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Friday, October 2, 2020 

 

Saturday, October 3, 2020 

Thursday, October 1, 2020 
 

Wednesday, September 30, 2020 
 

Can Brands be Sarcastic Conference Registration - https://www.acrwebsite.org/go/ACR2020Register  

Conference Agenda Access - Whova 2020 ACR Conference Access Info.pdf  

 

 
 
Advancing Diversity, Equity,     10:00 am - 12:00 pm (EDT) 
and Inclusion in Consumer Research 
 
 
 
Early Career Workshop  9:00 am - 10:00 am (EDT) 

10:00 am - 11:00 am (EDT) 
8:00 pm - 9:00 pm (EDT) 
9:00 pm - 10:00 pm (EDT) 
 

JACR Special Issue Workshop- by invitation only  10:30 am - 1:30 pm (EDT) 
This was set up by JACR so it only appears on the website for information, there’s not a live link to it as it is by Invitation Only. 

ACR-Sheth Doctoral Symposium   12:00 pm - 3:00 pm (EDT) 
 
Virtual Opening Reception  7:00 pm New York (EDT) 

7:00 pm Paris (Paris Time) 
7:00 pm (Sydney time for Asia/Australia)  

 

 

 

 
The Keith Hunt Newcomers’ Meet and Greet  9:30 am - 10:00 am (EDT) 
 

Eileen Fischer - President’s Address    10:00 am - 10:30 am (EDT) 
 

Business Meeting/Awards Ceremony    10:30 am - 11:30 am (EDT) 
 

Knowledge Forums      12:00 pm - 1:15 pm (EDT) 
 

Virtual Happy Hour  7:00 pm New York (EDT) 
7:00 pm Paris (Paris Time) 
7:00 pm (Sydney time for Asia/Australia)  

 
 

 
Knowledge Forums      9:30 am - 10:45 am (EDT)  

11:00 am - 12:15 pm (EDT) 
 

Virtual Closing Night Reception  7:00 pm New York (EDT)) 
7:00 pm Paris (Paris Time) 
7:00 pm (Sydney time for Asia/Australia)   

https://www.acrwebsite.org/go/ACR2020Register
https://d1keuthy5s86c8.cloudfront.net/static/ems/upload/files/Whova_2020_ACR_Conference_Access_Info.pdf
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Special Sessions 

Friday & Saturday, October 2 & 3, 2020 
 
 

 

The following will be available throughout the Conference 
 

David Mick - Fellow’s Address    Asynchronous 
Marsha Richins – Fellow’s Address    Asynchronous 
Special Sessions     Asynchronous 
Competitive Papers     Asynchronous 
Working Papers      Asynchronous 
Film Festival      Asynchronous 

 

 

AI Agents in Consumer Service – Tools or Partners?  
Session Chairs: Marat Bakpayev, University of Minnesota Duluth, USA; Ann Kronrod, University of 

Massachusetts Lowell, USA 
Consumer Interactions With Artificial Intelligence Agents – a Historical Perspective 

*Marat Bakpayev (University of Minnesota Duluth, USA); Russell W. Belk (York University, Canada) 
In our conceptual work, we examine consumers interacting with machines, be it in fiction or in fact. 
AI Agents may be regarded as servants, masters, friends, or monsters. As a result, consumer 
interactions may be functional or social, calming or frightening, successful or failed. 

Are Robots in Service of the Environment? The Role of Service Robots in Socially Responsible 
Business Practices 
*Marina Puzakova (Lehigh University, USA); Amir Grinstein (Northeastern University, USA) 
Two significant societal trends are on the rise: the introduction of service robots and an increasing 
business commitment to socially responsible practices. Based on 3 experiments we study how 
service robots impact consumer engagement with, and perception of, brands’ socially responsible 
efforts, and the underlying mechanism. 

The Impact of Humans and Robots on Consumer Behavioral Intentions in Medical Contexts 
*Ilana Shanks (Stony Brook University); Martin Mende (Florida State University, USA); Maura Scott 
(Florida State University, USA); Jenny van Doorn (University of Groningen, The Netherlands); Dhruv 
Grewal (Babson College, USA) 
This research examines how consumers respond to human-robot teams in medical contexts. We find 
that consumers show lower ratings of favorability to a robot led team (vs. human). Risk acceptance, 
power distance belief, and consumer choice are examined as boundary conditions. 

AI Service Agents, Figurative Language, and Conversational Cooperativeness 
Marat Bakpayev (University of Minnesota Duluth, USA); *Ann Kronrod (University of Massachusetts 
Lowell, USA) 
Taking a sociolinguistic perspective, we compare consumer reactions to the use of figurative 
language (vs. literal) by human/AI service agents. We find that, as opposed to human agents, using 
figurative language can hurt AI agents, and discover that it occurs because consumers do not 
perceive them as cooperative conversation partners. 

 

Antecedents and Consequences of Consumer Budgeting  
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The Influence of Budgets on Consumer Spending 
*Chuck Howard (Texas A&M University, USA); Marcel Lukas (University of St Andrews) 
Budgeting is a common and consequential consumer behavior. However, little is known about the 
extent to which budgets do (or do not) influence spending in the wild. We address this gap in the 
literature using app data and find that budgets are both wildly optimistic and highly influential. 

On the Psychology of Resource Monitoring 
*Daniel Katz (University of Chicago, USA); Abigail Sussman (University of Chicago, USA) 
This research aims to understand when, why, and how people monitor resources like money, time, 
and calories. We found people monitored money more than time or calories and monitoring varied by 
the timeframe over which the resource was being used. We identified several factors underlying 
differences in monitoring across resources. 

A Query Theory Explanation for Reactions to Constraint 
*Matthew Meister (University of Colorado, USA); John Lynch (University of Colorado, USA) 
Two studies provide support for the hypothesis that pure memory factors have a significant effect on 
consumers’ reactions to changing constraints. Subjects were more successful at prioritizing their 
spending when given a delay between budgeting and a new constraint. Evidence suggests subjects 
thought more broadly after the delay. 

How Consumers Budget 
Yiwei Zhang (University of Wisconsin - Madison, USA); Abigail Sussman (University of Chicago, 
USA); *Jennifer Lyu (University of Colorado, USA); Nathan Wang-Ly (Commonwealth Bank of 
Australia) 
Using a nationally-representative survey (N=3,826) and data from an online banking app, this 
research examines budgeting behaviors and beliefs, including why people do or do not budget, how 
they categorize their consumption, and how they adjust their behavior when faced with financial 
shocks. Implications for financial well-being are discussed. 

 

Antecedents of and Remedies to the Spread of False Information in the Social Media Era  
Session Chair: Gizem Ceylan, University of Southern California, USA 

Look What I am Re-Sharing: How Self-Presentation Goals Impact What Consumers Spread on 
Social Networks 
*Gizem Ceylan (University of Southern California, USA); Norbert Schwarz (University of Southern 
California, USA) 
Consumers share content from sources of varying credibility. We find that consumers who want to fit 
in are more willing to share popular information from well-known credible sources. However, 
consumers who want to stand out share information regardless of source credibility which may 
cause them to share false content. 

Impression Management in the Echo-Chamber: How Self-Censorship Biases Evidence-Sharing 
*Ike Silver (University of Pennsylvania, USA); Deborah Small (University of Pennsylvania, USA); 
Geoffrey Goodwin (University of Pennsylvania, USA) 
Two preregistered experiments (N=819) find evidence of self-censorship effects in information-
sharing among political allies: Consumers omit from conversation evidence they believe to be factual 
and relevant to important social issues (e.g., gun control, climate change) if bringing up such 
evidence might cast public doubt on their loyalty to valued political causes. 

Understanding and Reducing the Spread of Misinformation Online 
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Gordon Pennycook (University of Regina, Canada); *Ziv Epstein (Massachusetts Institute of 
Technology, USA); Mohsen Mosleh (Massachusetts Institute of Technology, USA); Antonio Arechar 
(Massachusetts Institute of Technology, USA); Dean Eckles (Massachusetts Institute of Technology, 
USA); David Rand (Massachusetts Institute of Technology, USA) 
Why do people share misinformation, and what can be done about it? Across survey experiments 
and a Twitter field experiment, we find inducing people to think about the accuracy increases the 
quality of the news they share. This suggests the problem is distraction and offers a scalable anti-
misinformation intervention. 

 

Being a Human in the Age of Artificial Intelligence - Special Session, Special Session 01 
Session Chairs: Gizem Yalcin, Erasmus University Rotterdam, The Netherlands; Nofar Duani, New York 

University, USA 
Defending the Human Need to be Seen: Recipient Identifiability Aggravates Algorithm Aversion 

in Resource Allocation Decisions 
Adelle Xue Yang (National University of Singapore, Singapore); *Jasper Teow (National University of 
Singapore, Singapore) 
Algorithms are increasingly utilized in resource allocation decisions. Seven pre-registered 
experiments (N = 2,732) show that the identifiability of a decision recipient aggravates algorithm 
aversion. This is because an identifiable recipient induces stronger empathic reactions than 
statistical recipients, and highlights the concern that algorithms cannot produce emotions. 

The Human Black Box: Illusionary Understanding Drives Preference for Human Over Algorithmic 
Decision-Making 
*Andrea Bonezzi (New York University, USA); Massimiliano Ostinelli (Winthrop University); Johann 
Melzner (New York University, USA) 
Previous research shows that consumers are hesitant to trust algorithmic over human decision-
makers. In this research, we show that this phenomenon is in part driven by the fact that consumers 
foster an illusion of understanding human decision-makers better than algorithmic decision-makers, 
when in fact both are black boxes. 

How Will AI Affect Job Choice? 
*Noah Castelo (Columbia University, USA); Gerald Häubl (University of Alberta, Canada) 
Students and workers are discouraged from pursuing jobs that AI can also perform. This effect is 
reduced when AI is seen as helping vs. competing with humans and when the job is seen as highly 
subjective or consisting of unstandardized tasks. 

Cyber-Creativity: Unraveling the Dynamics Between Humans and Algorithms in Creative 
Processes 
Darren Dahl (University of British Columbia, Canada); Gizem Yalcin (Erasmus University Rotterdam, 
The Netherlands); *Ravi Mehta (University of Illinois at Urbana-Champaign, USA) 
Many companies utilize AI in businesses that are fundamentally driven by high-order cognition, 
including creativity. There is, however, no research on how AI may redefine creative cognitive 
processes. We introduce the Cyber-Creativity Framework that seeks to capture the roles humans 
and AI can play across different stages of the creative process. 

 

Advances in Neuroforecasting: Forecasting Consumer and Firm Choice Using Neural Data  
Session Chairs: Steven D Shaw, University of Michigan, USA; Carolyn Yoon, University of Michigan, USA 
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Using Neural Data to Improve Forecasts of Market-Level Behavior 
*Alexander Genevsky (Erasmus University Rotterdam, The Netherlands); Chun Pong Lester Tong 
(Stanford University, USA); Brian Knutson (Stanford University, USA) 
In this study, we contrast neural and behavioral forecasts of market behavior. We find that compared 
to behavioral measures, neural data is less impacted by the representativeness of the sample, 
suggesting that neural activity may be a more generalizable index of preference across individuals 
than self-report measures or observed behavior. 

Population News Sharing is Reflected in Distributed Reward-Related Brain Activity 
*Bruce P Doré (University of Pennsylvania, USA); Christin Scholz (University of Amsterdam); Elisa C 
Baek (University of California Los Angeles, USA); Emily B Falk (University of Pennsylvania, USA) 
Brain activity can forecast market-level effects of advertisements and news articles. Here, we show 
that multivariate brain patterns tracking valuation yield robust prediction of population message 
effects not afforded by previous region-based models. These models augment our ability to predict 
consumer behavior and understand the brain mechanisms supporting message influence. 

Top or Flop: Quantifying the Value of fMRI Data in the Prediction of Success of New Products 
Marton Varga (INSEAD, France); Anita Tusche (Queens University, Canada); Paulo Albuquerque 
(INSEAD, France); Nadine Gier (Heinrich-Heine-University, Germany); Bernd Weber (Rheinische 
Friedrich-Wilhelms-University of Bonn); *Hilke Plassmann (INSEAD, France) 
We propose a novel method to predict new product sales by combining retailer data about 
competitors with information from representative surveys and functional magnetic resonance 
imaging. We forecast the sales of innovative products before launch and quantify the added value of 
each information source in terms of prediction accuracy. 

Neuroforecasting Aggregate Choice in Online Dating: Predicting Aggregate Choices From Small 
Samples Using Neural and Behavioral Measures 
*Steven D Shaw (University of Michigan, USA); Vinod Venkatraman (Temple University, USA); 
Carolyn Yoon (University of Michigan, USA) 
In this paper, we advance our understanding of decision-making and choice by assessing behavioral 
and neural approaches to forecasting aggregate choices in an online dating context both within a 
small sample (n < 50) and in an independent simulated market sample (n > 250). 

 

Brand Misbehavior: Integrating Multiple Perspectives  
Session Chairs: Mansur Khamitov, NTU Singapore/Indiana University; Andrea Giuffredi-Kähr, University 

of Zurich 
Wilt Thou Forgive That Sin? – The Influence of Brand Heritage on Consumer Reactions  to Brand 

Transgressions 
*Amogh Kumbargeri (Indian Institute of Management Ahmedabad, India); Sudipta Mandal (Indian 
Institute of Management Indore); Mansur Khamitov (NTU Singapore/Indiana University) 
Six experiments demonstrate that consumers are more likely to forgive heritage (vs. non-heritage) 
brands and exhibit less negative attitudes, reduced negative word-of-mouth, and unethical 
punishment behaviors toward them in the event of a brand transgression. The effect is mediated by 
the individual’s construal level induced by heritage (vs. non-heritage) brands. 

The Dirty Thirty of Brand Personality:  Narcissistic, Machiavellian, and Psychopathic Brands 
*Lucia Malär (University of Bern); Mansur Khamitov (NTU Singapore/Indiana University); Andrea 
Giuffredi-Kähr (University of Zurich) 
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Our study shows that brands -just like people- possess negative brand personality traits. Specifically, 
we find that the dark triad from psychology consisting of narcissism, machiavellianism, and 
psychopathy is applicable to brands, can be measured with a thirty-item scale, and affects 
consumers’ downstream brand attitudes and behavioral intentions. 

Does it Hurt or Protect? The Effect of Affective Commitment on Unethical Behavior Toward 
Transgressing Brands 
*Nitika Garg (University of New South Wales, Australia); Rahul Govind (University of New South 
Wales); Jatinder J. Singh (EADA Business School Barcelona); Wayne Hoyer (University of Texas at 
Austin, USA) 
Affective commitment toward brands can have a dual effect; it can ‘buffer’ or ‘amplify’ consumer 
backlash against the transgressing brand. We resolve this paradox and examine managerially 
relevant moderators; the transgression agency responsible, type of transgression, brand remedial 
measures, and brand apology. Mediating effect of shame is also established. 

Consumers’ Responses to Brand Transgressions: Role of Brand Type and Materialism 
*Sylvia Chang (University of Washington, USA); Shailendra Pratap Jain (University of Washington, 
USA) 
The current research identifies brand- and consumer-related conditions when self-brand connection 
consumers form with brands mitigates the negative impact of brand transgressions. We test and 
provide support for our predictions that materialism influences the extent to which material or 
experiential brands are forgiven (i.e., evaluated higher) following quality-related brand 
transgressions. 

 

Building a More Prosocial and Sustainable Society: Associative Processes in Prosocial Behavior  
Session Chairs: Colton Pond, University of Miami, USA; Uzma Khan, University of Miami, USA 

Negative Effects of Cause-Related Marketing for Charitable Organizations 
*Colton Pond (University of Miami, USA); Uzma Khan (University of Miami, USA) 
Cause-related marketing is often beneficial for firms, while the authors understand when cause-
related marketing has negative consequences for charities. The authors show that subsequent 
donations decrease when a charity partners with a hedonic (utilitarian) product. These adverse 
effects arise because a hedonic partnership reduces the importance of the charitable cause. 

When Sustainability Is Not a Liability: How Going Green Can Benefit Perceived Product 
Performance 
*Alexander Chernev (Northwestern University, USA); Sean Blair (Georgetown University, USA) 
Prior research has suggested that consumers believe sustainable products might not be as effective 
as traditional ones. We question the robustness of this assumption and identify scenarios in which 
sustainability is likely to have the opposite effect, strengthening rather than weakening consumers’ 
product performance beliefs. 

Over-Recycling: When Motivated Sustainability Goes Wrong 
Atar Herziger (Ohio State University, USA); *Grant Edward Donnelly (Ohio State University, USA); 
Rebecca Walker Reczek (Ohio State University, USA) 
We examine “over-recycling”—depositing non-recyclables into recycling bins. We show that 
recycling is associated with moral goodness and environmental benefit, regardless of the 
recyclability of the item, that recycling is used as a compensation mechanism for low moral self-
worth, and that over-recycling is not eliminated by information provision. 
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Transparent Green Practices Boost Perceptions of Price Fairness 
Chiara Longoni (Boston University, USA); *Anna Tari (Boston University, USA); Remi Trudel (Boston 
University, USA) 
Assessing the perceived fairness of prices derivatives of green practices has great importance for 
researchers and practitioners. However, little is known about how green practices affect consumers' 
price fairness perceptions. We examine consumers fairness perceptions of a price increase caused 
by higher costs due to green (vs. not-green) manufacturing practices. 

 

Carrots over Candy: A Multi-Method Examination of the Social Factors That Affect Healthy Food 
Choices  

Session Chairs: Janina Steinmetz, City University of London, UK; Rima Touré-Tillery, Northwestern 
University, USA; Blake DiCosola, Oxford University, UK 
Feeling Judged? The Presence of Outgroup Members Promotes Virtuous Choices 

*Rima Touré-Tillery (Northwestern University, USA); Janina Steinmetz (City University of London, 
UK); Blake DiCosola (Oxford University, UK) 
We investigate whether the presence of an ingroup vs. outgroup observer influences consumer 
choices of virtuous versus indulgent foods. In seven studies, we find that consumers make healthier 
choices in the presence of outgroup (vs. ingroup) others, mediated by the anticipation of being 
judged negatively by outgroup members. 

Conspicuous Self-Control: When Status Motives Lead Consumers to Signal Restraint 
*Aziza Caimile Jones (Rutgers University, USA); Kristina Durante (Rutgers University, USA); Aparna 
A Labroo (Northwestern University, USA) 
Desire for status is often associated with indulgence, such as luxury spending. We tested the 
prediction that a desire for status can also lead to conspicuous self-control. Five studies showed that 
status motives have a positive effect on healthy food choice via desire to signal self-control, and 
highlight boundary conditions. 

Have Your Cake and Make Her Eat It too: Influencing One’s Social Influence to Justify 
Indulgence 
Stephanie Lin (INSEAD, Singapore); Christian Wheeler (Stanford University, USA); *Sherrie Ying 
Ying Ying Xue (Singapore Management University, Singapore) 
We argue that people manipulate social norms to justify their own sinful behavior. Specifically, we 
find in online and in-lab studies that people encourage others to indulge when they have unjustifiably 
indulged to justify their own indulgence. Furthermore, people serve themselves more when they first 
serve another person. 

Effectiveness and Acceptance of Healthy Eating Nudges 
*Romain Cadario (IESEG School of Management, France); Pierre Chandon (INSEAD, France) 
Healthy eating nudges focusing directly on changing behaviors are three times more effective than 
cognitively-oriented nudges. But choosing the best nudge also requires considering their acceptance 
by consumers. We find that the acceptance of a nudge is inversely related to its actual effectiveness, 
but positively related to its perceived effectiveness. 

 

Cognitive Influences on Consumption Experiences  
Session Chairs: Adrian Ward, University of Texas at Austin, USA; Tito L. H. Grillo, University of Texas at 

Austin, USA 
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The “Next” Effect 
*Ed O'Brien (University of Chicago, USA) 
Participants interacted with the same novel technologies, but some were informed beforehand that 
even better versions were allegedly in the works. Mere awareness of better future versions 
undermined enjoyment for present versions (despite being brand new for participants), by spurring 
participants to go looking for, and alas find, more flaws. 

Unintentional Inception: Why Unintentionality Increases Quality Perceptions of Artistic Products 
*Alexander Goldklank Fulmer (Yale University, USA); Taly Reich (Yale University, USA) 
Product creation can be fundamentally intended or unintended from its outset, but does intentionality 
in a product’s inception influence perception? Across numerous artistic products we find that 
consumers perceive unintentional creations as higher quality, driven by increased counterfactual 
thought about how a product’s creation may never have occurred at all. 

The Effect of Google-Induced Confidence on Consumption Experiences 
*Tito L. H. Grillo (University of Texas at Austin, USA); Cristiane Pizzutti (UFRGS); *Adrian Ward 
(University of Texas at Austin, USA) 
Consumers often use Internet search to learn about products they may consume in the future. This 
research suggests that Internet search induces metacognitive errors that inflate consumers’ 
confidence in their decision-making abilities. This confidence exerts a positive top-down influence on 
chosen experiences, enhancing subjective evaluations of the same objective stimuli. 

Glimpse Into the Future Experience: When is Virtual Reality Sampling Beneficial? 
*Helen Chun (Cornell University, USA); *Eunsoo Baek (Hong Kong Polytechic University); Deborah 
MacInnis (University of Southern California, USA) 
This research examines the effect of sampling future experiences through VR on enhancing 
consumers’ mental involvement and the ability to conjure up stories about consumption experiences. 
We demonstrate that the facilitative effect of VR depends on the type of experience, individual 
differences, and the perspective-taking prompted during the sampling process. 

 

Conspicuous Consumption: Signaling and Compensatory Motivations  
Session Chair: Didem Kurt, Northeastern University, USA 

I am Product, Hear Me Roar: Social Dominance and Preference for Loud 
Michael Lowe (Georgia Tech, USA); *Morgan K Ward (Emory University, USA); Cem Ozturk 
(Georgia Tech, USA) 
This paper examines status striving via the use of loud products. The authors argue that consumers 
strategically choose loud and quiet products to signal high-status identities. Results show that loud 
products serve as signals of social dominance, while relatively quieter products signal prestige. 

Obesity and Compensatory Consumption: Evidence from Jewelry Shopping 
*Didem Kurt (Northeastern University, USA) 
Consistent with the compensatory consumer behavior model, jewelry shopping interest and 
spending in a locality increase with obesity rate. Also, supporting the account based on self-
discrepancy in body image, the use of self and body words in jewelry-related tweets is more 
pronounced in places with greater obesity rate. 

Conspicuously Insecure: When Conspicuous Consumption Backfires 
Sean Blair (Georgetown University, USA); *Derek Rucker (Northwestern University, USA); Monika 
Lisjak (Arizona State University, USA) 
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Conspicuous consumption is often used to signal one’s achievements to others. This research 
identifies when it has the opposite effect, causing observers to infer that one is compensating for 
shortcomings. Specifically, results show that observers are more likely to perceive conspicuous 
consumption as compensation when they feel insecure themselves. 

Luxury and Consumer Well-being: Using Luxury Products Impairs Women’s Self-Control 
*Yajin Wang (University of Maryland, USA); Deborah Roedder John (University of Minnesota, USA) 
The experience of using a luxury product increases a consumer’s sense of entitlement, which 
causes an impairment in self-control. Four studies conducted in lab and field settings demonstrate 
that after using a luxury product (e.g., a Louis Vuitton handbag), women subsequently exhibit less 
self-control. 

 

Consumer Behavior Meets Machine Learning  
Session Chairs: Siham El Kihal, Frankfurt School of Finance and Management, Germany; Selin Atalay, 

Frankfurt School of Finance and Management, Germany 
Using Natural Language Processing to Investigate the Role of Syntactic Structure in Persuasive 

Communication 
Selin Atalay (Frankfurt School of Finance and Management, Germany); *Siham El Kihal (Frankfurt 
School of Finance and Management, Germany); Florian Ellsaesser (Frankfurt School of Finance and 
Management, Germany) 
We propose a natural language processing approach to capture syntactic structure and investigate 
its unique role in marketing communications. We demonstrate in two follow-up experiments how 
practitioners can use our method to develop persuasive messages that are more successful in 
changing consumer attitudes and behaviors. 

Scalable Content Curation: Learning from Human Effort 
Pavel Kireyev (INSEAD, France); Artem Timoshenko (Northwestern University, USA); *Cathy Liu 
Yang (HEC Paris, France) 
Creative agencies often crowdsource to generate ideas for new content or products. We find that 
some evaluators benefit disproportionately from the application of a statistical model, a phenomenon 
we term “predictable inaccuracy.” Our framework yields metrics for evaluator importance and 
assesses the extent to which a model substitutes human effort. 

He Power of Brand Selfies in Consumer-Generated Brand Images 
Jochen Hartmann (University of Hamburg); Mark Heitmann (University of Hamburg); *Christina 
Schamp (University of Mannheim, Germany); Oded Netzer (Columbia University, USA) 
Using deep convolutional neural networks, this research classifies the landscape of consumer-
generated brand images on Twitter and Instagram into packshots, consumer selfies and brand 
selfies. These types of images asymmetrically influence different metrics of consumer engagement 
(preferences, comments, purchase intention) as they evoke different levels of self-referential 
thoughts in observers. 

Black-Box Emotion Detection: On the Variability and Predictive Accuracy of Automated Emotion 
Detection Algorithms 
*Francesc Busquet (University of St.Gallen); Christian Hildebrand (University of St. Gallen, 
Switzerland) 
The current research demonstrates considerable variability in predictive accuracy across major 
emotion detection systems (such as Google ML or Microsoft Cognitive Services) with lower (higher) 
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classification accuracy for negative (positive) discrete emotions. We provide two modelling strategies 
to improve prediction accuracy by either combining feature sets or using ensemble methods. 

 

Consumer Consequences of Robotic Replacement  
Session Chairs: Emanuel de Bellis, University of St. Gallen, Switzerland; Bernd Schmitt, Columbia 

University, USA 
Consumer Preferences for Human Versus Robotic Labor: The Role of Symbolic Consumption 

Stefano Puntoni (Erasmus University Rotterdam, The Netherlands); *Armin Granulo (Technical 
University of Munich, Germany); Christoph Fuchs (TU Munich, Germany) 
We examine for which products and services consumers more likely favor human (vs. robotic) labor. 
In seven studies, consumers valued human (vs. robotic) labor more for products with higher 
symbolic value. We show that the effect is driven by perceptions of product uniqueness and 
moderated by need for uniqueness. 

This Robot Doesn’t Judge Me – Service Robots and the Choice of Embarrassing Products 
*Jenny van Doorn (University of Groningen, The Netherlands); Jana Holthoewer (University of 
Groningen) 
Robots are on the rise, but not always easily accepted. We show that consumers are more accepting 
of a robotic service provider when acquiring embarrassing products because they feel less judged by 
a robot than by a human. Furthermore, a moderately anthropomorphic robot is a good choice in 
embarrassing situations. 

