurs through experien-
tial and hedonic benefits delivered from the brand.

4-J: I Am What I Bought: A Cross-Cultural Study on  
Consumers’ Evaluations toward Different Types of Purchases and Advertisings

Pei-Wen Fu, National Sun Yat-sen University, Taiwan
Ruoyun Lin, Leibniz-Institut für Wissensmedien, Germany
Sonja Utz, Leibniz-Institut für Wissensmedien, Germany
Chi-Cheng Wu, National Sun Yat-sen University, Taiwan

This study investigates how material values influence Western and Eastern consumers’ perceptions toward material and experiential 
purchases and whether the differences would further be reflected on their advertising attitudes. The results show that both Eastern and Western 
consumers have a more positive attitude toward experiential-values appeal advertisings.

8-H: Second Guess Yourself, But Do It Right:  
When Does Making A Second Estimate Improve Quantitative Judgments?

Celia Gaertig, University of Pennsylvania, USA
Joseph Simmons, University of Pennsylvania, USA

When does averaging multiple estimates from the same person improve quantitative judgment? We find that averaging participants’ first 
and second estimate is less helpful when they are first asked to consider whether their first answer was too high or too low.

19-L: The Effect of Long-Term Versus Short-Term Orientation on Variety Seeking
Huachao Gao, University of Victoria, Canada

Yinlong Zhang, University of Texas at San Antonio, USA

This research focuses on the understudied cultural dimension of long- versus short-term orientation. Specifically we find that long-term 
oriented consumers have a higher preference for dynamics and changes which in turn makes them to engage in more variety-seeking behav-
iors than their short-term oriented counterparts.
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9-V: Take a Bite out of Apple:  
How Does Static Food Advertising Signaling Dynamic Influence Food Consumption

Fei Gao, HEC Paris, France
Weiwei Zhang, University of Otago, New Zealand

Tina M. Lowrey, HEC Paris, France

The present study demonstrated that static food advertisements signaling dynamic can positively influence people’s judgments toward 
foods and found that it influences female’s and male’s portion size choices from different directions. Furthermore we also demonstrated the 
role of mental imagery plays in this effect.

20-L: Sell Out Without Losing Out:  
Overcoming the Harmful Impact of Incentivized Reviews

Maximilian Gerrath, Leeds University, UK
Bryan Usrey, University of East Anglia, UK

Despite the commonality of incentivized product reviews research widely neglected its impact on product review blogs. Three exper-
imental examine the impact of review valence (negative vs. neutral vs. positive) disclosure (intrinsically vs. extrinsically motivated) and 
attachment on review credibility and blog loyalty.

10-M: Ownership Polarization: An Alternate Account of the Endowment Effect
Colleen Giblin, Carnegie Mellon University, USA

Carey Morewedge, Boston University, USA

We find that merely associating an experience with the self in turn polarizes evaluations: the good things in life seem even better but the 
bad things seem even worse. This finding is inconsistent with previous theory supporting a new perspective on the cognitive framing effects 
of ownership.

5-A: Affecting Consumers: A fMRI Study on  
Regulatory Focus Framed Information in the Field of Animal Welfare

Nadine Gier, Heinrich-Heine-Universität, Germany
Caspar Krampe, Heinrich-Heine-Universität, Germany
Peter Kenning, Heinrich-Heine-Universität, Germany

Applying regulatory focus theory to animal welfare information we show that promotion focus framed information elicits greater sub-
jective liking indicated by increased neural activity in the vmPFC. Moreover framed information influence neural processing of subsequent 
information demonstrated by a greater activity in ACC an effect not seen on behavioral level.

9-BB: When Innovation Collides with Nature: Mere Consideration of  
Novel Food Products Can Decrease Evaluations of the Entire Product Category

Justina Gineikiene, ISM University of Management and Economics, Lithuania
Bob Fennis, University of Groningen, The Netherlands

We show that exposure to novel products entailing an inherent trade-off between healthiness and naturalness can lead to ambivalent eval-
uations. In turn such evaluations may spill over from single product exemplars and negatively affect evaluations and willingness to try the en-
tire product category. This negative impact on ambivalence was not invariant but a function of (higher) levels of preference for predictability.

4-S: When You Expect It the Yeast: The Emergence of Craft Beer Culture in Finland
Alexei Gloukhovtsev, Aalto University, Finland

This working paper contributes to literature examining the impact of globalization on consumer behavior. Initial findings from the 
Finnish craft beer context illustrate how global consumer culture takes root in local hegemonic consumptionscapes by tapping into consumer 
resistance movements and consumer identity work with the aid of cultural intermediaries.
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10-B: Do You Feel Like a Fraud?  
How Experiencing the Impostor Phenomenon Influences Consumption Choices

Emily Goldsmith, Marymount Manhattan College, USA
Stephen Gould, Baruch College, USA

Most people occasionally feel like a fraud. Usually we overcome these feelings by acknowledging why we deserve our accomplish-
ments. There are times when despite all external evidence we feel like an impostor. We propose that a person experiencing the impostor 
phenomenon prefers products that allow them to hide fraudulent feelings.