How Robotic Customer Service Impacts Consumers’ Evaluation of the Firm 
*Noah Castelo (Columbia University, USA); Johannes Boegershausen (University of British 
Columbia, Canada); Christian Hildebrand (University of St. Gallen, Switzerland); Alex Henkel (Open 
University) 
Many firms are replacing human customer service providers with robots, in both physical and digital 
form. Using real human-robot interactions, we find that consumers perceive firms that do so as less 
customer-centric, which in turn decreases service satisfaction and willingness to recommend the firm 
to others. 

Inner Values Also Count: Algorithm Types Drive Consumer Adoption of Robotic Technologies 
*Melanie Clegg (University of Lucerne); Reto Hofstetter (University of Lucerne, Switzerland); 
Emanuel de Bellis (University of St. Gallen, Switzerland); Bernd Schmitt (Columbia University, USA) 
Algorithms are the backbone of robots. For consumers, however, these inner values often remain 
opaque. We inform consumers about two different algorithm types: pre-programmed and adaptive. 
Four studies, including a Turing test paradigm, show that adaptive algorithms are perceived as more 
creative and pre-programmed algorithms as more predictable. 

 

Consumer Decision-Making in Health Care  
The Costs of Autonomy: Decisional Autonomy Undermines Advisees’ Judgments of Experts 

Samantha Kassirer (Northwestern University, USA); *Emma Levine (University of Chicago, USA); 
Celia Gaertig (University of Chicago, USA) 
In contrast to advisers’ expectations, across 6 experiments (N=3,867) we find that advisers who give 
advisees decisional autonomy rather than paternalistic advice are judged to be less competent, less 
helpful, and are less likely to be recommended. We document these effects in the context of 
medical, financial, and workplace advice. 
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Communication Preferences in Medical Advice Seeking 
*Selin Goksel (London Business School, UK); Jonathan Zev Berman (London Business School, UK); 
Sydney Scott (Washington University, USA) 
Conventional wisdom suggests that patients prefer interpersonally warmer relationships with 
healthcare providers. We find that this is not always the case. Rather, the more patients are 
embarrassed by their symptoms, the more they prefer (1) interpersonally cold doctor-patient 
relationships, and (2) interactions with healthcare providers that are mediated through technology. 

The Effect of Causal Explanations on Judgments of Medical Symptoms 
Selin Goksel (London Business School, UK); *David Faro (London Business School, UK); Stefano 
Puntoni (Erasmus University Rotterdam, The Netherlands) 
How do lay people’s beliefs about the causes of medical symptoms influence their perceptions? We 
find that the same observable symptom is perceived to be less severe, and therefore less likely to 
warrant medical care, when it is caused by a psychological reason compared to a physical reason. 

The Illegal = Effective Heuristic 
*Rachel Gershon (University of California San Diego, USA); Alicea Lieberman (University of 
California San Diego, USA); Sydney Scott (Washington University, USA) 
This work finds that individuals use legality as an indicator for efficacy. People believe that illegal (vs. 
legal) drugs are stronger, more potent, and more effective, even when the substance is illegal for 
reasons unrelated to safety or strength. These findings have important implications for marketing 
and public health. 

 

Consumer Interactions with Voice Technology  
Session Chairs: Johann Melzner, New York University, USA; Kurt P. Munz, Bocconi University, Italy 

Verba Volant Scripta Manent: Communication Modality Affects Privacy Expectations 
*Johann Melzner (New York University, USA); Andrea Bonezzi (New York University, USA); Tom 
Meyvis (New York University, USA) 
Online communication with technological devices is increasingly shifting from typing to speaking. In 
this research, we demonstrate that consumers are less receptive to targeted advertising based on 
information they disclosed by speaking versus typing as a function of higher privacy expectations in 
oral versus written communication. 

Experiential Effects of Device-Dependent Voice Interactions:  Resolving the Power Imbalance 
Between Voice-Assistants and Users 
*Ana Valenzuela (Baruch College, USA); David Luna (University of Central Florida, USA); Christian 
Hildebrand (University of St. Gallen, Switzerland); Jessie Rui Du (Baruch College, Graduate Center, 
CUNY) 
We investigate how consumer experiences originating from device-dependent voice interactions may 
have an effect on consequential marketing outcomes like the evaluation of status-related cues. 
Devices’ inherent constraints limit consumers’ use of language. Differential extents of 
accommodation creates friction in the interactive experience, which leads to compensatory 
processes with downstream consequences. 

Is That an Accent I Hear? How a Digital Voice Assistant’s Accent Affects Consumer Perceptions 
and Intentions 
*Rebecca Chae (University of Michigan, USA); James A. Mourey (DePaul University, USA); Carolyn 
Yoon (University of Michigan, USA) 
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Smart devices–like Amazon’s Alexa and Google Home–rely on natural-sounding voices to provide 
responses to consumer requests. Two experiments show that varying voice via computer-generated 
accents affects perceptions of a response’s believability, behavioral intentions toward the device, 
and willingness-to-pay for services as a function of voice fit and competence. 

Not-So Easy Listening:  Roots and Repercussions of Auditory Choice Difficulty in Voice 
Commerce 
*Kurt P. Munz (Bocconi University, Italy); Vicki G. Morwitz (Columbia University, USA) 
Six experiments demonstrate that choosing from options presented by voice (versus text) increases 
the cognitive burden on consumers (due to difficulty making comparisons), leading them to choose 
recommended items more often but also to defer choice at higher rates. Auditory consumers focus 
on context-independent “evaluable” product features to guide judgment. 

 

Consumer Misunderstandings  
Session Chairs: Amit Kumar, University of Texas at Austin, USA; Dafna Goor, Harvard Business School, 

USA 
A Little Good Goes an Unexpectedly Long Way: Underestimating the Positive Impact of 

Kindness on Recipients 
*Amit Kumar (University of Texas at Austin, USA); Nicholas Epley (University of Chicago, USA) 
Prosociality increases happiness for givers and receivers, but we find in field and laboratory settings 
that givers systematically undervalue their positive impact on recipients. Miscalibrated expectations 
create a barrier to prosociality—to the detriment of one’s own, and others’, welfare—because 
expected value guides choices to engage in prosocial behavior. 

The I Told You So Effect 
*Ovul Sezer (University of North Carolina, USA); Sal Affinito (University of North Carolina, USA); 
Brad Staats (University of North Carolina, USA) 
Making mistakes, and having missteps, is part of the journey to success. But sometimes, people 
have to pay another price: Having to endure hearing “I told you so.” Despite being a common 
phrase, hearing it damages relationships, prompts recipients not follow advice, and hurts learning. 

Keep Talking: (Mis)Understanding the Hedonic Trajectory of Conversation 
Michael Kardas (University of Chicago, USA); Juliana Schroeder (University of California Berkeley, 
USA); *Ed O'Brien (University of Chicago, USA) 
In three experiments, face-to-face conversation between participant-pairs grew sharper over time 
(more lively, enjoyable), despite participants worrying that the experience would grow dull (run dry of 
material). Participants especially undervalued long-lasting conversations with one partner versus 
having many short conversations with different partners, highlighting novel barriers to building richer 
relationships. 

The Road Not Taken: Consumption of Unfamiliar Products Increases Feelings of Self-Discovery 
and Product Engagement 
*Dafna Goor (Harvard Business School, USA); Grant Edward Donnelly (Ohio State University, USA); 
Michael Norton (Harvard Business School, USA) 
Three studies evaluating the consumption of music, food, and consumer goods demonstrate that 
consumer unfamiliarity (vs. familiarity) of a product increases product engagement because it 
enhances self-discovery. Consistent with theories in developmental psychology, our effects are 
moderated by what we call “the zone of proximal discovery.” 
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Consumers and Politics: When Companies Take a Stance  
Session Chair: Rhia Catapano, University of Toronto, Canada 

Political Neutrality Aversion: When and Why ‘Staying Out of It’ Backfires 
*Ike Silver (University of Pennsylvania, USA); Alex Shaw (University of Chicago, USA) 
Consumers care where public figures and the organizations they represent stand on political issues. 
Yet when asked to take sides, public figures often choose to remain neutral. Six experiments find 
that expressions of political neutrality can backfire, often signaling impression management motives 
which harm trust, even relative to outright opposition. 

Chasing Political Review Storms 
*Johannes Boegershausen (Erasmus University); Jared Joseph Watson (New York University, USA) 
Today, brands who take a political stance may receive reviews from supporters and opposers, 
resulting in a political review storm that provides the consumer very little information diagnostic of 
product quality. In this research, we investigate the downstream consequences of a political review 
storm for the brand involved. 

The Changing Face of America: When Majority Group Consumers Prefer vs. Are Threatened By 
Ethnic Diversity in Advertising 
*Steven Shepherd (Oklahoma State University, USA); Tanya Chartrand (Duke University, USA); 
Gavan Fitzsimons (Duke University, USA); Aaron Kay (Duke University, USA) 
We find that conservative (liberal) ideology is associated with more negative (positive) attitudes and 
behavioral intentions when ads feature ethnic diversity/non-White actors. Symbolic threat (seeing the 
ethnic group as a threat to culture/values), product status, and actor-product fit mediated this effect. 
Process evidence is provided via both measurement and manipulation. 

Support or Oppose? The Effects of Political Attitude Framing on Sharing Behavior 
*Rhia Catapano (University of Toronto, Canada); Zakary Tormala (Stanford University, USA) 
We find that consumers are more likely to express attitudes framed in terms of positions they support 
rather than positions they oppose, an effect driven by value expression and impression management 
goals. We also show how brands can leverage this effect to encourage sharing on social media. 

 

Consumers and Their Smart Devices: Perspectives on Anthropomorphism  
Session Chairs: Yegyu Han, IE Business School, Spain; Haribabu Ravella, Virginia Tech, USA 

Object-Oriented Anthropomorphism as a Mechanism for Understanding AI 
*Donna L. Hoffman (George Washington University, USA); Thomas Novak (George Washington 
University, USA) 
Viewing AI through an anthropomorphic lens can be dangerously misleading. This paper presents 
the results of a series of studies that demonstrate how manipulating anthropomorphism in smart 
objects from an object-oriented vs. human-centered perspective can serve as a mechanism for 
better understanding what AI is and is not capable of. 

Breathing Life into Alexa: Mindfully and Mindlessly 
*Yegyu Han (IE Business School, Spain); Dipankar Chakravarti (Virginia Tech, USA) 
Research shows that consumer often tend to “anthropomorphize” objects, including AI innovations 
such as smart agents. We explore whether processes underlying anthropomorphism are explicit 
(conscious) or implicit (nonconscious). Using an auditory adaptation of the IAT, we show that a smart 
agent’s voice influences not only explicit but also implicit anthropomorphism. 
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Hey Google: How Smart Brands Modulate Consumer Worlds 
*Nicholas Pendarvis (California State University Los Angeles, USA); *Ela Veresiu (York University, 
Canada); Ashlee Humphreys (Northwestern University - Medill, USA); Marius K. Luedicke (City 
University of London, UK) 
This paper examines how branded technologies modulate consumption practices in the home by 
conceptualizing and unpacking the concept of smart brands. Focusing on Amazon Alexa, we 
illustrate how this popular smart brand disrupts existing consumption practices and (re)skills 
networked consumers and their families to new branded consumption constellations. 

Physicians’ Communication Styles in Medical Interactions: Patients Respond Differently to 
Human Physicians and their Avatars 
*Haribabu Ravella (Virginia Tech, USA); Dipankar Chakravarti (Virginia Tech, USA) 
Physicians often are excessively impassive (or empathetic) in patient interactions. We examine how 
observers evaluate (acted) videos of a human physician (versus the physician’s avatar) interacting 
impassively (versus empathetically) with a patient. Our findings suggest that smart agents acting as 
the physician’s avatar may support physicians in patient interactions. 

 

Consumers’ Preferences and Their Inferences about Preferences Under Uncertainty -  
Session Chair: Randy Yang Gao, New York University, USA 

Why (and When) Are Uncertain Price Promotions More Effective Than Equivalent Sure 
Discounts? 
*Celia Gaertig (University of Chicago, USA); Joseph P. Simmons (University of Pennsylvania, USA) 
Are uncertain price promotions more effective than sure discounts of equal expected value? 
Previous research says “yes,” but we find that “it depends.” In four studies (N = 6,713), consumers 
are more likely to prefer an uncertain price promotion to a sure discount only when the sure discount 
feels small. 

A Curious Case of Curiosity: An Integrative Review of Recent and Seemingly Contradictory 
Findings 
Christopher Hsee (University of Chicago, USA); *Bowen Ruan (University of Iowa, USA) 
In this paper, we offer an integrative review of some of the seemingly contradicting findings in recent 
studies on curiosity and uncertainty, proposing that the resolution of uncertainty (and the 
accompanying curiosity) has a positive utility above and beyond the utility of the associated 
outcome. 

Consumers Confuse Consensus with Strength of Preferences 
*Graham Overton (Bocconi University, Italy); Joachim Vosgerau (Bocconi University, Italy); Ioannis 
Evangelidis (ESADE Business School, Spain) 
We show that consumers confuse product consensus information (e.g., 70% prefer product A over 
product B) with strength of preferences for the products (e.g. how much better A is rated than B), 
which leads them to draw erroneous inferences about the quality of the products. 

Risk Aversion or Profit Seeking? Explaining the Uncertainty Effect 
*Randy Yang Gao (New York University, USA); Minah Jung (New York University, USA) 
Results from six studies (N = 4430) suggest that people are willing to pay less for an uncertain 
prospect than for its worst outcome, not because they are inherently averse to uncertainty, but 
because they want to exploit the uncertain offer by paying little. 
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Consuming Extraordinary Experiences: Personal Transformation in the Antistructural Realm  
Session Chairs: Chris Hackley, University of London - Royal Holloway, UK; Rajesh Nanarpuzha, Indian 

Institute of Management Udaipur 
Dissecting Consumption: The Temple Festival as an Extraordinary Experience 

*Rajesh Nanarpuzha (Indian Institute of Management Udaipur); Sridhar Samu (Great Lakes Institute 
of Management); Prakash Satyavageeswaran (Indian Institute of Management Udaipur, Inda); 
Jossin Shaji (Indian Institute of Management Udaipur) 
Through a naturalistic inquiry, we attempt to study how socio-historical institutions shape the 
consumption experience of a temple festival in India. We find that the typical consumption 
experience of an extraordinary experience is a fallacy, and uncover evidence for the impact of social 
institutions in creating diverse consumption experiences. 

The Extraordinary Experience of Death and Rebirth in a Thai Temple Ritual 
*Rungpaka Amy Hackley (Birkbeck college, University of London); *Chris Hackley (University of 
London - Royal Holloway, UK) 
Norn-Loeng-Sa-Dor-Cro in Thai, or Death Ritual for the Living, has gained traction in a space in Thai 
religious culture where religion, folklore and commerce intersect to generate spiritual enrichment, 
material advancement, and revenue. We use an ethnographic observation as a basis for a Turnerian 
analysis of liminality in extraordinary experience. 

Bodily Experiences and Self-transformation 
*Jannsen Santana (ESCP Europe, France); Olivier Badot (ESCP Europe, France) 
Physical, mental, and social disorders are hard to deal with. Yet consumers seek to solve their 
struggles by engaging in bodily experiences. Drawing on a sensory ethnography on pilgrimages in 
Europe and Latin America, we categorized self-transformations, and proposed an explanation to how 
people achieve transformation through bodily enactments. 

Personal Transformation Through Extraordinary Experiences 
Isadora Matsuda Sanchez de Rojas (EAESP-FGV); *Benjamin Rosenthal (EAESP-FGV) 
This research aims to expand the literature on the extraordinary experience by investigating its 
transformational effects. Through the study of the solo travel phenomena, we identified that 
individuals can temporarily depart from a social structure and engage with experiences that, with 
reflection and self-awareness, end up transforming them. 

 

Coolness: Identifying What Makes People, Products, and Brands Cool  
Session Chairs: Caleb Warren, University of Arizona, USA; Martin Reimann, University of Arizona, USA 

Consumer Interpretations of Product Coolness Across Three Cultures 
*Gratiana Pol (Hyperthesis, LLC, USA); *Edin Yin (University of Cambridge); Gerard Tellis 
(University of Southern California, USA) 
A cross-cultural survey reveals that consumers in the U.S./UK, Germany, and China hold two distinct 
interpretations of product coolness (a personal and a social one), which are largely stable across 
cultures, with the personal interpretation being more dominant. Cultural variations occur with regard 
to the product attributes driving these interpretations. 

Why are Autonomous Brands Cool? The Role of Value Authenticity and Brand Biography 
*Alessandro Biraglia (University of Leeds, UK); J. Josko Brakus (University of Leeds, UK) 
We show that consumers consider highly autonomous brands cooler when brands present 
themselves as underdogs rather than as topdogs. The extent by which the brand stays true to its 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

16 
 

values (value authenticity) mediates the effect. These results are stronger for self-expressive 
products and for consumers with an independent self-construal. 

What Makes People Cool? 
Todd Pezzuti (University of Adolfo Ibanez); *Caleb Warren (University of Arizona, USA) 
Three cross-cultural experiments reveal that the following characteristics successfully differentiate 
cool people from uncool people: hedonism, extroversion, powerfulness, autonomy, openness, and 
adventurousness. Importantly, these attributes relate to coolness more than they relate to being 
socially desirable in general. These relationships were relatively stable across different cultures. 

 

Difficult by Design: Choice Difficulty and Effort in Decision Making  
Session Chairs: Elina Yewon Hur, Cornell University, USA; Kaitlin Woolley, Cornell University, USA 

The Objectivity Illusion of Ranking Procedures: How and Why Ranking Alleviates Decision 
Difficulty 
*Yonat Zwebner (The InterDisciplinary Center (IDC( Herzliya); Rom Schrift (Indiana University, USA) 
This research examines how two prominent preference-elicitation modes (choice and rank-ordering) 
impact consumers’ decision difficulty. Although one would expect a rank-ordering procedure (vs. 
choice), to elicit greater difficulty, we consistently find the opposite. Ranking options increases 
perceived decision objectivity and, consequently, reduces decision difficulty. 

Roads or Rome? How Product Categorization Shapes the Attributions and Consequences of 
Choice Difficulty 
*Xiang Wang (University of Florida, USA); Aner Sela (University of Florida, USA) 
We propose that framing options as representing different product categories (vs. one category) 
leads consumers to attribute choice difficulty experiences to preference uncertainty (vs. option 
quality), which influences downstream information search. The effect of categorization on attribution 
is mediated by whether people perceive they are choosing among goals vs. means. 

Nuanced Effects of Decision Effort on Decision Confidence in Matters of Quality Versus Matters 
of Taste 
*Nahid Ibrahim (University of Alberta, Canada); Gerald Häubl (University of Alberta, Canada) 
We demonstrate a systematic divergence in consumers’ effort sensitivity in “matters of quality” 
versus “matters of taste,” which differentially impacts two distinct aspects of decision confidence – 
preference clarity and preference correctness. While exerting more effort in the decision process 
diminishes confidence in quality domains, it increases confidence in taste domains. 

Hidden Benefits of Hiding the Best Option: Consumers Value Their Selection More When 
Discovering it Later 
*Elina Yewon Hur (Cornell University, USA); Kaitlin Woolley (Cornell University, USA); Yanping Tu 
(University of Florida, USA) 
Across 5 studies (n = 1,425), consumers who discover the best option late (vs. early) in a limited 
choice set perceive that the effort they put into their search paid off more. This effect is mediated by 
perceptions of progress, and increases consumers’ valuation of their chosen option. 

 

Digging Deeper Into the Self: Understanding How Identity Activation and Structure Influences 
Behavior  

Session Chair: Hyoseok Kim, University of Alberta, Canada 
Look for the Signature: Personal Signatures on Marketing Stimuli Affect Consumption by Making 
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Identities Salient 
*Keri L. Kettle (University of Manitoba, Canada); Antonia Mantonakis (Brock University, Canada) 
We examine how adding a personal signature to marketing stimuli affects consumption behavior. We 
present five studies, including two field experiments, and show that another person’s signature can 
serve as an identity prime, and thus make salient identities within the consumer’s self-concept that 
are relevant to the signer’s identity. 

The Logged-In Shopper: How Consumer Authentication Influences Purchase Behavior 
*Hyoseok Kim (University of Alberta, Canada); Gerald Häubl (University of Alberta, Canada) 
The timing of consumer authentication influences shopping behavior. Encountering a request to 
authenticate (e.g., log in) when entering a store activates an implemental (vs. deliberative) mindset, 
rendering consumers more likely to buy. We show that this purchase-promoting effect of “on-entry” 
authentication requests often outweighs their detrimental impact on store entry. 

Choosing Between “Me’s”: Why Greater Self-Variety Makes it More Difficult to Choose Between 
Identity Goods 
Sara Loughran Dommer (Georgia Tech, USA); *Karen Page Winterich (Pennsylvania State 
University, USA) 
We argue that the difficulty of choosing between two identity goods depends on self-variety, or the 
extent to which the self is composed of many diverse identities. We demonstrate that individuals with 
high (low) self-variety perceive identity goods as being dissimilar (similar), making it harder (easier) 
to choose between them. 

Autonomous Properties of Identity 
*Carter Morgan (University of South Florida (Tampa)); Keri L. Kettle (University of Manitoba, 
Canada); Americus Reed (University of Pennsylvania, USA) 
People associate identities with distinct levels of autonomy, and these autonomous properties are 
driven by tendency to have others choose for them in identity-relevant contexts. In five studies, we 
show that making salient an autonomous (versus heteronomous) identity increases self-product 
connections, and thus reduces the likelihood of post-choice switching. 

 

Digitized Big Data and Machine Learning Approaches To Consumer Behavior  
Session Chair: Ada Aka, University of Pennsylvania, USA 

Computational Consumer Segmentation and Brand Management 
*Ada Aka (University of Pennsylvania, USA); Christopher Olivola (Carnegie Mellon University, USA); 
Sudeep Bhatia (University of Pennsylvania, USA); Gideon Nave (University of Pennsylvania, USA) 
We leverage large-scale social media data, text data, and machine learning methods, to accomplish 
three brand management goals: identify consumer personality segments (Study 1), identify the 
themes associated with brands liked by those segments (Study 2), and show that consumers tend to 
like brands that “fit” their personalities (Study 3). 

We Are What We Watch: Movies Contents Predicts The Personality  Of Their Social Media Fans 
*Gideon Nave (University of Pennsylvania, USA); Jason Rentfrow (University of Cambridge); Sudeep 
Bhatia (University of Pennsylvania, USA) 
We investigate the associations between movie preferences and personality in a dataset containing 
user-generated plot keywords and Big-Five personality measures obtained from their Facebook fans. 
We find that plot keywords predict fan personalities above-and-beyond other variables, and reveal 
specific associations between the movies’ psychological themes and their fans’ personalities. 
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Spending Reflects Not Only Who We Are But Also Who We Are Around: The Joint Effects of 
Individual and Geographic Personality on Spending 
Friedrich Goetz (Cambridge University); Tobias Ebert (Mannheim University); Sandrine Muller 
(Columbia University, USA); Joe Gladstone (University College London); *Sandra Matz (Columbia 
University, USA) 
Analyzing over 31-million transactions of more than one-hundred-thousand consumers across 374 
Local-Authority-Districts in the UK, we show that regional personality of a participant’s home LAD 
predicts individual spending above-and-beyond individual personality. That is, a person’s spending 
reflects both their own personality traits and the personality traits of the people around them. 

The Role of Vocal Tone in Online Persuasion: A Crowdfunding Enquiry 
*Xin (Shane) Wang (Western University, Canada); Shijie Lu (University of Houston, USA); Xi Li 
(University of Hong Kong); Mansur Khamitov (NTU Singapore/Indiana University) 
We examine how persuaders’ vocal tones impact online persuasion. Using novel audio-mining 
technology and an experiment we assess Kickstarter pitches. Allying vocal tone dimensions denoting 
concentration, low stress, and stable emotions with real-world funding outcomes, we show 
perceptions of competence mediate the impact of vocal tones on persuasion success. 

 

Discrimination and Inclusiveness in the Marketplace  
Session Chair: Martina Cossu, Bocconi University, Italy 

Belief-Based Discrimination: Beauty Premium and Beauty Penalty 
Meng Zhu (Johns Hopkins University, USA); Tingting Nian (University of California Irvine, USA); 
*Joachim Vosgerau (Bocconi University, Italy) 
We show that discrimination based on beauty occurs because consumers hold incorrect beliefs 
about the relationship between beauty and productivity. We demonstrate a beauty premium for 
social skills and a beauty penalty for analytical skills. The beauty penalty for analytical skills reverses 
when consumers are given an objective quality signal. 

Racial Discrimination in Customer Service: A Field Experiment 
*Alexandra Feldberg (Harvard Business School, USA); *Tami Kim (University of Virginia, USA) 
A national field experiment involving 6,000 hotels investigated discrimination in customer service. 
We emailed hotels from one of twelve fictitious email accounts (varying race, gender, and education) 
asking for local restaurant recommendations. Hotel representatives’ email responses revealed racial 
discrimination along three dimensions of service quality: responsiveness, helpfulness, and rapport. 

Paying for Parity: Consumer Response to Gender Pay Gaps 
*Bhavya Mohan (University of San Francisco, USA); Tobias Schlager (HEC Lausanne, Switzerland); 
Katherine DeCelles (University of Toronto, Canada); Michael Norton (Harvard Business School, 
USA) 
We examine a unique driver of consumer behavior: the public disclosure of a firm’s gender pay gap. 
Four studies provide evidence that when firms’ gender pay gaps are revealed, consumers are less 
willing to pay for their goods, an effect driven by consumer perceptions of unfairness and moderated 
by gender. 

Uncommon Beauty: Physically Disabled Models Positively Affect Consumers’ Attitudes and 
Choices 
*Martina Cossu (Bocconi University, Italy); Zachary Estes (Bocconi University, Italy); Joachim 
Vosgerau (Bocconi University, Italy) 
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Four studies revealed that physically-disabled models in ads enhance consumers’ attitudes, choices 
and evoke positive emotional responses. The effects are not due to impression management/social 
desirability because a) they also occurred under time-pressure, and b) results replicate in a field 
experiment when choices were made in private and in public. 

 

Experiences vs. Material Goods:  What Drives Consumers to Perceive Experiences and Material 
Goods Differently?  

Session Chair: Pureum Kim, University of Arizona, USA 
Reversing the Experiential Advantage: Happiness Leads People to Perceive Purchases as More 

Experiential than Material 
*Hyewon Oh (University of Illinois at Urbana-Champaign, USA); Joseph K Goodman (Ohio State 
University, USA); Incheol Choi (Seoul National University, South Korea) 
The experiential advantage states that experiential purchases provide more happiness than material 
purchases. We reverse this advantage and show that happiness (manipulated and measured) leads 
consumers to perceive their purchases as more experiential than material. We propose that this 
difference is due to broader thought-action repertoires associated with positive affect. 

Happiness from Unique Purchases 
*Charlene Chu (Chapman University); Suzanne Shu (University of California Los Angeles, USA) 
Across five studies, we demonstrate that consumers derive greater retrospective happiness from 
experiential purchases because they are regarded as more unique. We further show that these 
effects occur because unique purchases are regarded as more self-defining and contribute to a 
greater sense of personal uniqueness among consumers. 

Distance Matters: What Information do People Want When Making Experiential and Material 
Purchases? 
*Iñigo Gallo (IESE Business School, Spain); Thomas Gilovich (Cornell University, USA) 
When evaluating experiential purchases, consumers rely more on reviews from sources that are 
closer to the self. Close others are seen as knowledgeable about how a purchase is likely to be 
experienced subjectively. When evaluating material purchases, consumers rely more on the 
aggregate assessments of unknown others (online reviews, experts). 

Why Are Reviews of Experiential Purchases Less Credible? 
*Pureum Kim (University of Arizona, USA); Anastasiya Pocheptsova Ghosh (University of Arizona, 
USA); Martin Reimann (University of Arizona, USA) 
Across four lab studies and analysis of reviews on Amazon and Yelp, we show that consumers write 
more confident and more emotional reviews for experiential than material purchases. Consumers are 
not aware of the writing style differences, increasing the likelihood that their reviews would be 
discounted by others. 

 

Exploring the Effective Use of Humor in Consumer  
Aha over Haha: Brands Benefit More from Being Clever Than From Being Funny 

*Holly S Howe (Duke University, USA); Lingrui Zhou (Duke University, USA); Rodrigo S. Dias (Duke 
University, USA); Gavan Fitzsimons (Duke University, USA) 
How do consumers respond to clever advertising? Across three pre-registered studies, brands using 
clever ads are both warmer and more competent than brands using purely funny or serious ads. This 
shift positively impacts brand attitude. The effect is stronger for brands whom the consumer does not 
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feel connected to. 
How Different Types of Humor in Advertising Shape Impressions of Firms’ Competence and 

Warmth 
**Chi Hoang (Norwegian School of Management, Norway); Klemens Knoferle (BI Norwegian 
Business School); Luk Warlop (Norwegian School of Management, Norway) 
Results of one large-scale correlational study and one experiment demonstrate that different types of 
humorous advertising influence consumers’ impressions of firms’ competence and warmth. 
Advertising featuring incongruity-resolution humor enhances impressions of firms’ competence. 
Advertising featuring tension-relief humor enhances impressions of firms’ warmth. Meanwhile, 
advertising featuring disparaging humor reduces both impressions. 

Humor Makes Consumers More Likely to Share Negative Content, But Not Positive Content 
*John J Yi (University of Arizona, USA); Caleb Warren (University of Arizona, USA); Jonah Berger 
(University of Pennsylvania, USA) 
Are consumers more likely to share content (stories, social media posts, etc.) when it is humorous? 
Not always. Although adding humor increases the likelihood that consumers share negative content 
(e.g., embarrassing stories, complaints, etc.), adding humor does not increase the likelihood of 
sharing positive content (e.g., happy stories, praise, etc.). 

How Power Influences the Use of Humor 
*Brad Bitterly (University of Pennsylvania, USA) 
We demonstrate that humor is fundamentally tied to power. By analyzing 73,620 emails, we find that 
humor is more frequently used by higher power individuals than low power individuals. By 
experimentally manipulating power, we find that low power individuals are less able to create humor 
than high power individuals. 

 

Feeling Unique and Grounded: Psychological Drivers and Consequences of Customer Engagement 
in Product Creation  

Session Chairs: Rocio Alarcón López, University of Murcia; Anne-Kathrin Klesse, Erasmus University 
Rotterdam, The Netherlands; Martin Schreier, WU Vienna, Austria 
You’re One in a Million: Strict Uniqueness of Mass-Customized Products 

*Pia Burghartz (University of St. Gallen, Switzerland); Emanuel de Bellis (University of St. Gallen, 
Switzerland); Franziska Krause (EBS University of Business and Law); Nikolaus Franke (WU 
Vienna); Gerald Häubl (University of Alberta, Canada) 
This paper advances our understanding of mass customization by examining the role of product 
uniqueness. A series of field and online studies show that strict uniqueness feedback and strict 
uniqueness blocking increase consumers’ product valuation. The effect is driven by perceived 
exclusivity and is attenuated by solution space transparency. 

When I Share, I Feel Unique: Sharing one’s Customization Experience Increases Feelings of 
Pride 
*Rocio Alarcón López (University of Murcia); Anne-Kathrin Klesse (Erasmus University Rotterdam, 
The Netherlands); Salvador Ruiz de Maya (University of Murcia); Inés López López (University of 
Murcia) 
We demonstrate that sharing one's customization experience (e.g., by messaging a friend) versus 
not sharing it increases feelings of pride toward the customized product. This positive effect of 
sharing one’s customization experience is limited to self-expressive (but not functional) 
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customization tasks and consumers high (vs. low) in need for uniqueness. 
Me, me, me: Customization, Uniqueness, and Entitled Behavior 

*Ulrike Kaiser (WU Vienna, Austria); Martin Schreier (WU Vienna, Austria); Chris Janiszewski 
(University of Florida, USA) 
We show that perceived uniqueness (e.g., through customization, advertising claims, etc.) leads to 
entitled behavior. Entitled individuals are motivated to express their difference, and behavioral 
consequences can be both negative (e.g., demand higher salary) and positive (e.g., donate more to 
people in need). 

How Self-Production Increases Feelings of Groundedness 
*Arnaud Monnier (Cornell University, USA); Isabel Eichinger (WU Vienna); Martin Schreier (WU 
Vienna, Austria); Stijn M. J. van Osselaer (Cornell University, USA) 
Across lab and field studies, we uncover a novel psychological benefit of engaging in self-production, 
namely increased feelings of groundedness—defined as feelings of deep connectedness to one’s 
social, historical, and physical environment. We also illuminate how brands can generate vicarious 
feelings of self-production, and thus increase groundedness. 

 

From “Me” to “Vous”: Language and Culture in Consumer Behavior  
Session Chairs: Ann Kronrod, University of Massachusetts Lowell, USA; Ruth Pogacar, University of 

Calgary, Canada 
Brand Names and Country Brand Personality DNA 

*Ella Karat (University of Massachusetts, USA); Ann Kronrod (University of Massachusetts Lowell, 
USA) 
This work tests how spelling a brand name in a foreign language triggers associations with that 
country’s personality DNA - the unique combination of human traits that are associated with this 
country - resulting in instant association of the brand with this specific set of human personality traits. 

Is Nestlé a Lady? Brand Name Gender and Loyalty Attitudes 
*Ruth Pogacar (University of Calgary, Canada); Justin Angle (University of Montana); L. J. Shrum 
(HEC Paris, France); Frank R. Kardes (University of Cincinnati, USA); Tina M. Lowrey (HEC Paris, 
France) 
Feminine brand name gender increases perceived warmth, which increases loyalty attitudes and 
choice. Longer names ending in vowels (Burberry) sound more feminine/warmer than shorter names 
ending in consonants (Ford). Using multiple methods, with hypothetical and real brands, we show a 
feminine brand name advantage. Typically male-used products are an exception. 

Precisely Unique: Semantic Precision Increases Perceived Uniqueness of Cultural Products 
*Guang-Xin Xie (University of Massachusetts Boston); Ann Kronrod (University of Massachusetts 
Lowell, USA) 
Four experiments reveal a novel “precise-unique” heuristic whereby greater semantic precision of 
verbal description increases perceived uniqueness of cultural products. The effect is mediated by 
consumer’s cognitive process of registering category typicality across levels of precision. When a 
product is perceived atypical inherently, the effect of “precise-unique” heuristic is attenuated. 

 

How You Feelin’? The Role Of Internal and External Cues on Consumer Sensory Experiences  
Session Chair: Jerry Jisang Han, University of Technology Sydney, Australia 

Sounding Warm: The Role of Audio Pitch on Service Perception 
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*Jerry Jisang Han (University of Technology Sydney, Australia); Michael Lowe (Georgia Tech, USA) 
This paper investigates how spokesperson vocal pitches in advertisements influences consumers 
evaluations and decisions. Across five studies, we find that high (vs. low) pitched voices and 
advertisements increase perceptions of warmth (vs. competence) and that this in turn enhances 
people’s evaluation and preference for services where warmth is important. 

Vocal Similarity, Trust and Persuasion in Human-AI Agent Interactions 
Michael Lowe (Georgia Tech, USA); *Na Kyong Hyun (Georgia Tech, USA) 
This research explores an important component that exists in human-AI agent interactions and user 
personalization – acoustic similarity. We quantify the distance measure as a measure of objective 
vocal similarity in pitch and timbre (MFCCs) and we show that acoustic similarity leads to higher 
trust, and perceptions of warmth and competence. 

Sound of Products’ Soundness: The Effect of Product Operation Sound on Judgment of Product 
Quality 
B. Kyu Kim (Yonsei University); Byung Geun Cho (Yonsei University); *He (Michael) Jia (University 
of Hong Kong, China) 
This research explores an important component that exists in human-AI agent interactions and user 
personalization – acoustic similarity. We quantify the distance measure as a measure of objective 
vocal similarity in pitch and timbre (MFCCs) and we show that acoustic similarity leads to higher 
trust, and perceptions of warmth and competence. 

The Effect of Unpacking on Consumers’ Sensory Experience: A Goal-gradient Account 
*Claire I. Tsai (University of Toronto, Canada); Min Zhao (Boston College, USA) 
In five experiments involving real consumptions, we demonstrate that unpacking a sensory 
experience into distinctive consumption units increases enjoyment when consumers focus on the 
units yet to be enjoyed (to-go focus), which increases consumption motivation and goal gradient. 
However, the effect reverses when people focus on what has been consumed. 

 

Letting Go: What Does it Mean for Consumers to Declutter their Offline and Online Lives?  
Session Chair: Mariam Humayun, Telfer School of Management, University of Ottawa 

Consuming Order and Discipline 
*Eric Li (University of British Columbia, Canada); Russell W. Belk (York University, Canada) 
Our study derives the key concepts of order and pollution to understand the rise of consumer 
disciplinary mechanisms in professional home organization services. Findings show how two 
contesting regimes – the polluting ingestion regime of consumption and the disciplinary dietetic 
regime of organization – govern consumers’ perceptions of self, home, and life. 

Home Sweet Home: How Consumers Regain Implacement in Creating the Place of Home 
*Annetta Grant (Bucknell University, USA); Jay Handelman (Queens University, Canada) 
Based on an ethnographic exploration of the North American home renovations market, we 
contribute to the theory of place by showing how consumers achieve implacement—feeling “in 
place.” Confronted with media portrayals that socially reengineer the meanings of home 
(dysplacement), consumers engage in rituals of temporary displacement to regain implacement. 

Freed from Desire –  Consumers’ Escape from Market Ideologies Through Decluttering 
Practices? 
*Birte Manke (University of St. Gallen, Switzerland); Johanna Franziska Gollnhofer (University of 
Southern Denmark, Denmark) 
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We explore consumer motives for disposal processes and focus on the societal ideologies that 
consumers reflect upon and letting go of during a decluttering process. This study contributes to 
consumer research by providing insights into conflicting personal experiences and market ideologies 
and the process of resolving these conflicts. 

Offline Is The New Luxury? Consuming Digital Detoxing 
*Mariam Humayun (Telfer School of Management, University of Ottawa) 
Based on ethnographic and netnographic data, this study examines a new form of consumer 
resistance through the practice of digital detoxing. Consumers let go of their digital devices and 
social media to escape their digital lives. For some, the reprieve is effective but for others it becomes 
a Sisyphean struggle. 

Might I Recommend This Session? Insights on the Effectiveness of Modern Persuasion Agents  
Slanguage & Cultural Value: It’s Lit to Say It - How Mainstream Slang Affect Online WOM 

*Shaheer Ahmed Rizvi (University of Alberta, Canada); Sarah G Moore (University of Alberta, 
Canada); Paul Richard Messinger (University of Alberta, Canada) 
This paper examines the effects of using mainstream, popular slang in online WOM (e.g., “These 
Jordans are lit!”). We hypothesize that relative to non-slang equivalents (great), the perceived 
cultural value embedded in slang terms will increase consumers’ evaluations of the message and 
product. We test this hypothesis in four experiments. 

You Should Try It With This: Recommending Compatible Items Increases Perceptions of 
Expertise and Persuasiveness 
*Jennifer D'Angelo (Texas Christian University, USA); *Francesca Valsesia (University of 
Washington, USA) 
We find that an individual’s mere mention of two or more products as compatible (i.e., go well 
together) can bolster perceptions that the individual is an expert within a product domain, 
subsequently improving consumers’ attitudes toward the products recommended by that individual. 

Influencer Effectiveness: Contexts and Boundaries 
Jared Joseph Watson (New York University, USA); Lauren Grewal (Dartmouth College, USA); 
*Shoshana Segal (New York University, USA) 
Influencers have distinct effectiveness from that of traditional product endorsers. We investigate why 
and when influencers are effective, drawing on persuasion knowledge and parasocial interaction 
literatures. Across several studies, we demonstrate the important characteristics of influencers, and 
the effectiveness of influencer- vs. brand-communicated messages. 

You Didn’t Take My (Uncertain) Advice? Examining the Effects of Confidence and 
Recommendation Outcomes on Recommender Preferences 
Matthew James Hall (Oregon State University, USA); *Jamie D. Hyodo (University of Nebraska-
Lincoln, USA); Kirk Kristofferson (Ivey Business School, Canada) 
Recommendations constitute public commitment to a product. Nevertheless, we demonstrate that 
recommenders reduce future choice away from their recommended product if their advice is not 
followed (unfulfilled recommendation). This switching occurs when consumers recommend with less-
than-full confidence, leading them to use others’ choices to make inferences about the 
recommended product. 

 

Monetizing the Megaphone: How Consumers and Firms Use Platforms to Conquer the Attention 
Economy  
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Session Chair: Zeynep Arsel, Concordia University, Canada 
Discussant: Ashlee Humphreys, Northwestern University - Medill, USA 

Problematizing the Megaphone: The Very Difficult Journey to Becoming an Influencer 
Thanh Nguyen (Concordia University, Canada); *Pierre-Yann Dolbec (Concordia University, 
Canada) 
We redress our phenomenological understanding of what it takes to become an influencer. Rather 
than a straightforward, meritocratic journey, we show how the road to becoming an influencer is 
replete with struggles, which leads many to abandon their project. We discuss implications for work 
on consumer involvement and influencers. 

Aesthetics of Food:  The Role of Visual Framing Strategies for Influence Building on Instagram 
*Shuhan Yang (Rochester Institute of Technology, USA); Jonathan Schroeder (Rochester Institute of 
Technology, USA); Duygu Akdevelioglu (Rochester Institute of Technology, USA) 
Driven by attention economy, images posted on Instagram encourage capital-seeking behavior of 
influencers, which in turn may bring them financial and social success. We introduce a framework 
that explains the effectiveness of visual framing strategies. We also provide a perspective on 
aesthetics of food to historically contextualize contemporary food imagery. 

Orchestrating Pet Influencers: Rhetorical and Visual Strategies in Creating Mediated Platform 
Content 
*Ghalia Shamayleh (Concordia University, Canada); *Zeynep Arsel (Concordia University, Canada) 
Despite the prevalence of pet influencers, there is a paucity of studies on the subject matter. Our 
paper utilizes a mix of interviews and Netnography to understand how people orchestrate their pet 
companions on social platforms. We provide a typology of performative storytelling and discuss 
implications to theory and firms. 

Marketing Memeification on TikTok: Initiating and Leveraging Consumer Creativity for 
Commercial Means 
*Jenna Drenten (Loyola University Chicago, USA); *Pilar Castro-Gonzalez (Universidad Loyola) 
This study explores brand-generated marketing memeification through social media. We examine 
102 brand sponsored hashtags on TikTok. Preliminary findings suggest three types of calls to 
action—impersonation, transformation, self-expression—which range on a continuum of consumer 
creativity, wherein consumers’ creative performances are actively initiated, surveilled, and leveraged 
for commercial means. 

 

Moving on!: The Effect of Movement On, From and Embodied in Products on Consumer Judgments  
Session Chairs: Ana Valenzuela, Baruch College, USA; Eda Sayin, IE Business School, IE University, 

Spain 
Is Fast Feminine? The Effect of Speed of Observed Hand-Motor Actions on Consumer Judgment 

and Behaviors 
Eda Sayin (IE Business School, IE University, Spain); *Sumit Malik (IE Business School, IE 
University, Spain) 
This paper shows that observing a slow (vs. fast) hand-motor action with an advertised product (e.g., 
fabric, shaving foam, etc) can evince stereotypic feminine (vs. masculine) schematic associations 
and, subsequently, alter consumer judgment. In three studies, we provide evidence on the effect of 
dynamic-observed experiences across advertising contexts. 

Assimilative Versus Complementary Effects of Embodied Verticality: Neural and Behavioral 
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Evidence 
Massimiliano Ostinelli (Winthrop University); David Luna (University of Central Florida, USA); 
*Torsten Ringberg (Copenhagen Business School, Denmark); Seidi Suurmets (Copenhagen 
Business School) 
Four experiments resolve apparent discrepancies in previous work on the effects of verticality. Our 
conceptual model, based on a goal systems framework and supported by experimental and EEG 
evidence, explains the divergence in past research by introducing the distinction between static and 
dynamic phenomena in the study of embodied cognition. 

Good Buzz, Bad Buzz: Using Vibrotactile Feedback to Shape Consumer Choice 
*William Hampton (University of St. Gallen, Switzerland); Christian Hildebrand (University of Geneva, 
Switzerland) 
Nearly all consumers carry vibrating mobile devices, yet how and why vibro-tactile feedback 
influences consumer behavior is unclear. Across four studies, we find that certain mobile vibrations 
are consistently perceived as rewarding and can influence shopping decisions. We also provide 
evidence that conditioning drives this vibration-reward association. 

Consumer Responses to Haptic Sensing of Movement in Mobile Advertising 
Rhonda Hadi (Oxford University, UK); *Ana Valenzuela (Baruch College, USA); Karthik Sridhar 
(Baruch College, USA); Jessie Rui Du (Baruch College, Graduate Center, CUNY) 
We propose and support a novel framework to help predict consumer responses to haptically-
augmented mobile advertising (i.e., synchronic integration of haptic effects into audiovisual mobile 
content, particularly movement). We demonstrate that, while haptic augmentation may indeed 
improve consumer responses to advertising, the positive effect is moderated by perceptions of brand 
warmth. 

 

New Approaches in Text Analytics  
Session Chairs: Matthew D Rocklage, University of Massachusetts, USA; Jonah Berger, University of 

Pennsylvania, USA 
Dynamically Solving the Self-Presenter’s Paradox: When Customer Care Should be Warm vs. 

Competent 
Yang Li (Cheung Kong Graduate School of Business, China); *Grant Packard (York University, 
Canada); Jonah Berger (University of Pennsylvania, USA) 
While scholars increasingly investigate consumer language, conversational dynamics have received 
little attention. We introduce a novel methodological approach and apply it to the 
warmth/competence trade-off. Rather than being warm OR competent, customer service people can 
enhance consumer perceptions by speaking both affectively and cognitively, but at different times. 

The Numbness of Expertise: Emotional Trajectories in the Development of Expertise 
*Matthew D Rocklage (University of Massachusetts, USA); Derek Rucker (Northwestern University, 
USA); Loran F Nordgren (Northwestern University, USA) 
As consumers gain expertise, they become more effective and efficient operators. Yet, does 
becoming an expert carry costs? We trace emotional trajectories of 70,000 consumers across 3 
million reviews, analyze the language of expert critics, and manipulate expertise in-the-lab. Across 
domains, as consumers gain expertise they become more emotionally numb. 

Wordify: A Tool for Discovering Consumer Vocabularies 
*Dirk Hovy (Bocconi University, Italy); Shiri Melumad (University of Pennsylvania, USA); Jeffrey 
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Inman (University of Pittsburgh, USA) 
We describe a new, easy-to-use text-mining tool called Wordify that uncovers the vocabularies used 
by consumers across contexts. We show how Wordify allows consumer researchers to gain a richer 
understanding of the role of language in decision-making, such as how the words used to describe 
products differ between consumer segments. 

Influencer-Generated Reference Groups 
Enric Junqué de Fortuny (New York University, USA); *Jeff Lee (American University, USA) 
Through an analysis of over 350,000 Instagram posts by approximately 750 consumer influencers 
over the course of a year, the authors find (1) distinct reference groups in social media, (2) unique 
relationships between brands and reference groups and (3) evidence of brand endorsement and 
sponsored content via influencer-generated call-to-actions. 

 

New Insights from Computational Models of Cognition in Consumer Research  
Session Chair: Rory Waisman, University of Alberta, Canada 

Insights From a Process Model of Retrospective Evaluation 
*Rory Waisman (University of Alberta, Canada) 
Novel hypotheses are derived from a process model of retrospective evaluation of consumption 
experiences. Correspondence of computational simulation and empirical results suggests the 
model’s instance encoding, resonance-based retrieval, and evaluative mechanisms explain 
consumers' evaluative behavior and demonstrates the value of applying computational models of 
cognition in consumer research. 

What I Like Is What I Remember: Memory Modulation in Preferential Choice 
*Ada Aka (University of Pennsylvania, USA); Sudeep Bhatia (University of Pennsylvania, USA) 
Do memory processes in decision making differ from those in pure-memory tasks? Computational 
memory models fit to empirical data show that while some established memory regularities (e.g. 
primacy and semantic/temporal clustering) persist, other decision-specific factors, such as item 
desirability, play a stronger role in guiding retrieval in decision tasks. 

Packaging vs. Product: Distinguishing Between Choice Domains With Computational Modeling 
*Stephanie Smith (Ohio State University, USA); Ian Krajbich (Ohio State University, USA) 
When people shop, they are influenced by both the products’ packaging and mental representations 
of the products inside. We investigate the choice processes based on different types of information 
using eye-tracking and computational modeling. Although attention plays a large role across decision 
domains, choice processes for products/packages are distinct. 

Structural Dependencies in Computational Models of Cognition in Consumer Research 
*Antonia Krefeld-Schwalb (Geneva School of Economics and Management, Switzerland); Thorsten 
Pachur (Max Planck Institute for Human Development); Benjamin Scheibehenne (Geneva School of 
Economics and Management, Switzerland) 
Computational models are important methodological tools in consumer research. Free parameters in 
the models allow estimation of latent traits underlying observed behavior. This research shows that 
in computational models applied in consumer research these parameters are often highly correlated, 
however, which can lead to wrong inferences on the latent traits. 

 

New Learnings in Financial Decision-Making: Influences on How Consumers Use and Obtain 
Financial Resources  
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The Impact of Payment Frequency on Subjective Wealth Perceptions and Discretionary 
Spending 
*Wendy De La Rosa (Stanford University, USA); Stephanie Tully (Stanford University, USA) 
An increasingly popular trend is for consumers to get paid more often. This work demonstrates that 
higher payment frequency increases consumers’ wealth perceptions, and thus, their discretionary 
spending. We find support for this hypothesis across a series of pre-registered studies and two 
separate analyses of consumers’ real-world spending. 

Pennies Reframing of Savings Rates 
Stephen Shu (City University of London, UK); *Hal Hershfield (University of California Los Angeles, 
USA); Shlomo Benartzi (University of California Los Angeles, USA); Richard Mason (Carnegie 
Mellon University, USA) 
In three survey-based studies, we explore a novel, retirement savings rate choice architecture using 
a pennies per dollar of salary framing instead percent of salary framing. This small change of 
reframing choices impacts people’s perceptions of affordability and leads people to select higher 
savings and savings escalator rates. 

How Soon is Now? Present Bias and the Mental Accounting of Time 
Oleg Urminsky (University of Chicago, USA); *Minkwang Jang (University of Chicago, USA) 
We offer an account of perceived budget periods as an explanation for present-biased preference 
reversal in intertemporal choice. Based on a dichotomous categorization of time as current and 
future financial periods, we demonstrate that people are more impatient when options fall into 
different periods than in the same period. 

Fighting Fiscal Awkwardness: The (Dis)Advantages of Digital Payment Methods on Peer-Debt 
Dynamics 
*Alexander Park (Washington University, USA); Cynthia Cryder (Washington University, USA); 
Rachel Gershon (University of California San Diego, USA) 
We investigate how consumers adjust their financial transactions with peers to match relationship 
dynamics. Across four studies, we show that people are more likely to use digital payment methods 
to request money back from weaker (versus stronger) social ties. This is due to digital payments’ 
ability to reduce social awkwardness. 

 

Novel Effects of Context on Preference Formation  
Session Chair: Ioannis Evangelidis, ESADE Business School, Spain 

The Contingent Impact of Context on Choice versus Valuation 
Minah Jung (New York University, USA); *Ioannis Evangelidis (ESADE Business School, Spain); 
Fuad Adnan Shennib (Stanford University, USA) 
We investigate the occurrence of context effects in two common elicitation procedures: choice and 
willingness-to-pay. We demonstrate that attraction and compromise effects replicate in choice, but 
are eliminated (attraction) or reversed (compromise) in willingness-to-pay because the latter is 
predominantly driven by price perceptions that are stable across contexts. 

Invoking Identity Changes How Consumers Resolve Tradeoffs Franklyn 
*Itamar Simonson (Stanford University, USA); Ayelet Fishbach (University of Chicago, USA) 
Identity expression attenuates variety seeking, the compromise effect, and balancing between goals. 
This is because when it comes to identity, consumers want to avoid sending mixed signals. Invoking 
identity thus systematically changes the way consumers resolve tradeoffs by reducing the appeal of 
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mixed solutions—outcomes that partially satisfy multiple considerations. 
Symmetric Dominance 

*Ioannis Evangelidis (ESADE Business School, Spain); Itamar Simonson (Stanford University, USA); 
Jonathan Levav (Stanford University, USA) 
We demonstrate a novel context effect, symmetric dominance, whereby preference between a high-
quality high-price option and a low-quality low-price alternative can be influenced by the addition of a 
decoy option that is dominated by both alternatives (i.e., a low-quality high-price option). We provide 
robust evidence in five preregistered experimental studies. 

The Attraction Effect in Product Size Judgments 
*Sophie Alman (University of Chicago, USA); Oleg Urminsky (University of Chicago, USA) 
Do context effects apply to size judgments for consumer products? Across four pre-registered 
studies, we demonstrate that the attraction effect is observed when making size judgments between 
visually-presented product packages and when choosing between equally-priced products. We also 
find that package orientation biases size judgments, moderating the attraction effect. 