17-O: Unaffordable Option and Sensitivity to Social Inequality
Pierrick Gomez, NEOMA Business School, France
Adilson Borges, NEOMA Business School, France

This research investigates the effect of adding an unaffordable option to a choice set on sensitivity to social inequality. Two experiments 
demonstrate that adding an unaffordable option to a choice set fosters concern for social inequality and diminishes support for group based 
dominance especially for individuals high in political conservatism.

14-J: Social Comparison Direction and Its Impact on  
Consumer Preference for Distinctive Products

Xiushuang Gong, Renmin University, China
Ying Ding, Renmin University, China
Yafeng Fan, Renmin University, China

This paper examines how direction of comparison influences consumer preference for distinctive products. Across two experiments we 
show that consumers are more inclined to choose unique products after making upward comparisons than downward comparisons. This effect 
is mediated by consumer need for uniqueness.

2-Q: Low Fit in Co-Branding:  
Explaining the Success of Designer-For-Retailer Collaborations

Gabriel Gonzales, Pennsylvania State University, USA
Johanna Slot, Pennsylvania State University, USA

Margaret Meloy, Pennsylvania State University, USA

The current research finds that co-branded collaborations between low-cost retailers and high-end designers are attractive to consumers 
due to a ‘misfit’ between collaboration partners providing consumers with access to otherwise inaccessible products. The designer’s creative 
control moderates demand. Ironically product attractiveness is attenuated if prices are lower than expected. 

17-P: When Not Having Enough Prompts Consumers to Show Off:  
Reminders of Resource Scarcity Prompt Narcissism

Laura Goodyear, Concordia University, Canada
Caroline Roux, Concordia University, Canada

Ali Tezer, Université de Montréal, Canada
Kelly Goldsmith, Vanderbilt University, USA

We propose that reminders of resource scarcity prompt consumers to become more narcissistic and consequently shifts their product 
preferences. Across three experiments we demonstrate that: scarcity (vs. control) increases narcissistic tendencies narcissism mediates the 
effect of scarcity on selfishness and scarcity shifts consumers’ preferences toward products with more prominent brands.
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10-T: The Moderating Effect of Handedness on Lateral Placement Effects
Stephen Gould, Baruch College, USA

Emily Goldsmith, Marymount Manhattan College, USA

This research examines differences in product preference for people based on handedness. We find that right-handers are influenced by 
display order while left-handers are not. No matter which side a stimulus is placed on left-handers will not vary in their choices. Right-handers 
favor the choice that is presented first.

2-I: Communication Style Mismatch on Twitter and Facebook:  
How Luxury Brands Fail to Communicate Their Desirability and Exclusivity

Simone Griesser, University of Warwick, UK
Qing Wang, University of Warwick, UK

Thomas T. Hills, University of Warwick, UK

The essence of luxury is exclusivity and desirability which is fostered by abstract language. Consumers use more abstract words when 
tweeting luxury brands than functional brands. Luxury brands responding fail to employ similarly abstract language suggesting a mismatch 
of communication style and hindering processing fluency which enhances brand communication evaluation.

5-F: Forget Your Regret:  
Invoking Post-Purchase Hyperopia Mitigates Impulse Purchase Regret

Jamie L. Grigsby, Midwestern State University, USA
Robert D. Jewell, Kent State University, USA
Colin Campbell, Kent State University, USA

This research investigates how regret over an impulse purchase can be reduced post-purchase thus improving customer satisfaction. If 
customers think about a time in the distant past in which they made a hyperopic choice they are happier with their decision to indulge in a 
recent impulse purchase.

7-F: Googled Experiences: Internet-induced Confidence in  
Decision Abilities Increases Enjoyment

Tito L. H. Grillo, University of Texas at Austin, USA
Cristiane Pizzutti, Federal University of Rio Grande do Sul, Brazil

Adrian F. Ward, University of Texas at Austin, USA

Consumers increasingly use the Internet to prepare for decisions. The current studies show that Internet search elicits a “feeling of al-
ready knowing” that inflates consumers’ decision confidence (S1 S2). This confidence may be self-fulfilling; searching online before choosing 
experiences increases consumers’ experience enjoyment independently of the option they choose (S3).

4-L: Mixed Emotions Taking Me Over:  
How Anticipatory Emotions and Civic Risk Determine Choices for Stigmatized Products

Jerry Grimes, Grenoble Ecole de Management, France

Fighting temptations is human nature but how exactly do we reconcile our personal desires for stigmatized products whose consumption 
may negatively impact our civic standing? Two studies demonstrate how consumers appraise two closely linked stigmatized products (alco-
hol and cannabis) differently considering situational factors one’s anticipatory emotions and civic risk perception.
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9-E: Children’s Food-related Consumer Socialization: Parental Goals and Strategies
Alice Grønhøj, Aarhus University, Denmark
Malene Gram, Aalborg University, Denmark

We study food-related consumer socialization through family interviews in a qualitative study. Parents socialize children for healthy 
eating but other concerns such as preserving family cohesion are perceived as more important. The findings suggest that family dynamics 
parents’ goals strategies and context are important for understanding children’s healthy eating socialization.