 

Novel Insights for Enduring Concerns: The Wisdom of Lay Theories  
Session Chairs: Gita Venkataramani Johar, Columbia University, USA; Shilpa Madan, Virginia Tech, 

USA 
Intergenerational Effects of the Unhealthy = Taste Intuition on BMI:  An Exploration of Food 

Practices and Outcomes 
*Barbara Briers (Vlerick Business School); Young Eun Huh (Korea Advanced Institute of Science 
and Technology (KAIST)); Yee Ling, Elaine Chan (Nanyang Technological University, Singapore); 
Anirban Mukhopadhyay (Hong Kong University of Science and Technology, China) 
Four studies demonstrate the intergenerational effects of parents’ beliefs in the Unhealthy = Tasty 
Intuition (UTI) on their children’s BMI. We argue that parents’ UTI positively influences their 
children’s BMI because extrinsic rewards are used to encourage healthy eating, which ironically 
reduces their children’s healthy food consumption. 

It Isn’t Easy Being Green: Lay Theories of Wealth and Happiness Shape Support for the 
Environment 
*Shilpa Madan (Virginia Tech, USA); Krishna Savani (Nanyang Technological University, 
Singapore); Steve Su (Steve Su Consulting); Michael Morris (Columbia University, USA) 
Although people’s concern for the environment is at an all-time high, many remain unwilling to bear 
the costs for protecting the environment (e.g., supporting a gas tax). Eight studies provide 
converging evidence that lay beliefs about wealth and happiness shape support for environment 
friendly, but personally costly, taxes. 

No Pain, No Gain: Protestant Work Ethic and the Adoption of Autonomous Products 
*Emanuel de Bellis (University of St. Gallen, Switzerland); Gita Venkataramani Johar (Columbia 
University, USA); Nicola Schweitzer (University of St. Gallen, Switzerland) 
Lay theories such as “no pain, no gain” are denoted by the Protestant Work Ethic (PWE). A series of 
studies show that PWE acts as barrier to adoption of autonomous products. High PWE consumers 
derive more meaning from manual tasks, which reduces their delegation of manual tasks to 
autonomous products. 

Brand Extension Failure and Parent Brand Penalty: The Role of Implicit Theories 
Shailendra Pratap Jain (University of Washington, USA); *Pragya Mathur (Baruch College, USA); 
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Mathew S. Isaac (Seattle University, USA); Huifang Mao (Iowa State University, USA); Durairaj 
Maheswaran (New York University, USA) 
In the current research, five studies support the premise that consumers’ implicit theory orientation 
influences the severity of negative feedback effects following an extension failure. Entity (vs. 
incremental) theorists penalize parent brands more after a failed extension due to their belief that 
brands have higher (vs. lower) entitativity. 

 

Persuasive Uncertainty: Toward Understanding How Uncertainty Influences the Formulation of 
Beliefs  

Session Chair: Rory Waisman, University of Alberta, Canada 
Undermining Your Case Can Enhance Your Impact: A Framework for Understanding the Positive 

Effects of Acts of Receptiveness in Persuasion 
*Mohamed A. Hussein (Stanford University, USA); Zakary Tormala (Stanford University, USA) 
People are often more persuaded by actions that seem more receptive—e.g., by messages that 
seem uncertain or play up personal mistakes. We propose a theoretical framework for understanding 
the persuasive benefits of these “acts of receptiveness.” We identify the conditions and mechanisms 
through which acts of receptiveness boost persuasion. 

Perceived Drivers of Change in Financial Well-Being Predict Partisan Lean and Response to 
Policy Messages 
Job M. T. Krijnen (University of California Los Angeles, USA); Jon Bogard (University of California 
Los Angeles, USA); *Gulden Ulkumen (University of Southern California, USA); Craig Fox (University 
of California Los Angeles, USA) 
Consumers’ lay theories concerning how financial well-being changes over time vary along three 
independent dimensions: (1) knowable and controllable (‘rewarding’); (2) knowable and not 
controllable (‘rigged’); (3) inherently unpredictable (‘random’). Individual differences on these 
dimensions predict political preferences and responses to redistributional policy messages that are 
framed in different ways. 

How Probability Information Impacts Outcome Judgments 
*Daniella Kupor (Boston University, USA); Kristin Laurin (University of British Columbia, Canada) 
Consumers are more likely to purchase products that provide larger perceived potential benefits. 
When assessing the magnitude of products’ potential benefits, consumers often encounter 
information about their probability of occurring. We find that consumers perceive larger-probability 
product benefits to be larger in magnitude, which biases their purchase decisions. 

How Uncertainty Boosts Confidence in Consumption Decisions 
*Rory Waisman (University of Alberta, Canada); Gerald Häubl (University of Alberta, Canada) 
Can consumers gain confidence from uncertainty? Under conditions of incidental uncertainty, 
processing of subjective consumption decisions becomes more fluent, faster, and more favorable to 
the chosen alternative, leading consumers to believe they have made a better decision. 

 

Obstacles and Opportunities to Consumer Engagement in Medical Decision Making -  
Shopping in the Dark – Barriers to Determining the Price of American Healthcare 

*Peter Ubel (Duke University, USA) 
Americans often have difficulty figuring out the cost of care in time to inform their healthcare choices. 
In Study 1, physicians in focus groups laid out a series of barriers to identifying these costs. In Study 
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2, physicians failed to calculate these costs, despite having all the necessary information. 
How Search Strategy Shapes Self-Diagnosis 

*Mohamed A. Hussein (Stanford University, USA); Szu-chi Huang (Stanford University, USA) 
About 60% of Americans self-diagnose online. We investigate how the search strategy affects these 
diagnoses. We find that symptom-focused (vs. disease-focused) search leads to greater self-
diagnosis accuracy because consumers adopt a more abstract hypothesis about their potential 
health state and subsequently examine a wider range of evidence to evaluate their hypothesis. 

Web Wizard or Internet Addict? How to Help Consumers Assess Risk 
*Priya Raghubir (New York University, USA); *Geeta Menon (New York University, USA); *I-Ling 
Ling (Kaohsiung Medical University) 
A key issue with health risk assessments is self-diagnosis, especially if symptoms are ambiguous. In 
the domain of internet addiction disorder (IAD), where 5/8 symptoms are ambiguous (pretests 1 and 
2), three studies propose and show that symptoms are differentially interpreted, identified and 
integrated as a function of their ambiguity. 

Testing the Role of Motivation and Procrastination in Colorectal Cancer Screening 
*Alicea Lieberman (University of California San Diego, USA); Ayelet Gneezy (University of California 
San Diego, USA); Samir Gupta (University of California San Diego, USA) 
Colorectal cancer (CRC) is the second leading cause of cancer death in the U.S. Two large field 
experiments (N=16,336) aimed to increase CRC screening. Results indicated that modest incentives 
did not encourage screening. However, deadlines—both with and without financial incentives—
significantly increased screening relative to standard outreach. 

Price, Purchases, and Beyond: A Multidimensional Perspective  
Session Chair: Manissa Gunadi, ESADE, Spain 

Choice Bracketing and Consumer Choice under Uncertainty 
*Vicki G. Morwitz (Columbia University, USA); Liat Hadar (Coller School of management, Tel Aviv 
University); Shai Danziger (Tel Aviv University, Israel) 
Retailer choice is driven by consumers’ predictions regarding which retailer will be cheaper on the 
next shopping trip rather than which retailer is cheaper on average. We find that rewarding multiple 
purchases or setting minimum purchase requirements to win a reward encourage preference for 
retailers who are cheaper on average. 

The Impact of Historic Price Information on Purchase Deferral 
*Manissa Gunadi (ESADE, Spain); Ioannis Evangelidis (ESADE Business School, Spain) 
How would frequency and direction of past price changes influence purchase decisions? Using 
experiments and secondary data, we show that for price decreases (increases), consumers are 
more (less) likely to defer purchase upon observing higher frequency of past decreases (increases). 
This is driven by differences in expectations about future prices. 

The Negative and Positive Consequences of Placing Products Next to Promoted Products 
*Christina Kan (University of Connecticut, USA); Donald Lichtenstein (University of Colorado, USA); 
Chris Janiszewski (University of Florida, USA); Yan (Lucy) Liu (Texas A&M University, USA) 
This research investigates how promoting a product influences the sales of products located 
proximally versus distally to the promoted product. We find that a promoted product decreases sales 
of proximal, relative to distal, products when the set of products are strong substitutes and that the 
effect reverses for weak substitutes. 

An Examination of Consumers’ Long-term Social Preferences Under Elective Pricing 
*Minah Jung (New York University, USA); Xiao Liu (New York University, USA); Leif D. Nelson 
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(University of California Berkeley, USA) 
We provide descriptive evidence by analyzing a panel dataset that tracks elective contributions of 
57,196 customers for five years from an online retailer. Customers choose to make above-the-
minimum contributions, but their payments slowly decline with each subsequent purchases. Stingier 
consumers contribute cumulatively more to the firm than generous consumers. 

 

Re-Examining Consumer Identity on Digital Platforms  
Session Chairs: Ela Veresiu, York University, Canada; Linda Tuncay Zayer, Loyola University Chicago, 

USA; Marie-Agnès Parmentier, HEC Montreal, Canada 
How Digital Platforms Shape Family Identities 

*Jenna Drenten (Loyola University Chicago, USA); *Linda Tuncay Zayer (Loyola University Chicago, 
USA) 
While scholarship has explored how consumers construct their identities online, our research 
examines a literature gap: how digital platforms shape family identities. Through analysis of interview 
and visual data from Pinterest users and the Pinterest Trends database, we find the platform 
provides opportunities for reinforcing and reimagining family identities. 

#Instagrannies?: How Mature Women Reassemble Aging, Fashion and Retirement in Digital 
Times 
*Ela Veresiu (York University, Canada); *Marie-Agnès Parmentier (HEC Montreal, Canada) 
How does social media shape female consumers’ relationship to aging, beauty, and style? Building 
on an in-depth investigation of Advanced Style Instagram influencers, we uncover a new type of 
older prosumer, who through her online glamor labor, reassembles the visual imagery, meanings, 
and experiences of gendered aging, fashion, and retirement. 

The Contemplative Consumer Identity: Bridging Spirituality and the Marketplace 
*Richard Kedzior (Bucknell University); *Daiane Scaraboto (University of Melbourne, Australia) 
We examine how online portals create a contemplative consumer identity. Spiritual entrepreneurs in 
the tarot reading market are called to integrate their inner selves to market offerings. Online portals 
empower entrepreneurs to develop individual tarot reading styles, reducing barriers to enter the 
spiritual market and enabling its growth. 

 

Reimagining Pro-Social Behaviors through Micro-, Meso-, and Macro-Level Perspectives of 
Charitable Giving  

Session Chairs: Lez Ecima Trujillo Torres, University of Illinois at Chicago, USA; Akon E. Ekpo, Loyola 
University Chicago, USA 
The Influence of Public Discourse on Charitable Giving 

*Lez Ecima Trujillo Torres (University of Illinois at Chicago, USA); Yingting Wen (ESSEC Business 
School); *Akon E. Ekpo (Loyola University Chicago, USA); Benét DeBerry-Spence (University of 
Illinois at Chicago, USA) 
This study examines public discourse and charitable giving to nonprofit organizations in the United 
States (1991-2015). We find three types of public discourse contributed to the rise in donations 
received: consumer opinions of pressing societal problems, earned media by non-profit 
organizations, and advertisements by non-profits in high-circulation news media outlets. 

Bodies as Gardens, Bodies as Machines: Charitable Giving as Coping 
Rebecca Scott (Cardiff University); *Tonya Bradford (University of California Irvine, USA) 
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Experiences of loss are studied through the product terminations, the brand relationship cessation, 
family separations, and death. The market provides resources for lived experiences, including loss. 
We examine an instance of how individuals who face traumatic and involuntary losses may turn to 
the market to cope with such loss. 

A Divine Duty: Commercial Surrogacy in India and Kin Altruism 
*Sujit Raghunathrao Jagadale (Xavier University Bhubaneswar); Lez Ecima Trujillo Torres 
(University of Illinois at Chicago, USA); *Laetitia Mimoun (City University of London, UK) 
With a qualitative exploration of the Indian surrogacy market, this project investigates how 
surrogates, as consumers and co-producers, justify their participation in an increasingly regulated 
and stigmatized exchange process. This work contributes to our understanding of how constructions 
of altruism are used to justify this participation in dramatically under-researched context. 

When Pro-social and Market Logics Collide: the Sensemaking Journeys of Egg Donors in the 
American Infertility Field 
*Anna E Hartman (University of Melbourne, Australia); Eileen Fischer (York University, Canada) 
This paper examines egg donors in the U.S fertility industry as a category of actors that participate in 
exchanges characterized by competing pro-social and market logics. Exploring how sensemaking 
influences their actions, we contribute to implications of logic multiplicity in general, and of conflicting 
pro-social and market logics in particular. 

 

Rejecting over Choosing: The Unknown Strengths of the Reject Frame  
Session Chair: Adelle Xue Yang, National University of Singapore, Singapore 

Decision Diagnosticity:  Rejecting Induces a Larger Post-Decision Evaluation Gap Than 
Choosing 
Adelle Xue Yang (National University of Singapore, Singapore); *Jasper Teow (National University of 
Singapore, Singapore) 
Six experiments (N = 3,412) demonstrate that decision framing affects post-decision preference 
changes. A rejecting decision results in a larger evaluation gap between wanted and unwanted 
options than a choosing decision. This is because decisions in the reject frame is perceived as more 
diagnostic, which leads to greater preference updating. 

“Swipe Left for No”: Why Options That Survive Rejection Lead to Greater Purchase 
*Jen H. Park (Stanford University, USA); Itamar Simonson (Stanford University, USA) 
We propose that explicitly rejecting options (e.g., “swipe left”) during a sequential evaluation 
heightens evaluation closure over the options, increasing purchase likelihood from the “rejection 
survivors.” Four studies test the difference between options identified through explicit rejection and 
implicit rejection, and implications are discussed with respect to new evaluation modes. 

Rejections Are Stickier than Choices 
*Minzhe Xu (University of Florida, USA); Yang Yang (University of Florida, USA) 
Five studies demonstrate that consumers seek less variety when repeated decisions are framed as 
rejections (vs. choices), because the act of rejecting significantly reduces the liking of the less-
preferred option(s). An important implication is that rejecting (choosing) leads to better decisions 
when consumers tend to seek too much (little) variety. 

When More Is Less: How Rejecting (vs. Selecting) Food Ingredients Leads to Lower Estimates of 
Calories 
*Ali Besharat (University of Denver, USA); *Marisabel Romero (Colorado State University, USA); 
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Kelly Haws (Vanderbilt University, USA) 
Integrating research on decision frames and nutritional evaluation, the authors propose and 
demonstrate that eliminating (vs. selecting) ingredients increases leads to lower estimates of 
calories. Furthermore, this affects evaluations of the retailer and their subsequent food choices. 

 

Say It Like You Mean It: Revealing Market Narratives through Text Analysis  
Analyzing Brand Backstories: Combining Textual and Multi-sensory Data 

*Cristel Russell (Pepperdine University, USA) 
Brand managers strategically construct brand backstories from a curated set of facts, signs, 
symbols, that provide the firm’s official narrative of the brand’s origins. We reveal how practitioners 
design the backstory, curating brand materials to offer the ‘real’, ‘authentic’ story and the ultimate 
‘truth’ about the brand. 

Rituals in Rap: Remaking the Road to Riches 
*Tonya Bradford (University of California Irvine, USA) 
Wealth disparities have long garnered attention in lyrics of rap music, and continues to do so with 
more recent lyrics focusing on overcoming such differences. Though spending rituals are prominent 
in hip-hop lyrics, we explore how hip-hop lyrics also may encourage engagement in wealth creation 
rituals. 

Metaphorical Framings in Market Discourse 
*Ignacio Luri (University of Arizona, USA); Hope Schau (University of Arizona, USA); Bikram P 
Ghosh (University of Arizona, USA) 
Few products have the economic importance of debt. With the solutions to student debt as 
cornerstones of presidential campaigns, firms and influencers are in dialectic battle over defining the 
future of the industry. Employing textual analysis on a large news database, we study how 
metaphors frame issues in public discourse. 

Written in the Sand: Tracing Practice Diffusion Across Time and Space 
*Melissa Archpru Akaka (University of Denver, USA); Hope Schau (University of Arizona, USA) 
While prior consumer research underscores the importance of practices in shaping market-mediated 
experiences, little is known about how practices diffuse. This exploration of the dispersion of an 
indigenous practice, surfing, reveals that practice diffusion occurs through practice codification, 
transposition, and adaptation. 

 

Self-Brand Connection in the Age of Technology  
Session Chair: Claire Linares, HEC Paris, France 

We Can Look Like Our Brands: The Manifestation of Adopted Brands in Facial Appearance 
Anne Laure Sellier (HEC Paris, France); *Claire Linares (HEC Paris, France) 
Prior research suggests that brands evoke brand user stereotypes. We ask the reverse question: 
can consumers’ faces evoke the brands they are loyal to? We find support for a face-brand matching 
effect, whereby a social perceiver can accurately match a person’s perfume brand to their face, 
above chance level. 

From Sweetheart to Scapegoat:  Brand Selfie-taking Shapes Consumer Behavior 
Reto Hofstetter (University of Lucerne, Switzerland); *Gabriela Funk (University of Lucerne, 
Switzerland); Leslie John (Harvard Business School, USA) 
Marketers, eager to capitalize on the selfie trend, have been increasingly asking consumers to take 
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brand selfies. We find that taking such brand selfies sparks a self-inferential process that leads the 
consumer to feel connected to the brand, increasing brand preference when the taker is satisfied 
with the selfie. 

When and Why Metaphors Affect Consumer–Brand Relationships 
*Alberto Lopez (Tecnológico de Monterrey, MEXICO); Martin Reimann (University of Arizona, USA); 
Raquel Castaño (Tecnológico de Monterrey, MEXICO) 
When and why do metaphors influence consumer–brand relationships? Building on the notion that 
metaphors structure relationships, three studies offer empirical evidence that metaphors and brand 
transgressions interactively shape consumer–brand relationships through inclusion of brand in self. 
Different methods (lab, longitudinal-field, archival) and assessments (psychometric, behavioral) are 
used. 

Hands off My Brand: Strong Self-Brand Connection and Psychological Threat 
*Nari Yoon (Indiana University, USA); Mansur Khamitov (NTU Singapore/Indiana University) 
Dominant paradigm suggests consumers who love the brand happily spread positive word-of-mouth 
and influence others to try it. We show highly self-brand connected consumers willingly exhibit 
negative word-of-mouth intentions and feel unhappy about others trying the brand, mediated by 
psychological threat behind the prospect of others using the coveted brand. 

 

Sharing and Consumer Experience:  How Does Different Forms of Sharing Affect Consumer 
Evaluations of Experience  

Session Chairs: Der-Wei Huang, Indiana University, USA; H. Shanker Krishnan, Indiana University, USA 
The Paradox of Social Interaction in the Sharing Economy 

Dafna Goor (Harvard Business School, USA); *Amir Grinstein (Northeastern University, USA); Nailya 
Ordabayeva (Boston College, USA); Meike H. Meike (Vrije University) 
This research demonstrates that while social motivation increases consumers’ interest in the sharing 
(vs. traditional) economy, social interaction in the sharing (vs. traditional) economy may backfire, 
reducing consumer satisfaction and even ratings. Four studies including archival data from a leading 
sharing economy company demonstrate this effect across different product categories. 

The Meme Economy: How Internet Memes Impact Consumption 
*Nicole Kim (University of Maryland, USA); Jared Joseph Watson (New York University, USA) 
Viewing and sharing internet ‘memes’ is a new way in which consumers interact with each other 
online. This research demonstrates that internet memes (vs. non-memes) can serve to increase 
consumption attitudes toward a target content employed in the meme. Four studies show that when 
consumers encounter memes, they infer that the target content in the meme has become viral, which 
further invokes FOMO (i.e., fear of missing out), increasing their consumption intentions. 

Let Me See How I Look: How Visual Perspective Affects Consumer Experience and Sharing 
Behaviors 
*Der-Wei Huang (Indiana University, USA); H. Shanker Krishnan (Indiana University, USA) 
In this research, we demonstrate how visual perspective of photos affect consumer experience and 
sharing behavior. Across four studies, we found that when seeing photos taken from the actor’s 
perspective (vs. observer’s perspective), consumers generate more positive attitude toward the 
experience, and are more likely to share their experiences. 

Indulging Online: A Moral Dilemma 
*Marie Ozanne (Cornell University, USA); Anna S. Mattila (Pennsylvania State University, USA) 
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How does sharing food pictures on social network sites affect consumption enjoyment? Contrary to 
common beliefs, we demonstrate that sharing pictures of indulgence foods online with a mostly 
known (vs. unknown) audience decreases both levels of anticipated positive judgements and levels 
of consumption enjoyment. 

 

Shining a light on female power: women’s experiences of transcending aging  

Session Chairs: Pilar Ximena Rojas Gaviria, University of Birmingham, UK; Céline Del Bucchia, 
Audencia Business School, France 
Reclaiming the Crone: Reimagining Old Age and Feminine Power 

*Lorna Stevens (University of Bath, UK); *Pauline Maclaran (University of London - Royal Holloway, 
UK); *Olga Kravets (University of Royal Holloway, UK) 
Popular culture is currently challenging negative perceptions of the crone, emphasising her power as 
the third aspect of the Triple Goddess. She was the wise old woman, the seer, the midwife, and the 
healer. We explore celebrations of the crone as a positive archetype and force in women’s culture. 

‘The Foreigner within us’: Catharsis amid Horror and Confusion in Menopause 
*Pilar Ximena Rojas Gaviria (University of Birmingham, UK); *Céline Del Bucchia (Audencia 
Business School, France); *Camilla Quental (Audencia Business School) 
Elaborating on the philosophical ideas of Julia Kristeva (1991) about the meaning of being strangers 
to ourselves, we investigate women’s experiences of going through the menopause in the UK. We 
offer a theoretical reflection on the discourses available for women to transcend their ‘unproductive’ 
body. 

What’s Love Got to Do with It that Technology can’t Handle?  Opportunities and Challenges for 
Aging Women in CoCreating Value in the Elderly Consumption Ensemble 
*Lisa Penaloza (Kedge Business School); Carol Mary ellen Kelleher (University College Cork); 
Michelle Barnhart (Oregon State University, USA) 
This research contributes to this session by working to enhance the value cocreation of women in 
the ECE. Specifically, women can empower themselves by leveraging material and technology in 
ways that stimulate and reward collaboration, alliances, and engagement with family 
members/friends and service providers, while minimizing conflict and competition. 

Wisdom  Examined via a Qualitative Investigation of the Bathing Rituals  of Aging Moroccan 
Women and their Granddaughters 
*Delphine Godefroit-Winkel (Toulouse Business School, Casablanca Campus, Morocco); *Marie 
Schill (University of Reims Champagne Ardenne, France); Margaret Kathleen Hogg (Lancaster 
University, UK) 
Our qualitative investigation of the bathing rituals of 12 aging Moroccan women and their 
granddaughters contributes to existing knowledge on consumer wisdom, and intergenerational 
exchanges. The findings uncover aspects of consumer wisdom in relational identities and particularly 
the important role of aging women’s consumer wisdom in intergenerational family exchanges. 

 

Small Actions, Big Difference: Consumer Research for A Better World  
Session Chairs: Aparna A Labroo, Northwestern University, USA; Shilpa Madan, Virginia Tech, USA 

Subjective Age and the Greater Good 
*Jen H. Park (Stanford University, USA); Szu-chi Huang (Stanford University, USA); Daniella Kupor 
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(Boston University, USA) 
Seven studies find that people contribute more to the greater good of society (e.g., helping strangers 
in need) when they feel subjectively older. We shift people’s subjective age in the lab and the field 
and find that this heightened prosocial contribution occurs because feeling older increases felt 
responsibility for others. 

Finding “I” in Activism: Seeking Agency after Personal Goal Failures 
*Sarena Su (Northwestern University, USA); Aparna A Labroo (Northwestern University, USA) 
Across six studies, we show that perceived failures to progress on personal goals increase activism. 
Consumers typically attribute these personal goal failures to external factors as having undermined 
their agency. Activism, by offering affiliation with like-minded others, is seen as helping to reestablish 
personal agency among such consumers. 

Does Appearance Reveal Character? Lay Theories of Physiognomy Influence Consumers' 
Willingness to Buy Imperfect Produce 
*Shilpa Madan (Virginia Tech, USA); Krishna Savani (Nanyang Technological University, 
Singapore); Gita Venkataramani Johar (Columbia University, USA) 
Twenty billion pounds of produce goes to waste every year — largely attributed to atypical 
appearance. Eight studies in the lab and field find that consumers’ lay belief about whether people’s 
appearance reveals their character shapes their willingness to buy ugly produce. We rule out 
alternative explanations and propose multiple interventions. 

When Products are People: The Impact of Anthropomorphism on Recycling 
*Alisa Yinghao Wu (Columbia University, USA); Maayan Malter (Columbia University, USA); Gita 
Venkataramani Johar (Columbia University, USA) 
Four studies investigate the effect of anthropomorphism on recycling. Making a product humanlike 
increases its likelihood of being recycled. However, when recycling requires that consumers 
disassemble the product, anthropomorphism backfires, reducing recycling. 

 

Splash Out or Cheap Out? Motivational Influences on Consumers’ Management of Tradeoffs  
Session Chairs: Lawrence E Williams, University of Colorado, USA; Nicole L. Mead, York University, 

Canada 
Meaning Comes Cheap: The Pursuit of Meaning and the Preference for Low Price Options 

*Nicole L. Mead (York University, Canada); Lawrence E Williams (University of Colorado, USA) 
Consumers believe that meaningful products should be long-lasting (Percival Carter and Williams 
2020). Yet, when they actually pursue meaning (vs. pleasure) in consumption, consumers “cheap 
out” by choosing less expensive, lower quality products. This effect is explained by an increased 
focus on opportunity costs when pursuing meaning (vs. pleasure). 

Hurts So Good: Status Products that Incur Environmental Costs Are Preferred by Status Striving 
Consumers 
*Morgan K Ward (Emory University, USA); Sara Loughran Dommer (Georgia Tech, USA); Darren 
Dahl (University of British Columbia, Canada) 
We propose that for status-striving consumers, the environmental costs of production (i.e., the 
damage or destruction to an environmental resource in order to produce a product) make status 
products more, rather than less, appealing. We argue that these environmental costs symbolically 
express consumers’ dominance and consequently represent elevated social status. 