9-C: Brand Authenticity Revisited: The Case of Three Times a Day
Amélie Guèvremont, Université du Québec à Montréal, Canada

This research examines the construction of an authentic brand image in an online community. Based on a netnography of Three Times a 
Day brand and five individual interviews four authenticity dimensions are identified: brand virtuousness brand proximity brand instinct brand 
imperfections. Results confirm the complex context-contingent nature of brand authenticity.

12-A: Input vs. Output-Based Framing and How They Influence Motivation
Manissa Gunadi, Erasmus University Rotterdam, The Netherlands

Bram Van den Bergh, Erasmus University Rotterdam, The Netherlands

Should people be told to perform 10000 steps as fast as they can or to complete as many steps as they can in 24 hours? Our results suggest 
that stipulating expected output (i.e. quantity) leads to higher motivation compared to specifying expected input (i.e. duration).

17-K: Role of Group Cohesiveness in Consumers’ Responses to Mobile Promotions
Reetika Gupta, ESSEC Business School, Singapore
Sourjo Mukherjee, ESSEC Business School, France

Kasthuri Jayarajah, Singapore Management University, Singapore

This research examines the role of social networks in consumers’ responses to mobile promotions. Using CLT we show that in cohesive 
groups consumers have a more favourable attitude towards the proximal promotion (shorter lead time) than the distal promotion enabling the 
marketer to deploy real-time consumer-specific targeted promotion strategies.

Practicing the (un)Healthy = Tasty Intuition: Towards an Ecological View of the  
Relationship between Health and Taste Consumer Judgments.

Simona Haasova, University of Vienna, Austria
Arnd Florack, University of Vienna, Austria

Christoph Welles, University of Vienna, Austria

Do consumers apply the unhealthy=tasty intuition to real food products from a supermarket? Three studies (two representative) revealed 
that consumers mostly find healthier products also tastier but this relationship varies between products and individuals. Consumer judgments 
might rely rather on package cues simultaneously implying tastiness and healthiness than the intuition.

2-E: Are Brands Known by the Company They Keep?  
The Effects of Speech Rate on Employee and Brand Perceptions

Fatima Hajjat, Ithaca College, USA
Elizabeth Miller, University of Massachusetts, USA

We examine the effect of employee speech rate on perceptions of employee and brand personality. Across four experiments we find that 
slower-speaking employees are perceived more negatively than employees speaking at a fast or normal rate. These employee perceptions then 
“spill over” to affect customers’ perceptions of the brand.
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3-C: Does Incompetence Hurt More than Immorality?  
Construal Levels Affect Responses to Negative Brand Information

Bing Han, Shanghai Jiao Tong University, China
Liangyan Wang, Shanghai Jiao Tong University, China

Ke Xue, Shanghai Jiao Tong University, China

In three experiments the authors find that for consumers with a high (low) construal level incompetence (immorality) information caus-
es lower brand evaluation than does immorality (incompetence) information respectively in manufacturing and service industries. Also we 
confirm that information accessibility and diagnosticity mediate this interaction effect.

2-X: To Collaborate or to Support:  
The Effects of Implicit Theory on Consumer Response to Anthropomorphized Brand Roles

Bing Han, Shanghai Jiao Tong University, China
Liangyan Wang, Shanghai Jiao Tong University, China

Ke Xue, Shanghai Jiao Tong University, China

Through three experiments in manufacturing and service industries the authors find that anthropomorphized brand roles (partner vs. ser-
vant) and consumers’ implicit theories (entity vs. incremental) can interactively impact brand evaluation as well as purchase intention. Also 
we confirm that consumers’ perceived efficacy mediates this interaction effect.

3-G: Reducing Regret for Maximizers: The Role of Construal Level
Louise Hassan, Bangor University, UK
Edward Shiu, Bangor University, UK

Miriam McGowan, Bangor University, UK

Maximizers generally regret their choices more than satisficers. We are the first to suggest a strategy easily undertaken in the marketplace 
to break through the regret-maximize-regret cycle. Across three experiments we show that manipulating the construal maximizers experience 
to more abstract level reduces the intensity of the affective response (regret).

7-L: Role of Arousal in Experiencing Feeling of Missing Out
Ceren Hayran, Doctoral Candidate in Marketing Koc University, Turkey
Zeynep Gürhan-Canli, Professor of Marketing at Koc University, Turkey

This research enhances our knowledge about the consequences of feeling of missing out (FOMO) on desirable experiences that are tak-
ing place in one’s environment. Based on the circumplex model of affect we examine how the arousal dimension of a FOMO state influences 
individuals’ experience and product preferences in consumer context.