Status Pivoting: Coping with Status Threats through Motivated Trade-off Beliefs and 
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Consumption in Alternative Domains 
*Dafna Goor (Harvard Business School, USA); Anat Keinan (Harvard Business School, USA); Nailya 
Ordabayeva (Boston College, USA) 
This research demonstrates the prevalence and appeal of the “status pivoting” phenomenon: When 
consumers experience status threat they adopt beliefs about trade-offs between success in the 
threat domain (e.g., financial success) and alternative domains (e.g., physical fitness), which lead 
them to display brands associated with accomplishments in these alternative domains. 

‘I’ll Have What She’s Having:’ Neighbors Socially Influence Households’ Mortgage Decisions 
W. Benadict McCartney (Purdue University, USA); *Avni Shah (University of Toronto, Canada) 
We use over one million precisely geolocated mortgages and a nearest-neighbor research design 
and find that households’ mortgage decisions are influenced by their hyperlocal neighbors, 
consistent with a word-of-mouth mechanism. We also find evidence that households relatively higher 
in value on a block are more socially influenced than other block-peers. 

 

Subjective to Objective Value of Humans and Algorithms  
Session Chairs: Gizem Yalcin, Erasmus University Rotterdam, The Netherlands; Evan Weingarten, 

Arizona State University, USA 
Thumbs Up or Down: Consumer Reactions to Decisions by Algorithms Versus Humans 

*Gizem Yalcin (Erasmus University Rotterdam, The Netherlands); Sarah Lim (Cornell University, 
USA); Stijn M. J. van Osselaer (Cornell University, USA); Stefano Puntoni (Erasmus University 
Rotterdam, The Netherlands) 
Companies are increasingly adopting algorithms to make decisions that affect their customers. 
Across seven studies, we show that customers react to algorithms and humans differently depending 
on the valence of outcome (favorable vs. unfavorable). Furthermore, we demonstrate that this effect 
is driven by a shift in perceptions of different decision-makers. 

People Prefer Forecasting Methods Similar to the Event Being Predicted 
*Lin Fei (University of Chicago, USA); Berkeley Jay Dietvorst (University of Chicago, USA) 
We investigate consumers’ preferences for different approaches to prediction. Across multiple 
studies, we find that the more similar a prediction method is to the event being predicted (e.g. in its 
outcome distribution, process, etc.), the more consumers like it, even if the method is not the best 
performing method. 

Stress, Addiction, and Artificial Intelligence 
*Mohamed A. Hussein (Stanford University, USA); Szu-chi Huang (Stanford University, USA) 
90.2% of people with mental illness receive no treatment. Can AI improve access to mental health 
services? We find that consumers avoid AI (vs. human) advisers and rate them as inferior across 
mental health domains, such as stress and addictive behaviors (e.g. porn addiction) because AI 
providers are less warm. 

Experts Outperform Technology in Creative Markets 
*Evan Weingarten (Arizona State University, USA); Michael Meyer (University of California San 
Diego, USA); On Amir (University of California San Diego, USA); Amit Ashkenazi (Fiverr) 
Recent years have seen artificial intelligence start to encroach on more creative design domains. We 
test whether artificial intelligence-generated logos can compete with those produced via human 
experts. Two logo design elicitations and seven follow-up studies evaluating the logos produced 
reveal why and when human experts outperform artificial intelligence. 
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The Body and Equipment: Understanding Consumption Through Relationships Between Body and 
Equipment  

Session Chairs: Annetta Grant, Bucknell University, USA; Robin Canniford, University of Melbourne, 
Australia 
Why Do Consumers Put Their Bodies at Risk?  A Reflexive Modernist Analysis of CrossFit’s 

Marketplace Culture 
*Craig Thompson (University of Wisconsin - Madison, USA); *Anil Isisag (University of Wisconsin - 
Madison, USA) 
Based on a two-year long ethnography, we analyze CrossFit’s marketplace culture as a meso-level 
inflection of reflexive modernization. Our analysis unravels a set of sociocultural motivations for 
consumers’ embodied risk taking that are ideologically and experientially distinct from those 
highlighted by the extant existential and neoliberal explanations. 

The Socio- and Material-Temporal Routines of Mothering: Why and How Physical Activity Often 
Fails to Fit 
*Fiona Spotswood (University of Bristol) 
Practice theory informed ideas about routine were used to analyse diary data and depth interviews 
with mothers from deprived urban areas. Analysis illuminates the entwined temporalities of 
mothering, which entangle mothering with other practices, creating a complex configuration which 
renders mothering highly competitive, shaping the (im)possibilities of physical activity. 

Assembling Embodiment: Body, Techniques and Things 
*Stephen Murphy (University of Essex) 
The sensory turn in CCT illuminates the sensuous, affective and skilful nature of embodied 
consumption experiences. To date however, little is known about how material things feature in the 
constitution of embodiment. This paper extends assemblage theory to examine the physical and 
mindful cultivation of skilled embodiment in socio-material relations. 

Extending Flow:  How Place, Materials, and Body Create Restorative Consumption in Nature 
*Annetta Grant (Bucknell University, USA); Avi Shankar (University of Bath, UK); Robin Canniford 
(University of Melbourne, Australia) 
We extend an understanding of how consumer experiences produce restorative effects. Based on an 
ethnography of the consumption surrounding fly fishing, we contribute an extended model of flow 
through an assemblage of place, body, and skill. We illuminate flow as phenomenological, and clarify 
the meaning of flow in consumer research. 

 

The Promise and Perils of Networks and Crowds: New Perspectives on Collective Consumer Beliefs  
The Limits of Collective Intelligence: Group Dynamics of Binary Choice and Belief Formation 

*Joshua Becker (Northwestern University, USA); Douglas Guilbeault (University of Pennsylvania, 
USA); Ned Smith (Northwestern University, USA) 
We investigate the generalizability of collective intelligence research showing that social exchange 
improves factual belief accuracy. While prior work operationalized beliefs as continuous numeric 
estimates (“how long will this product last?”) we show theoretically and empirically that collective 
intelligence fails for binary choice decisions (“should I purchase?”). 

The Statistical Self-Fulfilling Selection Fallacy: When Markets Inadvertently Reinforce False 
Beliefs 
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Yeonjeong Kim (Massachusetts Institute of Technology, USA); *Christopher Olivola (Carnegie 
Mellon University, USA) 
We identify a previously overlooked collective market mechanism that inadvertently leads consumers 
to maintain and strengthen erroneous beliefs (e.g., overestimating the link between brand prestige 
and product quality). This mechanism manifests, even absent motivated reasoning, by producing 
deceptively compelling evidence that appears to support those false beliefs, thereby reinforcing 
them. 

In Groups (vs. Markets) We Trust: Relying on Groups or Information Markets to Aggregate 
Knowledge 
*Boris Maciejovsky (University of California Riverside, USA); David Budescu (Fordham University) 
Many organizations are replacing groups (e.g., traditional committees) with information markets to 
aggregate knowledge. However, we show that groups outperform (vs. underperform) markets when 
conflicts-of-interest are absent (vs. present). Novice forecasters don’t anticipate these results and 
generally trust groups more than markets, but experience with information markets reverses this 
tendency. 

Peer-Predicted-Preference Conjoint Analysis: Tapping Into Consumers’ Knowledge of their 
Peers’ Preferences to Improve Market Share Estimates 
*Sonja Radas (The Institute of Economics, Zagreb); Drazen Prelec (Massachusetts Institute of 
Technology, USA) 
We propose a new conjoint analysis approach: Instead of asking respondents for their personal 
choices and preferences, we ask them to predict the choices of others. Using theory and four 
experiments, we show that such predictions, which tap into respondents’ knowledge of their peers, 
produce more precise market share estimates. 

 

The Pursuit of Fair Market Outcomes in an Unequal World  
Session Chairs: Camilla Zallot, Erasmus University Rotterdam, The Netherlands; Gabriele Paolacci, 

Erasmus University Rotterdam, The Netherlands; Amit Bhattacharjee, INSEAD, France 
Inequality and Inefficiency 

*Serena Hagerty (Harvard Business School, USA); Michael Norton (Harvard Business School, USA) 
Across three studies, using two different auction paradigms, we explore the effects of wealth 
inequality and (transparency of inequality) on the distribution of goods. We find wealth inequality 
disrupts the distributive efficiency of the market – goods go to the wealthy, not the individual who 
values the good the most. 

Value Pricing and Distributive Concerns 
*Camilla Zallot (Erasmus University Rotterdam, The Netherlands); Gabriele Paolacci (Erasmus 
University Rotterdam, The Netherlands); Amit Bhattacharjee (INSEAD, France) 
Five studies demonstrate that the perceived fairness of value pricing depends on customer wealth. 
People found it unfair for sellers to charge lower-income consumers their stated WTP, but fair for 
sellers to maximize profit at the expense of affluent customers, suggesting that market exchanges 
are regarded as opportunities for redistribution. 

Simple Beliefs about Fairness 
*Ellen Evers (University of California Berkeley, USA); Michael O'Donnell (University of California 
Berkeley, USA); Yoel Inbar (University of Toronto, Canada) 
People often hold strong moral beliefs. Many people believe that resources should be assigned in an 
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equitable fashion; the same effort should be compensated in the same way. Here we show that 
people generally fail to take the interchangeability of units into account when assigning fair 
punishments and rewards. 

When Do Wage Disparities Indicate Discrimination? Fairness Perceptions Depend on Group 
Membership 
*Nofar Duani (New York University, USA); Alixandra Barasch (New York University, USA); Amit 
Bhattacharjee (INSEAD, France) 
Across three studies, we find that men and women evaluate gender inequality arising from explicitly 
unbiased processes very differently. While men evaluate gender pay gaps in either direction as 
equally fair, women see unfairness only when men (but not women) are advantaged. Moreover, this 
drives differential perceptions of institutional fairness. 

 

The Sense of 'MINENESS': Exploring the Role of Ownership in New Consumer Domains  
Creating Ownership Where Ownership Does Not Exist: Psychological Ownership Increases 

Enjoyment in Sharing Economy 
*Ipek Demirdag (University of California Los Angeles, USA); Suzanne Shu (University of California 
Los Angeles, USA) 
We investigate psychological ownership in a context where consumers’ legal ownership does not 
exist: sharing economy. We find that psychological ownership of experiences is lower in the sharing 
economy than in legal ownership based consumption. Our interventions that enhance psychological 
ownership consequently lead to an increase in enjoyment of experiences. 

Virtual Touch Facilitates Psychological Ownership of Products in Virtual Reality 
Andrea Webb Luangrath (University of Iowa, USA); *Joann Peck (University of Wisconsin - Madison, 
USA); William Hedgcock (University of Minnesota, USA); Yixiang Xu (University of California 
Berkeley, USA) 
This research documents the vicarious haptic effect in virtual reality. Observing a virtual touch affects 
consumers’ psychological ownership and product valuation, due to a felt sense of body ownership of 
a virtual limb. The effect occurs when the vicarious touch is presented with an egocentric as 
opposed to allocentric orientation. 

“My Brand is Moving Away from Me”: When Upgrade Products Leave Consumers Behind 
*Wonsuk Jung (University of Wisconsin - Madison, USA); Joann Peck (University of Wisconsin - 
Madison, USA); Mauricio Palmeira (Sungkyunkwan University, South Korea); Kyeongheui Kim 
(Sungkyunkwan University, South Korea) 
In the context of product upgrades, we investigate the differential effects on owners and non-owners 
of the brand. While an upgrade may be beneficial for non-owners, an upgrade can have a surprising 
negative effect on current owners as they feel that the brand is moving away from them. 

Heritage Lost: How Connection to the Past Shapes Consumer Valuation in the Present 
Kate Christensen (University of California Los Angeles, USA); *Suzanne Shu (University of California 
Los Angeles, USA) 
From our alma mater to our DNA, heritage – a connection to a shared past – is a fundamental part of 
human experience. This research asks is the past only mine or is it ours? How does collective 
ownership of the shared past drive consumer valuations in the present? 

 

The Social and Behavioral Consequences of Browsing Social Media  
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Session Chairs: In-Hye Kang, University of North Carolina at Greensboro; Yuechen Wu, Johns Hopkins 
University 
Social Media Users are Penalized for Lacking Self-Control 

*In-Hye Kang (University of North Carolina at Greensboro); Yuechen Wu (Johns Hopkins University); 
Neeru Paharia (Georgetown University, USA) 
People perceive that consumers who browse social media are more addicted and thus have less 
self-control, leading to several negative downstream consequences in both interpersonal and 
commercial contexts. These negative inferences are attenuated when the user restricts social media 
use, or when observers have positive attitudes towards social media. 

I Care About Why You Share: Inferences about Sharing Motives Influence Observers’ 
Engagement in Similar Experiences 
*Matthew James Hall (Oregon State University, USA); Daniel M. Zane (Lehigh University) 
We identify factors that drive different inferences about why others share about their experiences 
and demonstrate that perceiving others to share for extrinsically-motivated (vs. intrinsically-
motivated) reasons decreases observers’ desire to consume similar experiences. This occurs 
because inferences about sharers’ motives influence observers’ own perceptions of how others 
might view them. 

The Time-Dependent Effects on Bragging 
Francesca Valsesia (University of Washington, USA); *Jared Joseph Watson (New York University, 
USA) 
Braggarts do so for self-presentation concerns, but are they doing it at the right time? We investigate 
the downstream consequences of a message’s temporal frame on messenger evaluations and brand 
intentions. Through three studies, we demonstrate negative consequences of bragging about the 
past for consumers and the brands they mention. 

The Role of Social Media-Induced FOMO in Strengthening Brand Communities 
*Jacqueline R. Rifkin (University of Missouri-Kansas City); Cindy Chan (University of Toronto, 
Canada); Barbara Kahn (University of Pennsylvania, USA) 
Retailers often post photos of brand events on social media, but it is unclear how this affects 
consumers who did not attend the event. Field and lab studies demonstrate that seeing social media 
photos of missed brand events can trigger FOMO, which increases future intentions to engage with 
the brand. 

 

The Social, Psychological and Behavioral Consequences of Being Poor  
Resource Sharing in the Sharing Economy: Low Childhood Socioeconomic Status as a Barrier 

*Yuechen Wu (Johns Hopkins University); Meng Zhu (Johns Hopkins University, USA) 
Results from three preregistered studies and the analysis of a field dataset (combined N = 58,154) 
reveal that consumers growing up in a lower socioeconomic environment are less likely to share 
their resources in the sharing economy. Greater territorial feelings over one's own possessions 
emerge as a central underlying mechanism. 

Effects of Childhood Socioeconomic Status on Product Retention and Disposal Behavior in 
Adulthood 
*Lisa Park (Georgetown University, USA); Rebecca Hamilton (Georgetown University, USA) 
We demonstrate that childhood socioeconomic status (SES) has a lasting effect on consumer 
decision making related to product retention and disposal. Controlling for current SES, high 
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childhood SES predicts less negative emotion during disposal and greater frequency of disposal, 
while low childhood SES predicts greater desire to retain products. 

Are Rich/Educated Consumers less Ethical and Prosocial? Two Direct, Preregistered 
Replications of Piff et al.’s (2012) Field Studies 
*Minah Jung (New York University, USA); Joachim Vosgerau (Bocconi University, Italy); Paul 
Smeets (Maastricht University); Jan Stoop (Erasmus University Rotterdam, The Netherlands) 
Two studies by Piff et al. (2012) showed that drivers of luxurious cars were less likely to yield right of 
way and to stop at crosswalks than drivers of less luxurious cars. Two highly-powered, pre-
registered replications did not yield support for the alleged link between socio-economic status and 
unethical behavior. 

Impossible Expectations for the Poor 
*Anuj K. Shah (University of Chicago, USA) 
People often expect the poor to do more to improve their lives. This paper demonstrates that these 
expectations can be inconsistent or even impossible. Moreover, people judge the poor harshly when 
they fail to meet these impossible expectations. And this has implications for which anti-poverty 
policies people support. 

 

The Troubles of Gifts: Exploring the Challenges Faced by Givers and Receivers -  
Session Chair: Lingrui Zhou, Duke University, USA 

Buying Gifts for Multiple Recipients: How Culture Affects Whose Desires Are Prioritized 
*Ruomeng Wu (Western Kentucky University); Mary Steffel (Northeastern University, USA); Sharon 
Shavitt (University of Illinois at Urbana-Champaign, USA) 
This research examines how culture influences when gifts deviate from recipients’ preferences. 
Whereas givers across cultures pass up better-liked gifts in favor of different gifts when shopping for 
multiple recipients, Westerners prioritize the preferences of recipients they like better, Easterners 
prioritize the preferences of recipients who have higher status. 

Paper 2: Buying Love: Gifts as a Form of Social Support 
*Hillary Wiener (University at Albany, USA); Holly S Howe (Duke University, USA); Tanya Chartrand 
(Duke University, USA) 
Providing emotional support is an important part of relationships, but it can be difficult and 
uncomfortable to give. In two lab and one online study, we propose another way consumers support 
others who are struggling: giving a gift. We show that gifts improve recipient mood more than 
emotional support does. 

The Burden of Gifts: How Givers Mispredict Negative Reactions of Receivers 
*Lingrui Zhou (Duke University, USA); Tanya Chartrand (Duke University, USA) 
Givers often mispredict receivers’ reactions towards a gift. Four studies demonstrate that givers also 
underestimate receivers’ feelings of indebtedness, driven by receivers’ increased feelings of guilt 
after getting the gift. Feelings of indebtedness then lead to increased likelihood of giving a return gift, 
which givers also do not anticipate. 

Thanks for Nothing: When Giving a Gift is Worse than Giving Nothing at All 
*Morgan K Ward (Emory University, USA); Michael Lowe (Georgia Tech, USA); Taly Reich (Yale 
University, USA); Tatiana Marie Fajardo (Florida State University, USA) 
In ‘spontaneous gifting’ contexts, where gifts are not necessitated by occasion, givers’ 
‘expenditures,’ drive recipients’ perceptions of gifts and their feelings about the giver-recipient 
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relationship. Specifically, recipients feel less (equally) affiliated with givers after receiving ‘low 
expenditure’ (vs. no) gifts if the individuals are in high (vs. low) investment relationships. 

 

The Value of What’s Hidden: Understanding the Process and Consequences of Hiding Information 
About the Self and Consumption  

Session Chairs: Soo Kim, Cornell University, USA; Peggy Liu, University of Pittsburgh, USA; Kate E. Min, 
Cornell University, USA 
Hiding and Spending: Secret Consumer Behaviors and Pro-Relationship Spending 

*Danielle J Brick (University of New Hampshire); *Kelley Gullo (Duke University, USA); Gavan 
Fitzsimons (Duke University, USA) 
This research explores secret consumer behavior in relationships. We find that keeping consumption 
activity a secret from one’s partner commonly occurs and that there can be positive downstream 
consequences. Specifically, secrecy leads to greater pro-relationship spending on the part of the 
secret-keeper and partners report greater satisfaction with that spending. 

Reminder Avoidance: Why People Hesitate to Disclose Their Insecurities to Friends 
*Soo Kim (Cornell University, USA); Peggy Liu (University of Pittsburgh, USA); Kate E. Min (Cornell 
University, USA) 
Five studies (all pre-registered) show that when disclosing personal insecurities (vs. other neutral or 
negative personal information), people decrease their tendency to prefer friends to strangers for self-
disclosure. This effect occurs because people believe friends are more likely than strangers to 
trigger painful reminders of disclosed content – their insecurities. 

Hidden in Plain Sight: Consumer Response to Pseudo-Secrets in Marketing 
*Dafna Goor (Harvard Business School, USA); Anat Keinan (Harvard Business School, USA); Nir 
Halevy (Stanford University, USA); Michael Norton (Harvard Business School, USA) 
The marketing of secret products has become an emerging phenomenon—from secret menus in 
restaurants to shops with camouflaged entrances. We label these hidden but publicly available 
products as pseudo-secrets and demonstrate that their positive impact on word-of-mouth and actual 
purchase behavior is mediated by feelings of social centrality. 

 

Toward a Further Understanding of How Political Ideology Drives Motivation and Values  
Session Chairs: Der-Wei Huang, Indiana University, USA; Adam Duhachek, University of Illinois at 

Chicago, USA 
Are Conservatives Always More Averse to Change than Liberals? Political Ideology and 

Innovation 
*Der-Wei Huang (Indiana University, USA); Adam Duhachek (University of Illinois at Chicago, USA) 
The current research examines various aspects of the distinct ways liberals and conservatives 
perceive and experience change and finds that, in certain instances, conservatives actually prefer 
change as compared to liberals. This research builds theory related to different conceptualizations of 
change perceptions in a product innovation context. 

The Impact of Political Ideology on Self-Control 
*Bryan Buechner (Xavier University); Joshua J. Clarkson (University of Cincinnati, USA); Ashley Otto 
(Baylor University, USA); Edward R. Hirt (Indiana University, USA); Ming-Shen (Cony) Ho (Clemson 
University, USA) 
Self-control success varies as a function of consumers’ political ideology. Specifically, conservatives 
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(liberals) are more successful at response inhibition (updating) due to cognitive-rigidity (cognitive-
flexibility). Findings from three studies demonstrate an important link between ideology and self-
control through cognitive flexibility and offer critical implications for consumer behavior (habit 
formation, addictive consumption). 

Fair or not? Political Ideology Shapers Observers’ Responses to Service Failures 
*Chethana Achar (University of Washington, USA); Nidhi Agrawal (University of Washington, USA) 
We use a combination of experimental, big data, and survey methods to show that political ideology 
shapes observing consumers’ responses to service failures. Following a service failure, liberal (vs. 
conservative) observers are likely to respond more negatively to the brand, driven by their greater 
endorsement of the fairness moral foundation. This research highlights the morality-driven process 
by which political ideology predicts consumer behavior in non-political contexts such as service 
failures. At a broader level, our studies show that moral processes diverge consumer judgments 
even in the absence of overt moral or ethical dilemmas. 

Political Polarization in How Perceived Social Similarity Impacts Support for Redistribution 
*Nailya Ordabayeva (Boston College, USA) 
The literature presumes that boosting similarity should boost support for redistributive policies that 
reduce economic inequality. But the effect of social similarity may be more complex. Perceiving high 
(vs. low) social similarity increases liberals’, but lowers conservatives’, redistribution support, 
because it weakens liberals’, but strengthens conservatives’, justification of unequal outcomes. 

 

Unanticipated Consequences of Constraining Behavior  
Session Chairs: Shalena Srna, University of Michigan, USA; Jackie Silverman, University of Delaware, 

USA 
When Limits Backfire: The Ironic Effect of Setting Limits on Entertainment Consumption 

*Shalena Srna (University of Michigan, USA); Jackie Silverman (University of Delaware, USA); 
Jordan Etkin (Duke University, USA) 
To better manage their time, consumers often set costless, non-binding limits for how long to spend 
on entertaining activities, like social media and games. Five pre-registered experiments show that 
setting such limits can backfire, increasing, rather than decreasing, the time spent on such activities 
at the expense of paid work. 

Spending Gained Time 
*Selin A. Malkoc (Ohio State University, USA); Gabriela Tonietto (Rutgers University, USA) 
Given growing time famine, we study how consumers utilize unexpected time gains. Paradoxically, 
we find in seven studies that while consumers desire time to engage in leisure, upon gaining time 
they show more interest in work-oriented activities. This is because desired “free” time is 
psychologically distinct from the “gained” time. 

Loss Booking: Mental Budgeting Facilitates Consumer Spending 
*Chang-Yuan Lee (Boston University, USA); Carey K. Morewedge (Boston University, USA) 
Mental budgeting is often characterized as a self-control device inhibiting consumer spending. We 
find the opposite. Our loss booking theory reinterprets mental budgeting. We propose losses are 
psychologically realized while budgeting money to mental accounts, which reduces the pain of 
paying and thereby facilitates consumer spending. 

Save More Later? The Roles of Present Bias and Perceived Urgency 
*Joseph Reiff (University of California Los Angeles, USA); John Beshears (Harvard Business 
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School, USA); Hengchen Dai (University of California Los Angeles, USA); Katherine Milkman 
(University of Pennsylvania, USA); Shlomo Benartzi (University of California Los Angeles, USA) 
Contrary to prior work, our field experiment (N=5,196) finds that allowing people to precommit to 
increase savings later caused them to save less. Lab studies suggest that offering precommitment, 
while reducing the pain of doing farsighted behavior, yields inferences that the choice architect less 
urgently recommends the behavior. 

 

Want/Should Conflicts in Ourselves and Others  
To Look Good or to Be Good? Holding (but Hiding) Viceful Motivations for Health Goals 

*Stephanie Lin (INSEAD, Singapore); Kaitlin Woolley (Cornell University, USA); Peggy Liu 
(University of Pittsburgh, USA) 
Consumers feel that appearance motivations are less virtuous than other motivations (e.g., mental 
and physical health) for pursuing health goals. They also feel they should be less driven by physical 
appearance than they actually are. This self-discrepancy leads them to hide their appearance 
motivations from others (e.g., on social media). 

No Diet, No Problem: Social Judgments of Consumers’ Indulgences 
*Geoffrey Durso (DePaul University, USA); Kelly Haws (Vanderbilt University, USA) 
How do people judge the consumer who indulges however they “want”, rather than restricts as they 
“should”? Contrary to negative assumptions—via self-control, hedonic consumption, and licensing—
we reveal that indulgences almost always result in positive evaluations, though with greater 
ambivalence, even when indulgences are explicitly goal-inconsistent and otherwise inexcusable. 

Customizing Algorithmic Recommendations to Actual and Ideal Preferences 
Poruz Khambatta (Stanford University, USA); *Shwetha Mariadassou (Stanford University, USA); 
Joshua I Morris (Stanford University, USA); Christian Wheeler (Stanford University, USA) 
We utilize machine learning algorithms to generate personalized recommendations tailored to 
people’s actual or ideal preferences. Whereas people are more likely to follow both types of 
customized recommendations (albeit not equally) over non-customized recommendations, they feel 
better off and think more highly of the recommendation service when receiving “ideal” 
recommendations. 

The Motivating Power of Streaks: Incentivizing Streaks Increases Engagement in Effortful Tasks 
*Katie Mehr (University of Pennsylvania, USA); Jackie Silverman (University of Delaware, USA); 
Marissa Sharif (University of Pennsylvania, USA); Alixandra Barasch (New York University, USA); 
Katherine Milkman (University of Pennsylvania, USA) 
In five incentive-compatible, pre-registered experiments, we show that streak-rewarding payments 
(i.e., incentives which reward the completion of three or more consecutive effortful tasks) increase 
persistence in completing effortful tasks, compared to higher paying flat incentives. This effect 
occurs because consumers are motivated by consecutive, “game-like” payments. 