16-H: Secret Keeping Spurs Conformity Consumption
Dongjin He, Hong Kong Polytechnic University, China
Yijie Wang, Hong Kong Polytechnic University, China
Yuwei Jiang, Hong Kong Polytechnic University, China
Gerald Gorn, Hong Kong Polytechnic University, China

This research shows that secret keeping increases consumers’ conformity behavior in consumption. This effect is mediated by the moti-
vation to avoid social attention. Moreover perceived self-control moderates the effect of secret keeping on conformity such that the effect is 
more salient for consumers with lower perceived self-control.
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2-K: Consumer Responses to Anthropomorphized Brand Alliances
Dongjin He, Hong Kong Polytechnic University, China

Fangyuan Chen, Hong Kong Polytechnic University, China
Yuwei Jiang, Hong Kong Polytechnic University, China

We explore the impact of brand anthropomorphism on consumers’ perceptions and reactions toward brand alliance. In three studies we 
demonstrate that when a human schema was activated (vs. not) consumers felt more negatively about the termination of a brand alliance due 
to the relationship norm associated with humanlike alliance relationship.

13-H: The Consumption of Digital Live Content:  
How Live Streaming Enhances Interest in Uninteresting Content

Daniel He, Columbia University, USA
Jonathan Hurwitz, Columbia University, USA

Ran Kivetz, Columbia University, USA

We investigate the psychological benefits of viewing digitally live streamed content particularly content normally considered uninter-
esting to watch. Using an online video platform we propose and find that compared to prerecorded content live streamed content increases 
consumers’ intention to join in on uninteresting activities because live experiences make mundane activities feel more social.

5-D: Does Humor in Advertising Trigger Competence and  
Warmth Inferences about Advertisers?

Chi Hoang, BI Norwegian Business School, Norway
Luk Warlop, BI Norwegian Business School, Norway

Klemens Knoferle, BI Norwegian Business School, Norway

This study proposes that people make warmth and competence inferences about advertisers who express humor in advertising. Adver-
tisers are perceived as competent but not warm when using incongruity to elicit laughter as both warm and competent when using arousal 
humor and as neither competent nor warm when using disparaging humor.

2-V: The Influence of Sex Appeal in Advertising: The Moderating Role of Brand Loyalty
Sujeong Hong, Sungkyunkwan University, South Korea

This research shows that consumers exhibiting high loyalty toward a brand react more negatively to sex appeals in brand advertising 
than those exhibiting low loyalty. We intended to examine an additional boundary condition under which the effect of sex appeal can be either 
enhanced or diminished.

13-L: When Dissimilar Others Positively Impact Online Purchase Intentions
Rahil Hosseini, Pompeu Fabra University, Spain

Ana Valenzuela, Baruch College, USA & ESADE Business School, Spain
Maria Galli, ESADE Business School, Spain

Research on the influence of others in product adoption has generally found a positive role of similar-other product advocates. We study 
the influence of dissimilar-other product advocates in online contexts and find that dissimilar advocates can encourage product adoption by 
catering to certain motivations particularly when perceived social presence increases.

12-I: Upward Social Comparison in Goal Pursuit:  
Exploring the Role of Regulatory Focus

Yu Hu, Salem State University, USA

An experiment showed that during a goal pursuit a person’s regulatory focus affected how social information is used in goal monitoring 
judgment. Specifically in an upward social comparison assimilation effect is more prominent in people with promotion focus whereas contrast 
effect is more prominent in people with prevention-focus.
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19-K: Sleepiness, Need for Stimulation, and Variety-Seeking by Consumers
Zhongqiang (Tak) Huang, University of Hong Kong, Hong Kong

Yitian (Sky) Liang, University of British Columbia, Canada
Charles B. Weinberg, University of British Columbia, Canada
Gerald J. Gorn, Hong Kong Polytechic University, Hong Kong

Previous research has revealed the negative impact of sleep deprivation on health but no research to date has investigated its effects on 
consumer behavior. This investigation fills this void by showing that sleepier consumers tend to seek more variety which is driven by a desire 
for sensation to maintain wakefulness.

16-P: Renting Alone? Relationship Status and Differential Appeal of Acquisition Modes
Li Huang, Hofstra University, USA

Anastasiya Pocheptsova Ghosh, University of Arizona, USA

We investigate the impact of relationship status on preference for acquisition mode: renting or buying. We find that single consumers are 
more likely to rent products than married counterparts however buying preferences are not affected by the relationship status. This tendency 
is attenuated by increasing prevention focus of single consumers.

16-N: Exploring Fling Relationships with Rented Products
Li Huang, Hofstra University, USA

Natalie Truong, Nanyang Technological University, Singapore
Jennifer Argo, University of Alberta, Canada

How do consumers form relationships with rented products? Across three studies we found that renting a product is conceptually similar 
to a fling resulting in higher excitement compared to consuming an owned product. We validate the mediating role of fling perception on not 
only excitement but also various downstream behaviors.

20-E: How Broadcasting vs. Narrowcasting on Social Media Affects Consumer Memories
Li Huang, Hofstra University, USA

Frank Zheng, University of Texas at Austin, USA
Adrian Ward, University of Texas at Austin, USA

How do audiences impact the memories shared on social media? We find that sharing with a small group attenuates sharer’s memories 
as compared to a large group. This advantage is due to outsourcing memories to identifiable audiences and is diminished by enhancing the 
perceived heterogeneity of large group.

18-B: Jumping on the Bandwagon or Seeking Novelty: An Experimental Study on the  
Effectiveness of Heuristics to Promote Pro-Environmental Behavior.

Liselot Hudders, University of Ghent, Belgium
Veroline Cauberghe, University of Ghent, Belgium

Carla Mingolla, University of Ghent, Belgium

This study examines the impact of two distinct forms of heuristics (bandwagon and novelty) when promoting sustainable behavior. 
Results show that the effect of a bandwagon heuristic is mediated by normative influence while novelty heuristic is mediated by perceived 
uniqueness. In addition the self-concept regulates the susceptibility for the heuristic.

9-W: Taste Perception and Creativity
Young Eun Huh, HKUST, Hong Kong

Yoonah Hong, Hongik University, South Korea
Nara Youn, Hongik University, South Korea

Taste perception plays a key role in consumers’ food decisions. The current research examines consumers’ taste preference for a snack/
drink to enhance their creativity and how different tastes influence performance on a creativity task.
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17-G: How Satisfied Are You with Your Purchase?:  
Role of Experience Variety and Self-Construal Level

Kyoung Tae Huh, Seoul National University, South Korea
Youseok Lee, Seoul National University, South Korea

Sang-Hoon Kim, Seoul National University, South Korea

Prior research reveals that perceiving less variety in product usage experiences increases the satisfaction on the purchase. This research 
extends the finding by showing that utilitarian value plays a role in producing this effect and that this outcome is enhanced for interdependent 
thinkers who recognize greater similarity among product attributes.

17-J: Robo-Chat: Social Perceptions of Artificial Intelligence Assistants
Claudia Iglesias, Wilfrid Laurier University, Canada
Grant Packard, Wilfrid Laurier University, Canada

We examine how the speech of artificial intelligence (AI) assistants (e.g. Siri) impacts perceptions of them as persuasion agents. A lab 
study reveals that first name addressing by AI assistants shifts perceptual mediators of the persuasion attempt from functional (i.e. processed 
like a product) to personal dimensions (like a person).

2-N: Does the Negativity Effect Really Work?  
The Positive-Negative Asymmetry in Computer Brand Evaluation.

Magdalena Jablonska, SWPS University of Social Sciences and Humanities, Poland
Andrzej Falkowski, SWPS University of Social Sciences and Humanities, Poland

We challenge the negativity effect and present empirical evidence showing that in some situations positive information about the brand 
may have stronger effect on brand evaluation than the negative one. The effect is moderated by the reference point. Our findings add to the 
discussion on the effectiveness of negative advertising.

9-K: Healthy Cake or Decadent Cake, Could Dialecticism Be the Answer?
Alexander Jakubanecs, Norwegian School of Economics, Norway

Alexander Fedorikhin, Indiana University, USA
Nina Iversen, BI Norwegian Business School, Norway

Research on drivers of consumer reactions to indulgent products with healthy claims has been limited. We focus on dialectical thinking 
to predict and explain responses to these products within and across cultures. We find that consumers with situationally and chronically ac-
cessible dialecticism are significantly more accepting of such products.

11-E: Giving Money versus Giving Time:  
The Timing Effect of Thank-You Gifts on Donation Satisfaction

Miaolei (Liam) Jia, National University of Singapore, Singapore
Isabel Ding, National University of Singapore, Singapore

Charity organizations often give thank-you gifts to donors. We demonstrate that when giving money receiving thank-you gifts after the 
donation (vs. before the donation) decreases donors’ donation satisfaction. However when giving time receiving thank-you gifts after the 
donation (vs. before the donation) increases donors’ donation satisfaction.

10-A: Does Purging Lead to Better Self-Control? The Role of the “Simplification” Mindset
Lei Jia, Ohio State University, USA

Xiaoyan Deng, Ohio State University, USA
Xiaojing Yang, University of Wisconsin - Milwaukee, USA

We propose that purging can activate a simplification mindset that features a mental process of simplifying prioritizing and abstracting. 
Such a mindset can carry-over to a subsequent unrelated context with decision outcomes that involve self-control.
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14-P: The Power of Verbs: The Effect of Verbs on Purchase Intention
Miaolei (Liam) Jia, National University of Singapore, Singapore

Isabel Ding, National University of Singapore, Singapore

The usage of concrete verbs such as “Grab the Gold Bars” is commonplace in marketing advertising and promotions. We demonstrate 
that concrete verbs (vs. adjectives) increase consumers’ purchase intention. However using explicitly instructive verbs (e.g. “Buy Now”) 
decreases consumers’ purchase intention.