 

When Beneficence Backfires: Negative Consequences of Doing Good  
Session Chairs: Yonat Zwebner, The InterDisciplinary Center (IDC( Herzliya; Shalena Srna, University of 

Michigan, USA 
Unable to Rebound: The Downside of Being a Nonprofit That Errs 

*Shalena Srna (University of Michigan, USA); Yonat Zwebner (The InterDisciplinary Center (IDC( 
Herzliya) 
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Understanding consumers’ responses to organizational mistakes and apologies is of utmost 
managerial importance. Though nonprofits enjoy positive perceptions relative to for-profits, we find 
that after erring, they have a harder time rebounding: consumers are more resentful and less 
forgiving of a nonprofit than a for-profit that commits the same wrongdoing. 

Doing Good for (Maybe) Nothing: How Reward Uncertainty Shapes Consumer Responses to 
Prosocial Behavior 
Ike Silver (University of Pennsylvania, USA); *Jackie Silverman (University of Delaware, USA) 
Nine experiments find that prosocial actions incentivized by uncertain rewards are viewed as more 
purely motivated, morally good, and predictive of future prosocial behavior than prosocial actions 
incentivized by certain rewards of equal value. This effect arises because a willingness to do good 
despite a possibility of earning nothing signals intrinsic motivation. 

Damned either way: Hypocrisy judgments when goals and commitments conflict 
*Jonathan Zev Berman (London Business School, UK); Graham Overton (Bocconi University, Italy); 
Daniel Effron (London Business School, UK) 
We present evidence for a “Damned Either Way” effect in judgments of consumer hypocrisy. When 
consumers face tradeoffs between acting inconsistently with past commitments vs acting 
inconsistent with their stated goals, they get condemned as hypocrites regardless of what they 
choose. 

The Cost of Opposition: Preferring to Punish our Own Rather than Help our Opponent 
Rachel Gershon (University of California San Diego, USA); *Ariel Fridman (University of California 
San Diego, USA) 
When choosing whether to help an opposing cause (donate money) or hurt one’s own cause (take 
away money), individuals prefer to hurt their own. This occurs despite believing their cause is more 
effective with donation funds, indicating that group-identity concerns, rather than impact, influence 
the choice to help or hinder. 

 

When You Need a Crystal Ball: Factors that Affect the Riskiness and Accuracy of Consumer 
Predictions  

Session Chairs: Uri Barnea, Bocconi University, Italy; Jackie Silverman, University of Delaware, USA 
How Order Affects People’s Choices in Sequences of Independent Predictions 

*Jackie Silverman (University of Delaware, USA); Uri Barnea (Bocconi University, Italy) 
Five studies (N = 3,380) show that consumers tend to predict that an unlikely outcome will occur 
later in a sequence of events, versus earlier (e.g., third vs. first). We hypothesize that this effect 
occurs because consumers believe an unlikely outcome should happen at some point, even among 
independent events. 

Consumers are (Relatively) Risk Seeking in the Domain of Error 
*Berkeley Jay Dietvorst (University of Chicago, USA); Lin Fei (University of Chicago, USA) 
We find that consumers make riskier choices when gambles have a prediction component (e.g. 
betting on an outcome) in addition to monetary consequences (e.g. 50% chance of $2). These 
results help to explain consumers’ inconsistent risk preferences across contexts (e.g. insurance, 
gambling), and suggest manipulations of consumers’ tolerance for risk. 

Should Advisors Provide Confidence Intervals Around Their Estimates? 
*Celia Gaertig (University of Chicago, USA); Joseph P. Simmons (University of Pennsylvania, USA) 
We find that consumers may be more persuaded by advisors who provide confidence intervals 
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around their estimates. In seven incentivized studies (N = 9,471), participants were either 
directionally or significantly more likely to follow advice when it was accompanied by a confidence 
interval than when it was not. 

A Prototype Theory of Consumer Financial Misprediction 
*Chuck Howard (Texas A&M University, USA); David Hardisty (University of British Columbia, 
Canada); Dale Griffin (University of British Columbia, Canada); Marcel Lukas (University of St 
Andrews); Abigail Sussman (University of Chicago, USA) 
We theorize that consumers under-predict (over-predict) their future expenses (income) in large 
because their predictions are based on modal outcomes, and the distribution of expenses (income) 
is positively (negatively) skewed with mode < mean (mode > mean). Nine studies support this 
account of consumer financial misprediction. 

 

Words and Beyond: Using Language to Better Understand Consumer Experiences and Goals  
Session Chair: Gizem Ceylan, University of Southern California, USA 

Emotional Echo Chambers: Observed Emoji Clarify Individuals’ Emotions and Responses to 
Social Media Posts 
*Sarah G Moore (University of Alberta, Canada); Gopal Das (Indian Institute of Management 
Bangalore, India); Anirban Mukhopadhyay (Hong Kong University of Science and Technology, 
China) 
We examine how consumers are influenced by the type and distribution of prior emoji responses to 
social media posts which express mixed emotions. Facebook data and experiments show that 
others’ prior emoji responses (e.g., sad vs. heart) predict consumers’ emotions, as well as their emoji 
and text responses to posts. 

Is a Photo Worth a 1000 Words? The Usage of Images and Text to Express Opinions in Online 
Reviews 
*Gizem Ceylan (University of Southern California, USA); Kristin Diehl (University of Southern 
California, USA) 
How do people use visual and verbal information when communicating their experiences? Using 
Yelp! and TripAdvisor datasets and experiments, we find that people use photos complementary to 
text in communicating experiences. This is particularly true when they focus on visual aspects of an 
experience, either due to an internal or external (i.e., platform structure) focus. 

Construal Matching in Online Search: Applying Text Analysis to Illuminate the Consumer 
Decision Journey 
*Ashlee Humphreys (Northwestern University - Medill, USA); Mathew S. Isaac (Seattle University, 
USA); Rebecca Jen-Hui Wang (Lehigh University) 
We propose that as consumers move through the decision journey, those with informational 
[transactional] goals will generate online search queries that are more abstract [concrete]. Further, 
we demonstrate a fluency-driven matching effect whereby consumers respond more favorably to 
search engine results and ad content whose language matches their construal level. 

Conversational Receptiveness: Improving Engagement with Opposing Views 
*Michael Yeomans (Harvard Business School, USA); Julia Minson (Harvard Business School, USA); 
Hanne Collins (Harvard Business School, USA); Frances Chen (University of British Columbia, 
Canada); Francesca Gino (Harvard Business School, USA) 
We develop a machine learning algorithm to detect "conversational receptiveness” – language that 
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Competitive Papers 

communicates thoughtful engagement during disagreement. We show that receptiveness makes 
writers more persuasive, builds reader trust, and prevents conflict escalation among Wikipedia 
editors. We also develop a short "receptiveness recipe" intervention from our algorithm. 

 

 

 

Analytical Framework For Construal Level Theory That Incorporates Discounting 
*Makoto Abe (The University of Tokyo); *Mitsuru Kaneko (Kyoto Women’s University) 

By incorporating discounting into construal level theory, this research proposes a framework that can 
explain various preference reversals along general psychological distances. We posit two properties 
of a discount rate—the magnitude effect and the sign effect, which are subsequently validated by 
survey studies of lottery choices. 

 
Sinnfluencers and A Collective Moral Identity 

*Aya Aboelenien (HEC Montreal, Canada); *Alex Paul Baudet (HEC Montreal, Canada); *Ai Ming 
Chow (University of Melbourne, Australia) 
Our paper examines how “sinnfluencers” as influential consumers construct their identities at the 
individual and collective levels. Using archival data and netnographic analysis, we have identified 
five performance strategies that contribute to shaping the practices at the social level: 1) framing; 2) 
validating; 3) evangelizing; 4) celebrating and 5) advocating 

 
Building a Bridge How Immigrant Parents Strategically Build Dual-Habitus For Their Children 

*Aya Aboelenien (HEC Montreal, Canada); Zeynep Arsel (Concordia University, Canada) 
We investigate immigrant parents’ practices to cultivate classed positions for their children and how 
this recursively shapes their own habitus. We use archival data, interviews, and participant 
observation. We identify four strategies through which parents strategically build hybrid-habitus for 
their children: rooting, synthesizing, discovering, and incorporating. 

 
How Variety Influences Predicted Goal Conflict 

*Luis Abreu (Duke University, USA); Sarah A. Memmi (Duke University, USA); Jordan Etkin (Duke 
University, USA) 
Consumers inevitably encounter conflict when pursuing important goals. Identifying that such conflict 
will happen is crucial to take proactive actions. But, how do consumers predict conflict in the future? 
This research explores how perceiving variety in past conflicting episodes leads consumers to 
forecast less conflict in the future. 

What Are The Key Drivers Of Consumer Preference For Crowdfunded Products? 
*Oguz A. Acar (City University of London, UK); Darren Dahl (University of British Columbia, Canada); 
Christoph Fuchs (TU Munich, Germany); Martin Schreier (WU Vienna, Austria) 
Crowdfunding has emerged as an alternative means of financing new ventures. In this research, we 
ask whether and why having been crowdfunded carries any signal value for the broader market of 
observing consumers. Eight studies reveal that consumers demonstrate a preference for 
crowdfunded products over differently funded ones. 

 
Identifying Topics and Trends in Research on Construal Level Theory 
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*Susanne Adler (Otto-von-Guericke-University Magdeburg, Germany); Marko Sarstedt (Otto-von-
Guericke-University Magdeburg, Germany) 
Construal Level Theory (CLT) has considerably contributed to various research domains, including 
consumer research. Complementing past review articles, we apply a popular topic modelling 
approach, Latent Dirichlet Allocation, to research on CLT. Based on article keywords we extract 20 
latent research topics, identify thematic trends and discuss future research directions. 

 
In the Flow: Materiality, Value and Rubbish in Lagos 

*Precious Orhie Akponah (University of Leicester); *Ai-ling Lai (University of Leicester); *Matthew 
Higgins (University of Leicester) 
Through an ethnographic study of waste handling in Lagos, we follow the ‘flow of rubbish’ to explore 
the value entanglement between urban dwellers and the materiality of rubbish. We draw on a 
practiced theory of value creation/destruction to understand how object recursively move in and out 
of its ‘rubbish’ state. 

 
New Media Technology Market Emergence: The Implication of Imagination Processes 

*Kelley Cours Anderson (Texas Tech University, USA) 
This study investigates how virtual reality (VR)-content emerges and builds the market. We follow 
the early mobilization of VR-content among multiple actors within the market. Findings reveal that 
different forms of imagination among multiple actors drive the growth of VR-content. Imagined 
market futures contain both positive and negative implications. 

 
How Brand Conversations on Social Media Prompt Jealousy in Brand Relationships 

Andria Andriuzzi (Jean Monet University); Géraldine Michel (Sorbonne Business School Paris); 
*Claudiu Dimofte (San Diego State University, USA) 
We investigate how brands’ use of flattery on social media impacts brand humanization perceptions 
and associated feelings of jealousy. We find that brand flattery toward other consumers generates 
jealousy similarly to social relationships and that brands positioned on warmth or competence 
appear to induce consumer jealousy in different ways. 

 
Food App-reciation : How Nutrition-related Apps Shape Food Choices and Consumer Wisdom? 

A Case Study Approach 
*Camille Anin (Université Grenoble Alpes); *Agnes HELME-GUIZON (Université Grenoble Alpes) 
Through depth interviews, we investigated the effects of nutrition-related apps on the management 
of food related values and its impacts on consumer well-being. Our findings show that Yuka acts as 
a wisdom manager, a wisdom enhancer, a source of wisdom and an ambiguous a source of tacit 
knowledge. 

 
Volatile Bodies in the Digital Age.  Consumer Vulnerability and Resistance in Online Bodily 

Experiences of Pregnancy. 
*Camille Anin (Université Grenoble Alpes) 
Drawing on the Mobius strip metaphor to think bodily experiences of pregnancy in the digital world, 
this paper investigates the impact of digital technologies on the experiences of pregnancy and pays 
specific attention to reembodiment in the digital world and its consequences in terms of consumer 
vulnerability and consumer resistance. 
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Strategic Product Displays on Social Media Through Proactive Nostalgia 

*Eda Anlamlier (University of Nevada Las Vegas, USA); *Sevincgul Ulu (Rutgers University, USA) 
This research introduces proactive nostalgia, which refers to the realization that a current experience 
might worth remembering in the future, as a motivator of saving record of consumption experiences 
on social media. Five experiments showed proactive nostalgia could be the reason of displaying 
experiential products for longer-term than material products. 

 
Ontography and Sustainable Consumption 

*Eric Arnould (Aalto University, Finland) 
This cnceptual research investigates the possibility of neo-animistic renewal and a sustainable 
consumption system as against the ecological precarity consumer capitalism inevitably produces. 
Neo-animism addresses the challenges imposed by the DSP identified in macromarketing, the 
enduring attitude-behavior gap identified in green consumer research, and the partitioning found in 
consumer practice research. 

 
The Influence of the Short-term Installment Payment Method on Consumer Purchase Decisions 

*Rhys Ashby (Macquarie University); Yi Li (Macquarie University); Shahin Sharifi (Macquarie 
University); Jun Yao (Macquarie University, Australia) 
A new installment payment method offering consumers short-term interest-free loans increases 
consumer spending (vs. cash and credit cards). Consumers focus on the installment price and 
perceive purchases as less expensive, which subsequently lowers the pain of payment. Ultimately, 
lower pain of payment increases consumer purchase intention and the amount spent. 

 
The Process of Enacting Consumer Utopias: An Ethnography of Digital Nomadism 

*Aleksandrina Atanasova (University of London - Royal Holloway, UK); Giana Eckhardt (Royal 
Holloway, University of London); Katharina C. Husemann (University of London - Royal Holloway, 
UK) 
We outline the process of how consumers self-transform as they move from a solid to liquid life. We 
conduct an ethnography of digital nomads which identifies a three stage process: breaking the 
chains, self-hacking a re-imagined life, and marketization. In doing so, we illuminate the nature of 
liquid consumer utopias. 

 
Consumer Creativity: Materializing the Moleskine Notebook in Digital Space 

*Christiane Aufschnaiter (MCI The Entrepreneurial School) 
This paper draws on theories of materiality to explore consumers’ ways of using and relating to a 
seemingly outdated analogue object, the Moleskine notebook, on Twitter. The findings reveal three 
creative practices that show how consumers materialize the notebook as a meaningful object both in 
digital and physical space. 

 
Loyalty Point Spending and Stockpiling –  A Construal Perspective 

*Charan K Bagga (University of Calgary, Canada); Alina Nastasoiu (Booking.com); Neil Bendle 
(University of Georgia, USA); Mark Vandenbosch (Western University, Canada) 
We present a construal-level account of loyalty-point spending and stockpiling behavior. We show 
that loyalty points are construed abstractly relative to money. This affects what people redeem their 
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points on and when they redeem. Further, we show how stockpiling can be influenced by altering the 
nature of the loyalty program. 

 
Would a Mature Person Share Their Attitudes? Cultural Differences in Attitude Expression 

*Aaron J. Barnes (University of Louisville); Hao Shen (Chinese University of Hong Kong, China); 
Sharon Shavitt (University of Illinois at Urbana-Champaign, USA) 
Four studies suggest that the concept of maturity prompts different attitude expression patterns in 
Western and Eastern cultural contexts. In Western contexts, priming maturity prompts people to 
express their opinions even when others disagree. In contrast, in Eastern contexts, priming maturity 
prompts people to suppress their opinions when others disagree. 

 
Consumer Responsibility and Organizational Ethical Behavior: The Normalization of Abusive 

Sales Practices in Financial Institutions 
*Roberta Gabriela Basílio (ESPM, Brazil); Rafaela Almeida Cordeiro (University of São Paulo, 
Brazil); Mateus Canniatti Ponchio (ESPM, Brazil) 
We adopt a transformative service research perspective to investigate financial services according to 
both consumers’ and bank employees’ perceptions. We identify patterns of the normalization of 
abusive sales practices through the dilution of responsibility for unethical behavior and blaming 
customers through the discourse of consumer responsibility. 

 
Can Brands be Sarcastic? The Effect of Sarcastic Responses on Attitudes Towards Activist 

Messages 
Juliana M. Batista (EAESP-FGV, Brazil); *Lucia Salmonson Guimarães Barros (FGV-EAESP, Brazil); 
Fabricia Volotão Peixoto (EAESP-FGV, Brazil); *Delane Botelho (EAESP-FGV, Brazil) 
When brands address controversial activist messages, some consumers feel offended, triggering 
uncivil responses on social media platforms. How do brands reply to such rudeness maintaining its 
conviction and simultaneously ensuring its reputation? In six experiments we demonstrate that 
humor and aggression (sarcasm) should not come together in brand activist reactions. 

 
Interpersonal Relationships as “Self-otherhood”: A Conceptualization and Demonstration in the 

Context of the P2P Sharing Economy 
*Russell W. Belk (York University, Canada); Jashim Khan (University of Surrey) 
Scholarly inquiry into the host-guest self-presentations and re-presentations on technology-mediated 
platforms is limited. Our paper addresses this topic by conceptualising and demonstrating “self-
otherhood” in the context of the P2P sharing economy. The study uses apriori logic to categorize the 
“relational self-other” and the “subdued self” in host-guest relationships 

 
What is Street Cred? An Exploration of Street Credibility in the Marketplace 

*Delancy Bennett (Clemson University, USA); *Geraldo Matos (Roger Williams University); *Mitchell 
Hamilton (Loyola Marymount University, USA); Nicholas Pendarvis (California State University Los 
Angeles, USA) 
Street cred is ubiquitous, and marketers leverage it to promote a wide array of products. Street 
credible celebrities influence mainstream purchases and are predicted to replace athletes as the 
most influential product endorsers. For the general populous, street cred is real, salient, and sought. 
But what exactly is street cred? 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

52 
 

 
Conferring Minds to Machines: A Deep Learning Approach to Mind Perception, Technology 

Attachment, and Trust 
*Anouk Bergner (University of St. Gallen, Switzerland); Jochen Hartmann (University of Hamburg); 
Christian Hildebrand (University of Geneva, Switzerland) 
This research provides a novel approach to understand and model consumer smart-object 
relationships from customer reviews. We develop a state-of-the-art deep learning model to classify 
mind perception from unstructured text and demonstrate that the extent of mind perception 
successfully predicts consumers’ attachment to, trust in, and evaluation of smart objects. 

 
Matching Rewards With Backers: The Differential Impact of Rewards Types on Contributions in 

Crowdfunding 
*Anna Juliette, Zoé Bernard (Catolica Lisbon School of Business and Economics); Rita Coelho do 
Vale (Catolica Lisbon School of Business and Economics) 
The present research investigates the role of reward type (product related or token of gratitude) on 
contribution behaviors in crowdfunding. We show that grateful rewards, such as thank-you note, 
have a positive impact on new or unique backers’ contribution while product-related and tangible 
rewards have a positive impact on serial backers. 

 
Essence Slows the Rate of Hedonic Decline by Adding Meaning 

Baler Bilgin (Koc University, Turkey); *Cammy Crolic (University of Oxford, UK) 
Enjoyment tends to decline with repeated exposure but factors can slow the rate of hedonic decline. 
Perceived essence (i.e., special aura), slows hedonic decline by adding meaning to repeated 
experiences. It led to greater meaning, leading to prolonged enjoyment of an experience, greater 
willingness to consume, and greater actual consumption. 

 
Perceived Social Presence of Anthropomorphized Chatbots 

*Miriam Biller (University of Mannheim); Elisa Konya-Baumbach (University of Mannheim, Germany); 
Sabine Kuester (University of Mannheim); Sergej von Janda (University of Mannheim) 
Four experiments assess the effectiveness of chatbot anthropomorphism in customer-chatbot 
interactions. The results show a significant positive effect of chatbot anthropomorphism on customer-
related outcomes but only in pre-purchase situations, not post-purchase. Importantly, social 
presence mediates these effects. Shopping context and information sensitivity do not act as 
moderators of the effects. 

 
Managing Customers’ Imagination: Antecedents and Effects of Anticipated Surprises 

Severin Friedrich Bischof (Copenhagen Business School, Denmark); *Tim M. Boettger (IESEG 
School of Management, France); Thomas Rudolph (University of St. Gallen, Switzerland); Donald 
Lehmann (Columbia University, USA) 
This research examines the novel construct of anticipated surprises, defined as the deliberate 
purchase and anticipation of surprise items. We draw on research in musicology to pursue an 
analysis of the antecedents of anticipated surprises, seeking to extend the theory of anticipation in 
consumer behavior. 

 
Consumers as Brand Managers: Exclusion and Status in Brand Communities 
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Samantha Bittner (Ohio Northern University); *Tatiana Marie Fajardo (Florida State University, USA) 
This research investigates the antecedents and consequences of exclusionary behavior within brand 
communities. Findings suggest that community members with high (low) product-relevant experience 
are more likely to engage in exclusionary (inclusionary) behaviors. Moreover, exclusionary 
(inclusionary) behavior is revealed to enhance brand commitment among consumers with high (low) 
product-relevant experience. 

 
Averse to Algorithms or Averse to Uncommon Decision Procedures? 

*Jonathan Elliot Bogard (University of California Los Angeles, USA); Suzanne Shu (University of 
California Los Angeles, USA) 
Across four studies, we show that much of what appears as Algorithm Aversion can instead be 
explained by an aversion to counter-normative decision procedures. Largely, algorithms are 
excessively penalized only to the extent they are unconventional for a particular domain. Changing 
the norm can reverse the effects of algorithm aversion. 

 
Consumer Hope For Material Wealth in the New African Pentecostalism 

*SAMUEL K. BONSU (GIMPA); Jemima Nunoo (GIMPA); *Fadwa Chaker (Toulouse Business 
School) 
We explore consumer hope in the context of African Pentecostalism through a 5-year ethnography in 
Ghana. We find the need to redefine hope to include an exaggerated sense of possibility. This can 
allow for conceptualization that embraces hope for immense material wealth, even for those whose 
realities offer no hope. 

 
Giving Novel Brands the Benefit of the Doubt: How Asymmetrical Instrumentality Perceptions 

Influence Choice 
Danielle J Brick (University of New Hampshire); *Jessica Gamlin (University of Oregon, USA) 
When products are aligned with consumers’ goals, consumers view novel brands as equally 
instrumental to generic options. However, when the product is misaligned with consumers’ goals, 
consumers perceive the novel brand to be less impedimental and are more likely to choose the novel 
brand—thus, demonstrating an asymmetrical-instrumentality effect. 

 
Can Side-by-side Comparisons Compromise Decision Outcomes? A Construal-level View Of 

Evaluation-mode Effects 
*Olya Bryksina (University of Winnipeg); na xiao (Laurentian University) 
Should consumers evaluate their choice options one at a time or simultaneously to make best 
consumption decisions? Counter to naïve intuition, our research shows that side-by-side 
comparisons can undermine decision outcomes by lowering the level of construal and raising the 
importance of secondary attributes during product evaluation and choice. 

 
When And Why Choices For Others Diverge From Consumers’ Own Salient Goals 

*Olya Bryksina (University of Winnipeg) 
Consumers frequently make choices and purchase products for other people. In the current research 
we examine how choices for others are influenced by consumers’ own salient goals. We find that 
consumers choose goal-inconsistent options for others to enhance their own perception of progress 
toward their salient goal. 
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From Aesthetic to Epistemic Consumption: Analyzing Knowledge Practices in Consumption 

Collectives 
*Jan-Hendrik Bucher (University of St. Gallen, Switzerland); *Niklas Woermann (University of 
Southern Denmark, Denmark); *Johanna Franziska Gollnhofer (University of Southern Denmark, 
Denmark) 
This paper explores the collective pursuit of quasi-scientific knowledge practices as a consumption 
activity. By comparatively analyzing focal knowledge practices in two highly-specialized consumption 
collectives we shed light on how consumers engage with epistemic knowledge. We thereby 
contribute to a better understanding of collective consumption in today's knowledge society. 

 
Misguided Preference For Mysterious Consumption 

Eva Buechel (University of Southern California, USA); *Ruoou Li (University of South Carolina, USA) 
The present research examines the benefits and downsides of uncertainty associated with 
anticipated surprises in the context of mystery boxes. We show that consumers prefer mystery 
boxes over high and average quality non-mystery boxes because they want to be surprised. We also 
show this preference to be misguided. 

 
I Just Can’t Quit You:  When Good Habits Undermine Self-Control 

*Bryan Buechner (Xavier University); Joshua J. Clarkson (University of Cincinnati, USA); Ashley Otto 
(Baylor University, USA) 
This research demonstrates that the self-control processes which facilitate habit formation can 
paradoxically undermine habit modification. Using political ideology as a lens, three studies 
demonstrate that those who excel at these self-control processes (e.g., attentional control and 
impulse regulation) subsequently struggle with habit modification. 

 
Advertising Co-created New Products: An Exploration of Consumer Responses and Success 

Contingencies 
*Fanny Cambier (NEOMA Business School); Ingrid Poncin (Université Catholique de Louvain) 
Co-created new products are increasingly popular but their failure rate is sobering; traditional 
advertising techniques may be inadequate to stimulate adoption. This qualitative study reveals that 
consumers responses are contingent upon eight aspects differently combining with a "made-with-
consumers" claim and pertain to perceived claim veracity, brand integrity and action meaningfulness. 

 
Doing the Dirty Work For The Sharing Economy: Building Trust With Consumers In Emerging 

Markets 
*Mario Campana (Goldsmiths, University of London); *Adèle Gruen (Goldsmiths, University of 
London, UK); *Luciana Velloso (Goldsmiths, University of London and York University) 
We advance existing knowledge on trust and market change in the sharing economy by 
demonstrating how organizations and consumers can overcome trust-related challenges in emerging 
markets. We unpack three types of institutional work – humanizing, localizing, and risk-bearing – 
entailed in building trust with consumers and changing their perceptions of carsharing. 

 
Core Stigma and the Consumption of RuPaul’s Drag Race 

*Mario Campana (Goldsmiths, University of London); *Kat Duffy (University of Glasgow); Maria Rita 
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Micheli (IESEG School of Management, Paris) 
We explore RuPaul’s Drag Race as a stigmatized brand which has built its success on the active 
spectacularization of its core stigma. Focusing on how consumers generate discourses triggering 
acceptance and how the brand fuels these, we demonstrate how stigmatized discourses become a 
brand resource. 

 
When and Why Physical Strength Increases Persuadability 

Margaret C. Campbell (University of Colorado, USA); *Irene Consiglio (Nova School of Business and 
Economics, Portugal); Stijn M. J. van Osselaer (Cornell University, USA) 
Because physical strength reduces the perception of threats in the environment, we propose that 
individuals who feel strong (vs. weak) are less likely to detect persuasion threats; this, ironically, 
makes them vulnerable to persuasion. However, when persuasion is salient, stronger people detect 
it and resist it. 

 
The Effect of AI on Selective Belief Updating 

Cindy Candrian (University of Zurich); *Anne Scherer (University of Zurich); René Algesheimer 
(University of Zurich) 
The optimism bias leads people update beliefs more when receiving good versus bad news. While 
research on the optimism bias is extensive, the nature of the messenger has been neglected. We 
examine belief updating for human vs. artificial agents’ advice and find that artificial agents can 
eliminate the optimism bias. 