1-L: The Spillover Effect of Beauty:  
Narcissists’ Overemphasis on Aesthetics in Product Choice

Lei Jia, Ohio State University, USA
Xiaojing Yang, University of Wisconsin - Milwaukee, USA

Huifang Mao, Iowa State University, USA
Xiaoyan Deng, Ohio State University, USA

We propose that narcissism both as a personality trait and a temporary state increases the preference for aesthetics over utilitarian 
attributes in consumer product choice even for products with little symbolic and social signaling values and such an effect is mediated by 
self-possession link.

8-G: Power, Economic Situation and Financial Risk Taking
Jinfeng (Jenny) Jiao, State University of New York at Binghamton, USA

Fang-Chi Lu, Korea University, South Korea

This paper focuses on the effect of an individual’s economic situation and feeling of power on financial risk taking. Across three studies 
we illustrate that an individual’s level of power increases his or her financial risk taking and that this effect is moderated by economic situ-
ation.

11-K: Pride and Dishonesty Why Does Authentic Pride Lead to More Dishonesty?
Jinfeng (Jenny) Jiao, State University of New York at Binghamton, USA

Cathy Cole, University of Iowa, USA
Gary Gaeth, University of Iowa, USA

This paper focuses on authentic pride and hubristic pride as antecedents to consumer dishonesty and has both theoretical and empirical 
implications. We further examine the moderating role of cognitive resources in influencing pride effects on dishonesty. We demonstrate that 
it is moral disengagement that mediates the found effect.

11-D: How Power States Affect Charitable Behaviors towards  
In-Group versus Out-group Recipients

Fei Jin, Peking University, China
Ping Tu, Peking University, China

Huawei Zhu, Wuhan University, China
Keyi Li, Peking University, China

People primed with low power demonstrate stronger willingness to in-group than out-group members whereas individuals in high power 
state show similar propensities to both in-group and out-group members. For the low power helping in-group victims heightens reciprocity 
which in turn increases their propensity to behave generously.
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10-N: Quantification and Experience in Effortful Task:  
Moderating Role of Causality Orientation, Gender.

Daoyan Jin, University College of Southeast Norway, Norway
Halgeir Halvari, University College of Southeast Norway, Norway

Natalia Maehle, Western Norway University of Applied Sciences, Norway
Christopher Niemiec, University of Rochester, USA

This study aims to conduct experiments to investigate the effect of quantification on people’s experience (e.g. vitality enjoyment) in 
effortful task. Another focus of this paper is to explore the moderating role of individual differences (e.g. causality orientation gender) on the 
relationship between quantification and effortful task experience.

14-A: An Official Apology Would End the Matter:  
Investigation on the Fit Between Message Content and Communication Method of  

Mobile Marketing (Text Message vs. Instant Message)
Sunghee Jun, Seoul National University, South Korea
Kiwan Park, Seoul National University, South Korea

These days most companies are engaging in direct communication with their customers via instant messengers. However little research 
investigates the differences between instant messages and text messages and how marketers use them effectively. Our objective is to explore 
varying perceptions toward instant messages and text messages and suggest optimal strategies.

2-J: Consumer Brand Sabotage:  
When and Why Does it Cause Damage among Other Consumers?

Andrea Kähr, University of Bern, Switzerland
Bettina Nyffenegger, University of Bern, Switzerland

Harley Krohmer, University of Bern, Switzerland
Wayne D. Hoyer, University of Texas at Austin, USA

This article shows that consumer brand sabotage (CBS) can damage the brand by decreasing consumers’ brand attitude and purchase 
intention and by increasing negative word-of-mouth. Indirect effects of CBS on consumers’ attitude and behavior through their cognitions 
were significant for consumers with high (vs. low) brand relationship quality only.

15-F: The Self-regulatory Power of Environmental Lighting
Seo Yoon Kang, Hongik University, Korea

Nara Youn, Hongik University, Korea
Heakyung Cecilia Yoon, Hongik University, Korea

The current research investigates the impacts of color temperature and its interaction with brightness on consumers’ self-control. The in-
teraction of brightness and color temperature creates fluent (vs. disfluent) lighting condition that leads to less (vs. more) cognitively depleted 
mental state and consequentially enhances self-control.

11-N: The Impact of Vice Magnitude on Evaluations of Vice-Virtue Bundles
Mustafa Karatas, Koc University, Turkey

Zeynep Gürhan-Canli, Koc University, Turkey

We show that low (vs. high) comparability of payoffs of vice and virtue components leads to a more abstract (vs. concrete) processing 
and a credentials-based (vs. credentials-based) justification process. Subsequently increasing the vice component of the vice-virtue bundle 
increases (vs. decreases) bundle attractiveness under low (vs. high) payoff comparability.
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6-J: Vulnerable or Agentic?  
Medicalized Consumption and its Impact on Consumer Identity

Richard Kedzior, Bucknell University, USA

Over the last few decades the notions of masculinity have undergone significant changes. Traditional masculinity which is associated 
with the pursuit of agentic goals physical strength domination and resourcefulness had to be renegotiated to accommodate new emerging male 
identities. This paper investigates the impact of medicalization on consumer notions of masculinity.