 
The Endowment Effect: Unique Predictions From a Cognitive Elaboration Account 

*Christopher Cannon (University of Hawaii, USA); Derek Rucker (Northwestern University, USA); 
David Gal (University of Illinois at Chicago, USA) 
The endowment effect is a widely documented phenomenon whereby sellers demand a higher price 
for the same good relative to buyers. This work proposes a novel account for the endowment effect 
based on cognitive elaboration. This cognitive elaboration account provides new predictions about 
when endowment increases versus decreases consumers’ evaluations. 

 
Gift Giving in Response to Others’ Hardship: The Role of Recipient Optimism Versus Pessimism 

*Christopher Cannon (University of Hawaii, USA); Derek Rucker (Northwestern University, USA) 
How do consumers give gifts in response to others’ hardships? This research suggests consumers’ 
responses depend on whether the recipient’s outlook is optimistic versus pessimistic. Across four 
experiments, gift givers use recipients’ outlook to infer recipients’ psychological needs, which leads 
them to provide gifts that symbolically fulfill these needs. 

 
Urban Art and Brands: Analyzing From Different Perspectives 

*DIANA M. CARDENAS (Tecnológico de Monterrey, MEXICO); Raquel Castaño (Tecnológico de 
Monterrey, MEXICO); Claudia Quintanilla (Tecnológico de Monterrey, MEXICO); Edgardo Ayala 
(Tecnológico de Monterrey, MEXICO) 
In-depth interviews were conducted with urban artists, brand managers, and consumers, to identify 
the value of street art advertisement. The findings are that it is a brand experience that generates 
affective and functional value to the consumer, as well the brand benefits with social identity and 
dissemination in social media. 
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Implications of Underrepresentation For Female Fashion Consumers 

*Lena Cavusoglu (University of North Carolina at Pembroke); Deniz Atik (University of Texas Rio 
Grande Valley, USA) 
In a fashion scene dominated by Western looks, the idea of ideal beauty became more substantial 
for minority women. Therefore, this study investigates the fashion consumption experiences of a 
divergent group of women and the way they read the physiological, social and psychological 
consequences of underrepresentation in the fashion industry. 

 
Giving, Selling or Throwing Away Unused Objects: A Complex Decision 

*Eva CERIO (Université Gustave Eiffel, Institut de Recherche en Gestion) 
Based on a 6-months-ethnography research, we study how consumers choose between giving, 
selling or throwing away. We show that this decision depends on product values, consumers’ skills 
and habits, and practices’ meanings. These results constitute strong managerial implications for 
charities, C2C platforms and redistributions’ actors. 

 
Embarrassed by Calories: Joint Effect of Calorie Posting and Social Context 

*Melis Ceylan (Bilkent University, Turkey); Nilufer Z. Aydinoglu (Koc University, Turkey); Vicki G. 
Morwitz (Columbia University, USA) 
This research investigates the joint effect of calorie posting and social context on consumers’ food 
choices and embarrassment. We hypothesize and demonstrate that posting calorie information on a 
menu becomes more effective in reducing the total calorie of meal orders when the food is ordered 
in public (vs. in private). 

 
Give a “Hand”! How Giver/Receiver Hand Image Affects Consumer Charitable Behavior 

Chun-Tuan Chang (National Sun Yat-sen University, Taiwan); Hsiao-Ching Lee (National Kaohsiung 
University of Science and Technology, Taiwan); Yi-Jing Chen (National Sun Yat-sen University, 
Taiwan); *Chia-Han Chang (National Sun Yat-Sen University, Taiwan) 
The purpose of this research is to examine how hand position and hand gesture impact donor’s 
responses toward the charitable campaigns and their donation behaviors. Three between-subject 
experiments are conducted. Perceived competence and perceived warmth are considered as two 
mediators. A two-way interaction effect and moderated mediation effect are found. 

 
The Disposal Consideration Effect: How Thoughts Of Disposal Influence Product Acquisition 

*Sylvia Chang (University of Washington, USA); Nidhi Agrawal (University of Washington, USA) 
Current research investigates whether, when, and why product disposal considerations, at the time 
of purchase, influence consumers’ decision to acquire the product. We test our predictions across 
four studies and discuss how our findings contribute to research on product disposal, feelings of 
loss, and consumers’ connection with their possessions. 

 
Care in Consumption 

*Andreas Chatzidakis (University of London - Royal Holloway, UK); *Giana Eckhardt (Royal 
Holloway, University of London); *Katharina C. Husemann (University of London - Royal Holloway, 
UK) 
We are in the midst of an unprecedented “crisis of care,” for both people and the planet. Meanwhile, 
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care is being commoditized and marketized in unprecedented scale. We develop a broadened 
understanding of care and identify three key principles – interdependence, vulnerability and 
ambivalence – that help us revisit prior consumer research. 

 
The Hidden Cost of Conspicuous Consumption For Job Applicants 

*Charlene Y Chen (Nanyang Technological University, Singapore); Andy J Yap (INSEAD, 
Singapore); Stefan J Thau (INSEAD, Singapore) 
This research shows that job applicants are less likely to be hired when they conspicuously consume 
because they are seen as having lower need for the job and therefore less motivated to work hard. 
The effect is mitigated when the job is high-status and when applicants’ high motivation is signaled. 

 
How Do Natural Disasters Affect Consumers' Desire For Luxuries? 

*Ning Chen (Zhejiang University of Finance and Economics, China); *Francine E. Petersen (HEC 
Lausanne, Switzerland) 
Using search engine query data (real behavioral data from Google), we investigate the effect of 
natural disasters on consumers’ desire for luxuries. The results indicate that the conspicuousness of 
luxuries moderates the effect: natural disasters have a negative impact on consumers’ desire for 
conspicuous luxuries (vs. inconspicuous luxuries / non-luxuries). 

 
“The Wellness Religion”: Consuming Purity as an Aspirational Lifestyle 

*Tianqi Chen (Boston University, USA); Anat Keinan (Harvard Business School, USA); Neeru 
Paharia (Georgetown University, USA) 
We propose wellness lifestyle has become a new form of aspirational living, addressing 
psychological needs traditionally satisfied by religion. Five experiments and interviews of church-
goers and wellness-consumers, identifying religious elements in wellness-consumption, 
demonstrated it is more aspirational than traditionally desirable lifestyles, and highlighted the role of 
purity through mediation and moderators. 

 
When Do People Pay It Forward: The Positive Effect of Disclosing Help Provider’s Name on 

Generalized Reciprocity 
*Yunqing Chen (Chinese University of Hong Kong, China); Leilei Gao (Chinese University of Hong 
Kong, China) 
What factors determine people’s likelihood of engaging in generalized reciprocity after receiving help 
from a stranger? Five studies showed that compared to receiving help from an anonymous person, 
merely knowing the name of the help provider increases the help recipient’s tendency to engage in 
subsequent prosocial behaviors. 

 
How Donor's Regulatory Focus Changes the Effectiveness of a Sadness-Evoking Charity Appeal 

jungsil choi (Cleveland State University); *Hyun Young Park (CEIBS) 
Across eight studies, we find that a prevention (vs. promotion) focus discourages charitable giving 
when it is solicited using a sadness appeal, whereas regulatory focus does not affect the giving 
when other emotion appeals (e.g., happiness appeal or guilt appeal) are used. 

 
Understanding Identity Transformation Through Cultural Product Consumption 

*Chooi Ling Chong (Monash University, Malaysia); Vicki Little (Monash University, Malaysia); Vimala 
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Kunchamboo (Monash University, Malaysia); Christina Kwai Choi Lee (Federation University) 
This paper explores the process of consumer identity transformation in online communities. We 
conduct a longitudinal netnographic study of moderators in South Korean pop culture online 
communities. We demonstrate that through consuming cultural products, consumers undergo three 
phases of identity evolution: construction and alignment, transformation, and reconstruction and 
reinforcement. 

 
Justified by Ideology: Why Conservatives Care Less About Corporate Social Irresponsibility 

*Fabian Christandl (Hochschule Fresenius - University of Applied Sciences Cologne); Anna 
Jasinenko (HHL - Leipzig Graduate School of Management); Timo Meynhardt (HHL - Leipzig 
Graduate School of Management) 
Building on political psychology and system justification theory, four studies show that conservatives’ 
(compared to liberals) relatively high market system justification (MSJ) results in less critical CSR 
perceptions of irresponsible companies and, in turn, in less penalizing reactions. The effect is less 
strong for the evaluation of responsible companies. 

 
Larger Screen, Inaccurate Perceptions: Investigating Visual Framing Effects on Online 

Shoppers’ Product-Size Estimation 
*Sorim Chung (Rochester Institute of Technology, USA); *Maria Karampela (University of 
Strathclyde) 
Incorrect size is often a principal reason behind e-commerce returns. This research investigates the 
visual framing effects of screen size on e-shoppers’ accuracy of product-size estimations. Three 
experiments reveal the mechanism behind screen size effects and inform practical recommendations 
about optimization of e-retailers’ websites. 

 
A Bird in the Hand is Yours:  The Relationship Between Psychological Ownership and 

Psychological Distance 
*Bart Claus (IESEG School of Management); Jiska Eelen (Vrije Universiteit Amsterdam); Luk Warlop 
(Norwegian School of Management, Norway) 
Literature extensively discusses antecedents and consequences of ownership. Mental 
representations of ownership received less scrutiny. We propose that ownership engenders 
psychological proximity. Four studies show implicit and explicit mental associations between 
ownership and dimensions of psychological distance. This perspective enriches ownership’s 
nomological network and accomodates a range of prior findings. 

 
Followers and the Impact of Social Media Influencers: A Construal Level Perspective 

*Kirsten Cowan (University of Edinburgh); Eric Boyd (University of Edinburgh) 
A field study and three experiments demonstrate that a matchup between SMI power and 
message/non-message-factors facilitates persuasion. We offer social distance as a novel 
conceptualization of SMI power and observe an order of matchup effects that is mediated by self-
brand connection. 

 
The Aestheticization of Past-Themed Consumption 

*Ileyha Dagalp (University of Gothenburg); Katja H. Brunk (EuEuropean University Viadrina); 
Benjamin Julien Hartmann (University of Gothenburg) 
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This article explores the aestheticization of the past in two different consumption contexts; retro-
themed design and Viking role-play. Using qualitative empirical material, we elucidate the processes 
involved in the aestheticized collective valorization of the past. Our findings and analysis reveal three 
processes i) differentiation, ii) interrelation, and iii) integration. 

 
How Consumers Respond to Artificial Intelligence Recommendations: Experiential Vs. Material 

Framing 
*Nadia Danienta (University of Illinois at Urbana-Champaign, USA); Aric Rindfleisch (University of 
Illinois at Urbana-Champaign, USA) 
We propose that framing AI recommendations as experiences (vs. materially) alleviates algorithm 
aversion. Across experiments using AI platforms, we find that AI recommendations diminish 
evaluations for materially framed offerings, but enhance evaluations for experientially framed 
offerings because experiential framing counteracts algorithm aversion by enhancing the self-
relevance of an AI recommendation. 

 
Products In Disguise: Communicating Product Benefits With Surface Mimicry 

Caroline De Bondt (Ghent University, Belgium); Anneleen Van Kerckhove (Ghent University, 
Belgium); *Maggie Geuens (Ghent University, Belgium) 
Six studies show that surface mimicry, that is a target product (e.g., healthy food) mimicking visual 
characteristics of another product (e.g., unhealthy food), activates a property mindset that induces 
values of salient, alignable attributes on which both products differ (e.g., tastiness) to transfer from 
the mimicked onto the target product. 

 
Keeping it REAL in Cosplay World: Negotiating Culture, Religion and Fandom 

*Ofer Dekel-Dachs (De Montfort University); *Brian Harman (Dublin City University, Ireland) 
This paper employs netnography to explore authenticity within an online Hijabi Cosplay community. 
Our findings suggest that authenticity is a multi-layered construct that is continuously contested in 
different space and time. Authenticity is found to be malleable and is achieved through creativity and 
continual innovation. 

 
Insights Into the Black Box: Input Explainability of Algorithmic Decisions Drives Consumer 

Satisfaction in the Digital World 
*Ipek Demirdag (University of California Los Angeles, USA); Suzanne Shu (University of California 
Los Angeles, USA) 
We find that the negative effects of algorithmic (vs. human) choice on satisfaction are driven by 
lower trust in the algorithm, which results from people’s perception that the algorithm is a black box, 
i.e., is less transparent. We reveal explainability as an effective intervention to increase satisfaction 
with algorithmic choice. 

 
Oppositional Loyalty Among Individuals: A Triadic Reading Grid For Loyalty With a Polarized 

Brandscape 
*Amina Djedidi (Université Paris-Est Créteil, IRG) 
This article contributes to the conceptualization of brand loyalty (currently depicted as a dyadic 
relationship) by introducing a triadic configuration to include competition. The results show the 
existence of triadic oppositional loyalty among individuals with a polarized form of brandscape and 
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propose a new reading grid for brand loyalty. 
 
Mere Packaging and Consumer Choice: How Unnecessary Packaging Can Increase Product 

Value 
*Tim Philipp Doering (University of Michigan, USA); Andrew D Gershoff (University of Texas at 
Austin, USA); Katherine Burson (University of Michigan, USA) 
Packaging is a main contributor of landfill waste, but much of it is unnecessary. We find that, despite 
recognizing this, most consumers prefer packaged products. We find that “mere packaging” can 
enhance a product’s value because consumers perceive that it keeps a product’s essential positive 
qualities from leaking out. 

 
Food Choices And Socialization By Lower-Income Chilean Mothers Following Major Legislation 

Changing Labelling Standards 
Raquel Donskoy (Universidad Adolfo Ibañez); *Flavia Cardoso (Universidad Adolfo Ibáñez, 
Santiago, Chile) 
Based on ethnographic interviews, we contribute to the literature on food socialization and family 
consumption by looking at factors affecting the food socialization decisions of low-income mothers in 
Santiago de Chile, the site of the most recent and comprehensive effort to change a population’s 
food habits via food labelling legislation. 

 
Sharing Like a Boss: How a Consumer’s Position in the Hierarchy Influences Word-of-Mouth 

Valence 
*Christilene du Plessis (Singapore Management University, Singapore); Michael Schaerer 
(Singapore Management University, Singapore); David Dubois (INSEAD, France) 
How does a consumer’s position in the hierarchy affect the WOM they share with others? Five 
studies demonstrate that consumers who are higher (vs. equal or lower) in rank than the recipient of 
their message share less positive messages because they are less motivated to affiliate with the 
recipient. 

 
Social and Spatiotemporal Track to Reduce Food Waste 

*Margot Dyen (University of West Brittany); *LUCIE SIRIEIX (Montpellier SupAgro France); 
*Sandrine Costa-Migeon (INRAE, UMR MOISA) 
Socio and spatiotemporal organization of daily life is under-considered to promote practices that 
reduce food waste. Through the concept of sequences from practice theories and using a three-step 
qualitative methodology, this study suggests a device that contributes to the performance of 
practices reducing food waste. 

 
Minimalism in Material Possessions: Theory and Measurement 

*Lisa Eckmann (Goethe University Frankfurt); Jan R. Landwehr (Goethe University Frankfurt) 
We develop the Minimalism in Material Possessions (MMP) scale which measures consumers’ 
preference for a low quantity of material possessions. The 9-item scale exhibits high reliability and is 
conceptually and empirically distinct from materialism. 

 
Consumer Social Responsibility and Actually Available Choices 

*Rowan El-Bialy (York University, Canada) 
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While debate has flourished around the utility of socially responsible consumption (SRC), it is not 
clear how or why certain consumers are more likely to adopt SRC behaviors than others. Using 
practice theory, this conceptual paper proposes a conceptual framework for understanding the 
determinants of SRC choices actually available to consumers. 

 
Internal and External Reference Price Response in Brand Choice Models 

*Ossama Elshiewy (University of Goettingen, Germany); Anne Odile Peschel (Aarhus University) 
We propose a reference price (RP) model applied to real purchase data that allows consumer 
response to both internal and external RP as well as the interaction between these RP concepts. 
Our model provides novel insights for consumer choice behavior and contributes to the body of 
knowledge in RP research. 

 
Thingification: Interrupting Subject and Object 

*Julie Emontspool (University of Southern Denmark, Denmark); *Cristiano Smaniotto (Aarhus 
University) 
This paper tackles the fundamental, yet underexplored assumption of a dichotomic separation 
between subjects and objects. It thereby adds to existing consumer research redefining the ontology 
of consumers-objects relations. Drawing on neo-materialism, we suggest that subjects and objects 
are simultaneously constituted by recursive interruptions through a process of thingification. 

 
The Blockchain Brand 

*Sunil Erevelles (University of North Carolina - Charlotte, USA); *Brian Whelan (University of North 
Carolina - Charlotte, USA); *Padma Bulusu (University of North Carolina - Charlotte, USA) 
Brands represent a core foundation of trust between a firm and its consumers. As trust in brands 
erodes, blockchain is emerging as a key solution for building trust, authenticity, transparency, etc. for 
brands. The authors examine evolving blockchain-centric logic in a quest towards a theoretical 
foundation for the blockchain brand. 

 
Co-creation Between Consumers or With Firms: Determinants, Consequences and Components 

of Value Consumption in Services 
*Camille ESLAN (FFE - INRAE - IFCE - Montpellier Supagro); Sandrine Costa-Migeon (INRAE, UMR 
MOISA); *Céline Vial (IFCE - INRAE - UMR MOISA) 
This paper proposes to understand what determines consumers ‘participation to production process 
including in the field of sports leisure. We present a literature review on the determinants of 
consumer participation in a co-creation process and propose an integrative approach to the co-
creation of value in the choice of service production. 

 
Shopping Carts Affect Purchasing by Activating Arm Muscles 

*Zachary Estes (Bocconi University, Italy); Mathias Clemens Streicher (University of Innsbruck, 
Austria) 
This research investigates how the physical properties of shopping carts influence purchasing. Two 
lab experiments and one field experiment demonstrate that, because standard shopping carts 
activate arm extensor muscles, they decrease purchasing. In contrast, a shopping cart with parallel 
handgrips activates flexor muscles and substantially increased sales. 
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Making Sense of Foreign Markets Rejecting American Brands 
*Sarah Evans (Queens University, Canada); Tandy Chalmers Thomas (Queens University, Canada) 
We explored how American media made sense of foreign markets rejecting the values associated 
with an American brand. Media used narratives containing assumptions about the superior, equal, or 
inferior status of American’s values. This shows how foreign market’s disapproval of global brands 
reverberates back to the brands domestic market. 

 
Social Dynamics in Consumer Communications: How Hierarchy Shapes Language 

*Linying (Sophie) Fan (Hong Kong University of Science and Technology, China); Derek Rucker 
(Northwestern University, USA); Yuwei Jiang (Hong Kong Polytechic University, China) 
Four studies demonstrate that the feeling of powerfulness increases consumers’ language 
conciseness. This effect appears because a feeling of high power reduces consumers’ need-for-
justification. This research also illustrates the bidirectional effects of power in language conciseness 
by showing high-power consumers are less persuaded by concise marketing language from 
companies. 

 
The Effect of Image Content and Text Similarity on Brand Narratives Sharing 

*Stefania Farace (LUISS Guido Carli); Francisco Villarroal Ordenes (University of Massachusetts, 
USA); Dhruv Grewal (Babson College, USA); Ko de Ruyter (King's College) 
Although images are increasingly used in social media brand posts, it remains still unknown what 
type of images generate the most compelling narratives. The present research analyzes if and how 
the image content, and text similarity in the social media post affects consumer sharing of brand 
narratives. 

 
Marketplace Violence and Community Resiliency: Individual and Collective Transformation 

Following the Paris November 2015 Terrorist Attacks 
*Amy Greiner Fehl (Oklahoma State University, USA); *Marlys Mason (Oklahoma State University, 
USA); *Mariann Györke (Resident 12e Arrondissement); *Sterling Bone (Utah State University) 
Using qualitative, grounded theory approach, current research investigates consumer 
transformation, restoration, and resiliency following the November 2015 Paris terrorist attacks. 
Existing theory about collective trauma is extended by illuminating how consumption choices and 
associated narratives provide the scaffolding necessary to develop resiliency and rebuild the 
community fabric and collective marketplace. 

 
The Bell Curve is Counterintuitive 

*Lin Fei (University of Chicago, USA); Luxi Shen (Chinese University of Hong Kong, China) 
How do consumers intuit about products on an unfamiliar specification? We demonstrate that across 
a variety of real-life scenarios, consumers believe products spread out on an unfamiliar specification 
(e.g., MPG for SUVs). As they are more familiar with that specification, they believe products have 
more concentrated distribution, regardless of the reality. 

 
Politics at the Mall: The Moral Foundations of Boycotts 

*Daniel Fernandes (Catholic University of Portugal, Portugal) 
I examine how political ideology influences the purchase and abstention from buying for political 
reasons. I show that the boycotts and buycotts of liberals and conservatives are influenced by their 
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unique moral concerns. In addition, liberals’ greater concern for harm and fairness makes them more 
likely to boycott and buycott. 

 
Healthy Mind on Sale: Conflicts in the Legitimation Process of Social Media Influencers 

*Daniela Ferreira (Federal University of Rio de Janeiro, Brazil); *Paula Chimenti (COPPEAD Institute 
of Administration - Federal University of Rio de Janeiro) 
This paper extends research on legitimacy in the marketing field by addressing the tensions involved 
in constructing legitimacy for social media influencers. We conducted an 18-month netnography of 
the profiles of social media influencer psychiatrists (SMIP) and propose a model to help understand 
the legitimation process of social media influencers. 

 
Disruptive Consumption: How Consumers Challenge Mainstream Markets Through Makeshifting 

*Marcia Christina Ferreira (Brunel University); Daiane Scaraboto (University of Melbourne, Australia); 
*Adriana Schneider Dallolio (Fundação Getúlio Vargas - FGV-EAESP); *Bernardo Figueiredo (RMIT 
University); *Eliane Zamith Brito (Fundação Getúlio Vargas) 
Makeshifting is a social practice whereby consumers bypass market-mediated offerings to directly 
design and produce their own solutions by reusing materials, parts or objects at hand. We conduct a 
netnographic study and adopt a practice theoretical lens to theorize the emergent notion of disruptive 
consumption practices. 

 
Just As Real As It Seems: Managing The Undesirable Consequences Of Unethical Consumption 

Behaviour 
*Marcia Christina Ferreira (Brunel University); *Pauline Maclaran (University of London - Royal 
Holloway, UK) 
Consumer research has greatly explored ethical consumption but rather less attention has been paid 
to what happens when consumers misbehave. We address this gap by conducting an interpretive 
study that investigates how consumers avert the materialization of their risky behaviour to enjoy the 
consumption of counterfeits whilst protecting their integrity. 

 
The Neglect of Positive Aspects in Novel Food Products 

*Arnd Florack (University of Vienna, Austria); Teresa Koch (University of Vienna, Austria); Simona 
Haasova (University of Lausanne); Hans Alves (University of Cologne) 
A current trend is to design foods very similar to existing ones, but made healthier. However, 
consumers often neglect the similarities of products, and base their judgments on distinct 
information. In five studies, we illustrate that this evaluation bias leads to a negative evaluation of 
novel, healthier foods. 

 
Rage Against the Machine: When Consumers Sabotage Robots in the Marketplace 

*Darima Fotheringham (Arizona State University, USA); Monika Lisjak (Arizona State University, 
USA); Kirk Kristofferson (Ivey Business School, Canada) 
Sabotage against service robots is on the rise. This research identifies a driver of consumers’ 
sabotage behavior: robot human-likeness. While robots high in human-likeness should reduce 
sabotage by heightening social norms, we find the opposite to be true. Robots high in human-
likeness increase consumers’ sabotage by triggering threatening social comparisons. 
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Does it Pay to Offend? Short and Long-Term Responses to Offensive Ads 
*Enav Friedmann (Ben Gurion University, Israel); *Eliran Solodoha (Ben Gurion University, Israel); 
*Dorit Efrat-Treister (Ben Gurion University, Israel) 
Offensive-stereotyping advertisements are known to have negative effects on sales. However, in 
practice, their use worldwide is on the rise. Two experiments and a field study showed these ads 
yielded a positive trend in sales over time. This positive effect was amplified for the discriminated 
groups due to avoidance motivations. 

 
The Review-Writing Effect: Writing a Review Amplifies Evaluations and Connections More Than 

Rating Does 
*Matthias Fuchs (University of St. Gallen, Switzerland); Gerald Häubl (University of Alberta, Canada) 
Consumers are asked to evaluate more experiences and products than ever before. But how does 
expressing their views in these feedback requests affect them? A series of online and lab studies 
show that writing reviews impacts consumers’ retrospective evaluations. The effect is driven by 
evaluative clarity and interaction focus. 

 
Found, Not Created: How Unintentionality in an Object’s Discovery Increases Preference 

*Alexander Goldklank Fulmer (Yale University, USA); Taly Reich (Yale University, USA) 
Intentionality in product creation can shape consumer preference, but how might intentionality 
involved in discovering objects rather than creating them influence preference? We find preference 
for unintentionally discovered objects in behavioral intentions and consequential product choice, 
driven by heightened counterfactual thought about how an object might never have been discovered. 

 
Show Me the Stars: The Persuasive Impact of Dispersion Across Online Ratings 

*Maximilian Gaerth (University of Mannheim, Germany); Neeru Paharia (Georgetown University, 
USA); Florian Kraus (University of Mannheim, Germany) 
In five studies, we show that high rating dispersion across past ratings is perceived as indicative of 
expertise in the eyes of others. As a result, people are more likely to purchase a product 
recommended by a reviewer associated with high (vs. low) dispersion across his or her past ratings. 

 
Stakeholder Involvement in Value Co-destruction: A Case of Promoting Condoms in India 

*Samanthika Gallage (Nottingham University Business School); Sameer Deshpande (Griffith 
University) 
This paper explores the reasons for low condom usage in India by elucidating the stakeholder 
involvement in the value creation and delivery process. Data was collected from non-profit 
organisations in India and findings suggested that value co-destruction resulted from cultural 
incongruencies amplified by stakeholders 

 
Ladies First, Gentlemen Third! The Effect of Narrative Perspective on Medical Crowdfunding 

*Fei Gao (Bentley University); Xitong Li (HEC Paris, France); Yuan Cheng (Tsinghua University); Yu 
Jeffrey Hu (Georgia Tech, USA) 
The relative effectiveness of first- vs. third-person perspective of fundraising campaign depends on 
recipient’s gender in medical crowdfunding. A large-scale randomized field experiment and an online 
behavioral experiment show that the third-person perspective is more effective in motivating 
donations for male-recipient, whereas the first-person perspective is more effective for female-
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recipient. 
 