2-G: Brand Activism in the Age of Resistance: What Does it Mean?
Joya A. Kemper, University of Canterbury, New Zealand

Paul W. Ballantine, University of Canterbury, New Zealand

With protests becoming mainstream increased skepticism of key institutions and overall the re-emergence of populism brands have also 
decided to raise their voices in protest. What brand activism is and how it can be implemented is discussed.

12-H: Understanding the Motivation to Help Under Mortality Salience:  
Self-Worth Account Versus Cultural Standards Account

Sara Kim, University of Hong Kong, Hong Kong
Youngsoo Kim, LSR/UX Lab, LG Electronics, South Korea

Soraya Lambotte, AbbVie, UK
Minhi Hahn, Korean Advanced Institute of Science and Technology, South Korea

Our research teases apart two accounts underlying the effect of mortality salience on prosocial behavior in prior work: self-worth en-
hancement and cultural standards reinforcement. We develop a framework for understanding which account primarily drives helping behav-
ior under what circumstances and provide direct empirical evidence that these two accounts are distinct.

1-I: The Effect of Color Saturation on Satiation:  
High Saturation Increases Satiation of the Product

Hakkyun Kim, Sungkyunkwan University, South Korea
Eunmi Jeon, Sungkyunkwan University, South Korea

Jungyun Kang, National Taiwan Normal University, Taiwan

This research investigated how color saturation influences consumer behavior. In other words consumers can expect to become quickly 
satiated when they use products with high saturation than when they use products with low saturation of a color. Thus we demonstrated a 
mediating role of expected satiation between product colors and purchase intentions.

16-E: Gift Cards vs. Cash: The Effects of Money Perception on  
Asymmetric Preferences for Gift Cards between Gift Givers and Receivers

Min Jung Kim, Manhattan College, USA

The current research suggests that individuals will have different preferences for gift cards vs. cash that offer the same exchange value 
depending on their roles (i.e. givers vs. receivers) and money perceptions (i.e. whether they focus on the exchange value of money or the 
additional meaning of money).
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14-H: Narrative Advertising Effectiveness:  
The Role of Ad Relevance, Ad Vividness, and Ad Message Explicitness

Eunjin (Anna) Kim, Southern Methodist University, USA
Eunseon (Penny) Kwon, Texas Christian University, USA

While prior literature has focused on the positive aspects of narrative vs. non-narrative ads we investigate a framework for narrative-ad-
vertising effectiveness. A study with 40 commercials (440 participants) confirms that ad relevance ad vividness message explicitness goal 
engagement emotional engagement and ad skepticism contribute to the persuasiveness of narrative advertising.

5-S: The Joint Effect of Affect and Information-processing Style on Price Judgment
Kaeun Kim, University of Massachusetts, USA

Elizabeth Miller, University of Massachusetts, USA

The present research shows that affective states influence consumers’ price judgment depending on the currently accessible mode of 
processing. Findings from two experiments suggest that positive affect increases price-as-quality judgments only when global processing is 
salient whereas negative affect facilities price-quality perception when local processing is dominant.

3-A: “Mannequin and I”: How Social Distance from Mannequins and  
Self-Construals of Shoppers Affect Product Evaluation

Pielah Kim, Philadelphia University, USA
Xiaoyan Deng, Ohio State University, USA

This research investigates the effect of mannequin design on consumer’s product evaluation. We find that interdependents but not inde-
pendents perceive a closer social distance from abstract (vs. realistic) mannequins and evaluate the products wore by abstract (vs. realistic) 
mannequins more positively. Moreover perceived social distance mediates product evaluation.

16-G: Receiving Less for More: Inequality Aversion in Crowdfunding
Joonkyung Kim, University of Toronto, Canada

When a beneficiary has a lower economic standing than the benefactor the benefactor is more likely to give the money to the beneficiary 
if the beneficiary promises a low-cost token of appreciation rather than a high-cost token of appreciation. It is because the low-cost token 
better restores equality.

5-U: When Do People Make Affectively Negative Self-Presentation?
Dan King, University of Texas Rio Grande Valley, USA

Sumitra Auschaitrakul, University of the Thai Chamber of Commerce, Thailand
Zachary Mendenhall, McGill University, Canada

Our research identifies conditions under which consumers prefer negative branding –imagery and words that elicit negative emotional 
responses. We argue that this phenomenon is underpinned by a reflexive brain process we share with mammals called “dominance signaling” 
–a response that emerges when humans compete with intrasexual rivals for mating opportunities.

10-O: Sequence Fluency Effects on Consumers’ Judgments of Truth
Dan King, University of Texas Rio Grande Valley, USA

Sumitra Auschaitrakul, University of the Thai Chamber of Commerce, Thailand

Brand claims come in the form of “X causes Y” in which X is the brand and Y is the purported effect. Experiments using subliminal and 
supraliminal manipulations show that brand claims will be judged as more truthful if they conform to symbolic sequences that are stored in 
the mind.
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13-C: Creating Brand Reputation:  
How Employees Express Their Brand in Social Media Networks

Stephanie Kogler, University of Innsbruck, Austria
Joonas Rokka, EMLYON Business School, France

Andrea Hemetsberger, University of Innsbruck, Austria

This study compares the official Instagram account of the fashion brand Hollister with the private Instagram accounts of its employees. 
The analysis reveals that employees stabilize brand image by mimicking the brands’ visual language in terms of style postures gestures and 
themes.

10-K: Free to Choose: Belief in Free Will and Indecisiveness
Michail D. Kokkoris, Vienna University of Economics and Business, Austria

Roy Baumeister, University of Queensland, Australia
Ulrich Kühnen, Jacobs University, Germany

We explore consequences of belief in free will for consumer decision making. Studies 1 and 2 suggest that stronger free will belief is 
associated with reduced indecisiveness. Studies 3 and 4 show that this beneficial effect of free will belief is limited to consumers with high 
(vs. low) self-concept clarity.

12-G: Too Much of a Fun Thing: When Many Fun Activities Lead to Productivity
Kate Kooi, University of Miami, USA

William Nowlan, University of Miami, USA
Juliano Laran, University of Miami, USA

Research on goal pursuit often focuses on regulatory goals but the current research focuses on an indulgence goal—specifically having 
fun. We show that consumers who generate many (vs. few) means to have fun find themselves feeling productive and are therefore less likely 
to pursue the goal of having fun.

20-B: Investigating Online Reviews: The Moderating Role of Scarcity Appeal
Elika Kordrostami, Humboldt State University, USA

Yuping Liu-Thompkins, Old Dominion University, USA
Vahid Rahmani, Old Dominion University, USA

Using Amazon.com data we found that scarcity appeals make consumers pay more attention to the average rating for the item on Am-
azon.com. Per the results of the OLS regression buyers on Amazon.com use the average rating of reviews as a heuristic in their purchase 
decision-making when scarcity appeals are present.

14-E: Do We Always Appreciate Creative Ads?  
Unlocking the Meaning of Highly Novel Ads

Afra Koulaei, University College of Southeast Norway, Norway

Consumers appreciate creativity but at the same time when experience uncertainty they form negative associations with novelty an 
attribute that makes an ad creative in the first place. This research suggests that the negative associations appraised from uncertainty can be 
mitigated by unlocking the meaning of the highly novel ads.
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12-E: The Impact of Purchase Motivation on Happiness:  
Experiential and Material Purchases

Sofia Kousi, Athens University of Economics & Business, Greece
Flora Kokkinaki, Athens University of Economics & Business, Greece

Stavros Drakopoulos, National and Kapodistrian University of Athens, Greece

The experience recommendation posits that experiential purchases make people happier than material purchases. The present research 
aims to demonstrate that this is partly due to the different underlying goals that motivate these two disposable income purchase types. To this 
end the results of three experiments are described.

14-R: Leaving the Lab: Can Mobile fNIRS Enhance Consumer Research?
Caspar Krampe, Heinrich-Heine-Universität, Germany

Nadine Gier, Heinrich-Heine-Universität, Germany
Enrique Strelow, Justus Liebig Universität, Germany
Peter Kenning, Heinrich-Heine-Universität, Germany

This work aims to demonstrate that mobile fNIRS is an appropriate neuroimaging method for measuring consumers’ prefrontal neural 
reaction to brand related information. To achieve this we replicated the neural ‘winner-take-it-all’ effect of consumers’ first-choice-brand 
indicating the utility of applying mobile fNIRS in consumer research.

13-D: Extending the Herding Effect to the Consumption Experience:  
The Case of Online Music

Zachary Krastel, Concordia University, Canada
H. Onur Bodur, Concordia University, Canada

Others’ opinions can act as a heuristic when deciding what to consume. However we show the “herding effect” also affects preferences 
during consumption. We find social information is more important for some individuals and for some music types and can have strong nega-
tive effects on song preferences in online environments.

16-M: Bridging the Chasm for Materialists: The Case of Renting Luxury
Goedele Krekels, HEC Lausanne, Switzerland

Bruno Kocher, HEC Lausanne, Switzerland
Sandor Czellar, HEC Lausanne, Switzerland

Brigitte Muller, IAE de Toulon, France

Though literature would predict that materialistic people dislike renting luxury giving them less control over the product in two studies 
we show that for high materialists renting luxury leads to similar self-image and product perceptions as buying. For low materialists we only 
find positive effects for buying luxury not renting.

17-Q: When Saying Less Tells Me More:  
The Relation Between Socio-economic Status (SES) and Luxury Justification

Goedele Krekels, HEC Lausanne, Switzerland
Sandor Czellar, HEC Lausanne, Switzerland

David Dubois, INSEAD, France
Gilles Laurent, INSEEC Business School, France

Bruno Kocher, HEC Lausanne, Switzerland

This research examines whether luxury signalers justify their consumption and how this influences the receiver’s perceptions. We show 
that high SES people justify their luxury consumption less and that a lack of justification is perceived as indicating higher SES. However this 
can lead to negative product and personality perceptions.
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