The Joint Effect of Social Status and Power Distance Belief on Consumer Preference For 

Cuteness 
*Huachao Gao (University of Victoria); Dengfeng Yan (NYU Shanghai) 
This research finds that for high-PDB consumers, those with low status prefer cute products whereas 
those with high status prefer non-cute products. Low-PDB consumers’ preferences for cute versus 
non-cute products do not vary with their relative status. Need for protection is identified as the 
mediator driving the effect. 

 
How Does Incongruity Perception Influence Product Evaluation? Examination of the Inverted U 

Shape Relation Predicted by Schema Congruity Theory 
*Xin Gao (Wageningen University, The Netherlands); Ilona E. de Hooge (Wageningen University, 
The Netherlands); *Arnout R.H. Fischer (Wageningen University, The Netherlands) 
The frequently-used schema congruity theory argues product-incongruity to effect product-
evaluations in an inverted u-shape. To test this, we measured a continuous incongruity in within-
subjects approach. Five pre-registered studies did not support the theory on group or on individual 
level, instead showed evaluations to be unaffected by incongruity. 

 
How Experiences of Freedom Foster Consumer Happiness? A Distinction Between “Freedom 

To” and “Freedom From” Experiences of Consumption 
*Charlotte Gaston-Breton (ESCP Business School); Elin Brandi Sørensen (University of Southern 
Denmark, Denmark); Thyra Uth Tomsen (Copenhagen Business School) 
This research explores two types of experiences of freedom in consumption: “Freedom from” 
constraints (FF) and “Freedom to” be oneself (FT). A qualitative study, a semantic analysis and an 
experiment investigate respectively the representations, the differences and the influence of FF and 
FT on consumer happiness. 

 
Is Effort Required by a Green Behavior Always Negative?  The Moderating Effect of Male Gender 

Identification Strength 
*Constanze Gathen (Universität der Bundeswehr München); Sandra Praxmarer-Carus (Universität 
der Bundeswehr München) 
We propose that effort that a green behavior requires may increase its attractiveness. We 
demonstrate that male gender identification strength (GIS) moderates the effect. Male consumers 
with high male GIS find a green product that requires effort (compared to one that does not) more 
congruent with their self-concept and more attractive. 

 
Any Item, Only $10! When and Why Same-Price Promotions Can Reduce Regret and the Pain of 

Paying 
*Shirin Gatter (University of Hohenheim); Verena Hüttl-Maack (University of Hohenheim, Germany) 
Price promotions characterized by an assortment of products reduced to the same price can 
decrease the pain of paying and consequently anticipated regret. This effect is reversed when 
signals question the assortment’s attractiveness, such as “remaining stock” labels, or the 
promotion’s attractiveness, such as when no original prices are disclosed. 
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Corporate Social Responsibility Information Dilutes Brand Positioning 
*Tarje Gaustad (Kristiania University College, Norway); Jakob Utgård (Kristiania University College, 
Norway) 
The current research investigates the consequences of communicating CSR-activities on 
consumers’ price expectations for a given brand. The results of three studies show that CSR 
information increases price expectations for low price image brands and decreases price 
expectations for high price image brands. 

 
The Choice Removal Effect 

*Brian Gillespie (University of New Mexico, USA); William Ryall Carroll (St. John's University, USA); 
Christian Otto (Backcountry.com) 
The present research explores the common practice of removing options from a choice set before 
making a final decision, named here the choice-removal effect. Results indicate that choice-removal 
results in sub-optimal outcomes and can decreased satisfaction with the choice, but does not make 
the decision process easier. 

 
Can’t Catch a Break: When Working During Time Off Undermines Intrinsic Motivation 

*Laura M. Giurge (London Business School, UK); Kaitlin Woolley (Cornell University, USA) 
Five studies (N=1,943) identify a novel antecedent of consumers’ intrinsic motivation: time 
perceptions. Consumers working or studying during non-standard versus standard work time 
(weekends/holidays vs. Monday-Friday) were less intrinsically motivated to work or study. We 
develop an intervention to counter this effect, with real consequences for goal-directed behavior. 

 
(Not) Giving the Same Old Song and Dance: Gift-Givers’ Aversion to Repeating Gifts 

*Julian Givi (West Virginia University, USA) 
This research demonstrates that when deciding between a gift that they previously gave to the 
recipient and alternative gifts that they are yet to give to the recipient, gift-givers do not give repeat 
gifts as often as recipients prefer because givers hold misguided concerns about thoughtfulness and 
boringness. 

 
What Makes Consumer-Brand Relationships Bad?  Enlightening Relational Negativity 

*Maja Golf-Papez (University of Sussex, UK); Michael Beverland (University of Sussex) 
Drawing on in-depth interviews and Fiske’s (1992) relational models theory, we explain what brings 
negativity in a consumer-brand relationship. This research offers scholars and brand managers an 
alternative framework for characterising consumer–brand relationships and understanding their 
negative sides. 

 
Helping Those That Hide: the Effect of Anticipated Stigmatization on Concealment and Debt 

Reduction 
Miranda Goode (Ivey Business School, Canada); *Michael Moorhouse (Western University, 
Canada); June Cotte (Ivey Business School, Canada); Jennifer Widney (Financial Fundamentals 
Ltd.) 
Applying stigma theory allows novel insight into consumer debt accumulation. With online, lab, and 
field studies, we establish anticipated stigmatization as critical to understanding debt accumulation 
and repayment, while also examining the role of behavior change programs in improving well-being 
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and financial outcomes for middle class individuals. 
 
Exploring the Payday Effect: Anxiety Before Payday Leads to Overspending 

*Laura Goodyear (University of Toronto, Canada); Chuck Howard (Texas A&M University, USA); 
Marcel Lukas (University of St Andrews); Avni Shah (University of Toronto, Canada) 
While standard economic theory suggests that individuals spending should not change in response 
to regular income, research shows that individuals spend more following a payday. Using both real 
transaction data and experiments, this work demonstrates that anxiety leads individuals to construe 
their income as a windfall leading to overspending. 

 
Measuring Eco-consumption Tendency as a Conjoint-based Latent Variable 

*Karen Gorissen (Vrije Universiteit Amsterdam, The Netherlands); Bert Weijters (Ghent University, 
Belgium); Hans Baumgartner (Pennsylvania State University, USA) 
Eco-consumption tendency (ECT) is defined as the tendency to select eco-friendly options from an 
assortment. We propose a rating-based conjoint approach analyzed with Structural Equation 
Modeling as an alternative to multi-item self-report scales and measure ECT as a latent variable in 
two studies. Implications for measurement/consumer research are discussed. 

 
Freeing Oneself (or Not) From Constraining Social Structures to Progress in Anti-consumption: 

an Analysis Through Symbolic Interactionism 
*Valérie Guillard (University of Lille, France) 
The aim of this paper is to understand the extent to which individuals manage constraining social 
structures in anti-consumption. Drawing on symbolic interactionism, the results show the meaning of 
the relationship with others through four relational strategies that involve communication through 
practices and/or discourses (hiding; camouflage; awareness; self-assertion) influencing identity. 

 
Consumer Attributions of Profit- and Customer Need-Driven  Firm Motives in Coproduction 

Contexts 
*Pascal Baris Güntürkün (Wirtschafts University, Austria); *Till Haumann (South Westphalia 
University of Applied Sciences); Laura Marie Edinger-Schons (University of Mannheim, Germany); 
Jan Wieseke (University of Bochum) 
Today, many firms adopt business models that ascribe consumers a more active role in the 
production process. This research investigates how consumers draw inferences about firms’ 
underlying motives for offering such a coproduction business model and shows that two core motive 
attributions have diverging effects on relationship-marketing outcomes over time. 

 
Doing More Good: On the Process of Constructing Donation Portfolios 

*Nazli Gurdamar Okutur (London Business School, UK); Jonathan Zev Berman (London Business 
School, UK) 
Seven studies show that when donating to multiple charities, individuals contribute less money when 
they determine their total donation amount before identifying which charities to support than vice 
versa. We argue that this is because people experience greater pain of paying when the target 
charities are not yet determined. 

 
Happy to Have and Happy to Do: the Role of Self-expression (a)symmetry in Material and 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

68 
 

Experiential Purchases 
*Georgios Halkias (University of Vienna, Austria); *Sofia Kousi (Nova SBE); Hans Baumgartner 
(Pennsylvania State University, USA) 
Prior literature suggests that material purchases have a disadvantage compared to experiences in 
making people happy. We challenge this proposition and show that the difference between material 
and experiential purchases only emerges when purchases are asymmetrically self-expressive. 
Equally highly self-expressive experiential and material purchases elicit similar levels of happiness. 

 
Are You Paying Attention? Consumption-Related Antecedents and Consequences of the 

Spotlight Effect 
*Matthew James Hall (Oregon State University, USA) 
I extend spotlight effect research by demonstrating that the attention consumers receive online (e.g., 
views, likes, etc.) influences their spotlight biases offline. Further, I resolve conflicting findings on the 
consumption-related consequences of the spotlight bias by demonstrating the effect of this bias on 
conspicuous consumption depends on consumers’ regulatory focus. 

 
How Public Recognition Promotes Donations to Out-groups 

*Eunjoo Han (Penn State Behrend); Saerom Lee (University of Guelph, Canada); Karen Page 
Winterich (Pennsylvania State University, USA) 
Across three studies, we find that public recognition promotes donations to out-group victims. In 
contrast, public recognition does not promote donations to in-group victims. The interactive effect of 
public recognition and victims’ group membership is driven by consumers’ elevated moral self-regard 
when donating to out-group (vs. in-group) victims. 

 
Political Ideology Driven Differences in Consumers’ Switching Behavior For Differentially 

Involving Products 
*Hyerin Han (University of Minnesota, USA); Hyun Euh (University of Minnesota, USA); Hyesung 
Yoo (Washington University, USA); Akshay Rao (University of Minnesota, USA) 
The present study demonstrates that conservatives display a higher maximizing tendency, and thus 
search more and switch more often than liberals. This pattern, however, is reversed and 
conservatives engage in less search and less switching when a product is high on self-relevance 
and carries a high risk if it fails. 

 
Can Money Buy International Migrants Happiness?  It Depends on How You Spend It 

*Haiming Hang (University of Bath, UK); Jing Yang Zhong (Birmingham City Univeristy) 
We explore how international migrants use consumption to cope with their lack of sense of belonging 
and its implications for their subjective well-being (SWB). Our five studies find migrants spend more 
on material purchases but less on others. Prosocial purchases are more effective than experiential 
purchases in increasing their SWB. 

 
The Social Power of Narcissists in Mass Customization 

*Johanna Hasenmaile-Aspin (University of St. Gallen, Switzerland); Emanuel de Bellis (University of 
St. Gallen, Switzerland); Andreas Herrmann (University of St. Gallen, Switzerland) 
This paper explores the power of narcissists in social product configurators. We show that 
narcissists are more likely to share their customized product online and to use I-centered 
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communication to describe it. Because other consumers adjust their customized product to the 
narcissist’s one, they evaluate their customized product less favorably. 

 
When Brands Speak: The Effects of Personified Content on Word of Mouth 

*Daniel He (National University of Singapore, Singapore); Jin Miao (Columbia University, USA) 
Digital marketers often lose control of word of mouth on social media. Using Twitter archival data, we 
find that word of mouth improved when brands incorporated distinctively human attributes---the 
ability to think and feel, the capacity for creativity, and the presence of a personality---to personify 
their digital content. 

 
A Token as a Ticket to Smarter Financial Decision Making 

*Kimberley van der Heijden (Maastricht University); Anouk Festjens (Maastricht University); Caroline 
Goukens (Maastricht University); Tom Meyvis (New York University, USA) 
Current theories largely suggest that financial constraint leads to a preference for smaller immediate 
benefits to larger delayed ones. However, contradictory findings exist. We reconcile existing work 
and show that constraint does not trigger short-sightedness—but a concern for future needs—when 
both options in the intertemporal choice provide immediate benefits. 

 
Travelling Thoughts:  The Downstream Effect of Prospective Experiential Materials on the 

Purchase Intentions of Experiences 
*Kimberley van der Heijden (Maastricht University); Caroline Goukens (Maastricht University); Anouk 
Festjens (Maastricht University); David Gal (University of Illinois at Chicago, USA) 
Consumers typically consider dozens of prospective experiential materials (e.g., pictures of a 
vacation resort) prior to purchasing experiences (e.g., a vacation). Contrary to common intuition, we 
show in four studies that this habit “spoils part of the fun”, satisfying the need for the actual 
experience, and thereby decreasing subsequent consumption intentions. 

 
Effect Sizes in Experimental Consumer Psychology Are Underestimated: Introducing a Simple 

Correction 
*Walter Herzog (WHU); *Christopher Beisecker (WHU) 
Effect sizes in experimental consumer psychology are systematically underestimated because the 
dominant estimation strategy ignores the ‘reliability’ of the experimental manipulation (i.e., the 
squared correlation between manipulation and independent variable). It is shown how to correct for 
this bias in published articles even when raw data are not available. 

 
De-Democratizing Search: When Financial Resources Scarcity Decreases Opportunity Cost 

Consideration 
*Diogo Hildebrand (Baruch College, USA); Daniel Fernandes (Catholic University of Portugal, 
Portugal); Jannine Lasaleta (Yeshiva University); Leandro Malloy-Diniz (Federal University of Minas 
Gerais School of Medicine, Brazil) 
Decades of evidence have shown that financial resource scarcity increases opportunity cost 
consideration. We provide more nuance to that finding by theorizing and showing in four studies that 
when the cost of obtaining information is low (high), scarcity decreases (increases) opportunity cost 
consideration. 
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“Yes You Can” – How to Reduce the Collective Action Problem For Sustainable Consumer 
Behavior 
*Tobias Hinze (University of Cologne); *Magdalena Bekk (University of Cologne, Seeburg Castle 
University) 
The collective action problem explains why consumers free ride on the sustainable behavior of 
others. Using one field and two online experiments, we show that a collective (versus individual) 
action framing reduces sustainable behavior and examine goal concreteness as moderator as well 
as perceived lack of self-efficacy as mediator. 

 
The Effect of Mere Physical Distance on Wishful Thinking:  How Proximity and Valence 

Interactively Affect Probability Judgment 
*Jennifer Seokhwa Hong (Seattle University, USA); Chiara Longoni (Boston University, USA); Vicki 
G. Morwitz (Columbia University, USA) 
We document a novel bias. Whereas positive events are seen as more likely if they are physically 
nearby (vs. distant), negative events are seen as more likely if physically nearby (vs. distant). We 
provide evidence for the proposed motivated nature of this bias across eight studies. 

 
Bundling Products Worldwide: How Self-Construal Influences Product Bundle Evaluation 

*Jennifer Seokhwa Hong (Seattle University, USA); Andrea Bonezzi (New York University, USA) 
Across five studies, we demonstrate that interdependent (vs. independent) consumers evaluate 
product bundles more favorably when bundles consist of complementary products and products from 
the same brand. The phenomenon is attributed to interdependents’ tendency to engage in relational 
processing, which prompts them to value the complementary relationship among bundled items. 

 
To Give or Not to Give: The Roles of Narcissistic Grandiosity and Vulnerability in Gift-Giving 

*Jen-Hsien Hsu (De Montfort University); *Suha Omar (De Montfort University) 
The present study identifies how narcissistic grandiosity, vulnerability, and their interplay collectively 
affect gift-giving behaviors, which is understudied in the extant literature. The results showed that 
these two dimensions yield to different impacts in gift-giving; adequate levels of both narcissistic 
grandiosity and vulnerability are essential to promote gift-giving behaviors. 

 
Pay Me With Venmo: Effect of Service Providers Decisions to Adopt P2P Payment Methods on 

Consumer Evaluations 
*Liang Huang (University of Arizona, USA); Anastasiya Pocheptsova Ghosh (University of Arizona, 
USA); Ruoou Li (University of South Carolina, USA); Elise Chandon Ince (University of South 
Carolina, USA) 
We demonstrate that consumers develop mental associations with different payment methods and 
show how these associations affect consumer judgments. Specifically, when a service provider is 
adopting Peer-to-Peer payment methods that are associated with warmth, consumers rate such 
providers as less competent and are less likely to hire them. 

 
Presence of Meaning in Life Improves Response to Others’ Self-Promotion 

Young Eun Huh (Korea Advanced Institute of Science and Technology (KAIST)); *Irene Scopelliti 
(City University of London, UK); Seo Young Myaeng (Northwestern University, USA) 
Self-promotion is prevalent and aversive. We observe that people who think their life is meaningful 
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tend to experience less negative emotional responses to others’ self-promotional attempts. A simple 
intervention involving a reflection on the presence of meaning in one’s life significantly improves 
recipients’ responses to others’ self-promotion. 

 
When Curiosity Helps to Make Sense of It: How Ad-Evoked Curiosity Affects the  Evaluation of 

Low-Fit Brand Extensions 
*Verena Hüttl-Maack (University of Hohenheim, Germany); Tara Madleen Sedghi (University of 
Hohenheim) 
Because curiosity fosters a process of active exploration and sense-making, it can positively affect 
the processing and evaluation of brand extensions, especially of those that are incongruent with the 
parent brand. A series of studies demonstrate the effect of ad-evoked curiosity, which is mediated by 
an increased ease of resolution. 

 
Consumer Response to Nutrition Claims: Focus on Adding Good or Removing Bad 

*Iina Ikonen (University of Bath, UK); Aylin Aydinli (Vrije Universiteit Amsterdam); Peeter Verlegh 
(Vrije Universiteit Amsterdam, The Netherlands) 
Through a meta-analysis and two experiments, we show that consumers differentiate between 
nutrition claims focused on the addition of positive nutrients vs. removal of negative nutrients. We 
offer evidence that this effect is driven by perceived value for money. This brings implications to 
academic, marketers and policymakers. 

 
The Perfection Premium 

Mathew S. Isaac (Seattle University, USA); *Katie Spangenberg (University of Washington, USA) 
This research documents a perfection premium in evaluative judgments wherein individuals 
disproportionately reward perfection on an attribute compared to near-perfect values on the same 
attribute. The authors also show that the perfection premium occurs because perfect items are 
spontaneously placed into a separate mental category than other items. 

 
The Half-Robin Hood Effect: How Corporate Political Activism Leads Consumers to Cheat 

Corporations 
*Pradeep Jacob (Arizona State University, USA); Naomi Mandel (Arizona State University, USA) 
When a corporation takes an opposing (vs. agreeing) political stance, liberals are more likely than 
conservatives to engage in acts of dishonesty against that corporation, because they are more likely 
to perceive that the corporation’s stance causes harm to vulnerable others, and thus are more likely 
to punish the firm. 

 
Experiential Disadvantage For the Lonely Consumer 

*EUNYOUNG JANG (Oklahoma State University, USA); *Pramit Banerjee (Oklahoma State 
University, USA) 
Previous research suggests that experiential purchases result in greater happiness than material 
purchases. However, the present research suggests that the experiential advantage in happiness 
will not occur for lonely consumers. We suggest that happiness from experiential purchases declines 
as loneliness increases due to the effect of impaired memory. 

 
Are Lonely Consumers Loyal Consumers? 
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*EUNYOUNG JANG (Oklahoma State University, USA); Zachary Arens (Oklahoma State University, 
USA) 
People feel loneliness either due to inadequate closeness in their relationships or inadequate 
number of relationships. Across three studies, we show that lonely people experiencing inadequate 
relationship quality exhibit higher brand loyalty, whereas lonely people experiencing inadequate 
relationship quantity choose a larger number of brands. 

 
Increasing Donations For Multiple Victims 

*Hyunkyu Sean Jang (Governors State University) 
People donate more to benefit a single versus multiple victim(s). This research suggests that 
charities can collect as many donations for multiple victims as for a single victim by introducing 
another single victim before requesting donations for multiple victims described as being in a similar 
situation to the single victim. 

 
Humanizing the Family Business: When is Communicating Family-ownership Beneficial? 

*Philipp Jaufenthaler (University of Innsbruck, Austria); Roland Schroll (University of Innsbruck, 
Austria) 
Four experiments show that communicating family-ownership humanizes a company through 
activating the schema “family”. Consequently, this enhances consumers’ inferences about the 
company’s benevolence, which in turn leads to positive effects on consumer responses. Most 
importantly, however, these advantages vanish when a company’s corporate behavior is incongruent 
with the activated schema. 

 
Speed Up, Size Down: How Animated Movement Speed in Product Videos Influences Size 

Assessment and Product Evaluation 
*He (Michael) Jia (University of Hong Kong, China); B. Kyu Kim (Yonsei University); Lin Ge (Chinese 
University of Hong Kong, China) 
Six studies show that consumers estimate the size of a product to be smaller when the product is 
animated to move faster (vs. slower) in digital video ads. We identify several moderators that support 
a cross-domain knowledge transfer mechanism underlying this effect and demonstrate important 
downstream consequences on willingness-to-pay. 

 
Low-Power State Promotes Variety-Seeking 

*Fei Jin (Sichuan University, China); Xiaodan zhang (Peking University, China) 
In the current research, we propose that low-power state promotes variety-seeking. This effect 
occurs because consumers in low-power state desire sense of control and variety-seeking is a way 
to restore it. Four studies, including secondary data analysis and three experiments, provide 
systematic evidence for this effect across different product categories. 

 
The Role of Consumption Activities Within Symbolic Spaces in Shaping the Identities of People 

Living in Poverty 
*Anis Jounaid (Institut de Recherche en Gestion- UPEC); *Abdelmajid Amine (Institut de Recherche 
en Gestion-UPEC) 
Using a qualitative study with people living in poverty in a French charity, we explore how these 
vulnerable people use consumption activities within different spaces to shape their social identities. 
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Three symbolic consumption spaces emerge, among which respondents navigate to (dis)identify 
(from)to (rejected)valued identities using various, even residual resources. 

 
Cultural Differences in Consumer Responses to Celebrities Acting Immorally 

*In-Hye Kang (University of North Carolina at Greensboro); Taehoon Park (Florida Gulf Coast 
University) 
Eastern (vs. Western) consumers show lower support for celebrities having acted immorally and for 
the brands they endorse, due to a stronger belief that an individual’s morality and competence are 
associated, leading to less moral decoupling. This effect is attenuated when the transgression is 
relevant to the domain of competence. 

 
Kawaii Women- Empowered, Or, Entrapped? 

*Aparna Kansal (Indian Institute of Management Calcutta); *Krishanu Rakshit (Indian Institute of 
Management Calcutta) 
The paper explores the Japanese subculture of Kawaii which was aimed at empowering women. 
However, experiences highlight how Kawaii that was supposed to empower Japanese women ended 
up objectifying as sexual objects. We draw parallel from the Teenybopper culture, which seemed to 
suffer the same fate in different cultural context. 

 
Online Reviewers: Approaches to Online Reviewing, Narrative Voices and Emergent Market 

Interactions 
*Gwarlann Kerviler (IESEG); *Catherine Demangeot (IESEG) 
Drawing from relational models theory, we investigate online reviewers’ participation in online review 
platforms and their narratives voices. Triangulating participant depth interviews with their online 
reviews, we identify three distinct approaches to online reviewing, manifested in different self-
concepts, narrative voices and emergent interactions with other market actors. 

 
Managing Customer Response to Service Failure Through Exposure to Order 

*Jamel Khenfer (Zayed University); Olivier Trendel (Grenoble Ecole de Management, France) 
This research demonstrates that introducing order and predictability in the customer’s environment 
as the service experience occurs may boost brand approach in contexts of service failure because 
exposure to order lowers attribution of responsibility. Four studies investigate boundary conditions 
and explore mechanism. 

 
A Relational Account of Powerlessness: The Role of the Attachment System in Consumer 

Inaction 
*Junha Kim (Ohio State University, USA); Jieun Pai (University of California Los Angeles, USA); 
Jennifer Whitson (University of California Los Angeles, USA); Sujin Lee (KAIST) 
Literature on power has reported that experiencing power increases action. However, we lack a 
systematic understanding of why powerless consumers are less prone to action. We elucidates a 
relational underpinning of the link between powerlessness and inaction. We demonstrate that low 
power leads to inaction through attachment anxiety. 

 
Mere Exposure to Unhealthy Smell Demotivates Health Behavior 

Kyeongheui Kim (Sungkyunkwan University, South Korea); *Suyeon Jung (University of Wisconsin - 
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Madison, USA) 
Five studies demonstrate that in nonfood-related behavioral context, mere exposure to unhealthy 
scent (i.e., smell of indulgent foods versus healthy scent or no scent) is more likely to activate a 
hedonic goal and thus demotivate healthy behaviors such as exercising or choosing health-related 
products. 

 
The “Achilles Heel” of Established Brands: The Effect of Brand Age on Consumers’ Brand 

Choices 
*Yaeeun Kim (Temple University, USA); Joydeep Srivastava (Temple University, USA) 
Consumers rely on age stereotypes to form brand personality impressions, and the extent to which 
these impressions match the characteristics associated with product categories perceived to be 
innovative influences brand preferences. Findings contribute to the literature on the effects of brand 
attributes on brand image and managerial guidelines. 

 
The Influence of Store Spaciousness on Salience of Product Quality Versus Price During 

Product Evaluations 
*Yenee Kim (EDHEC Business School, France); Richard G. McFarland (ESSEC Business School) 
This research examines how the feeling of confinement influences customers’ product evaluations. 
Across five studies, the authors show that the feeling of confinement leads to a higher preference for 
products salient in quality compared to price. Further, this effect is mediated by perceived control. 

 
Positioning High- and Low-Status Brands in Social Media: The Potential of Communication Style 

*Kristina Kleinlercher (University of St. Gallen, Switzerland); Tim M. Boettger (IESEG School of 
Management, France); Thomas Rudolph (University of St. Gallen, Switzerland) 
Using linguistic analysis of field data and two lab studies, we find that high-status brands use a more 
distant communication style in social media than low-status brands in order to preserve their 
exclusive image and that customers can associate different communication styles to different brand 
status levels. 

 
Consumers Going Green: How Online Shopping Stimulates Sustainable Consumption 

*Svetlana Kolesova (Stockholm School of Economics); Emelie Fröberg (Stockholm School of 
Economics); Sara Rosengren (Stockholm School of Economics) 
The current study explores the effects of the introduction of an online channel on sustainable 
consumption. We demonstrate that utilitarian shopping orientations in the online channel enhance 
sustainable product purchases of consumers who adopted online shopping compared to those who 
continued shopping only offline. 

 
Familiar Foreigners? Collective Consumer Identity (De)Legitimation Dynamics in the Case of 

Repatriate Migrants 
*Sonja N. Kralj (University of Augsburg, Germany); Michael Paul (University of Augsburg, Germany) 
This ethnographic study contributes to consumer acculturation research by illuminating how even in 
the case of little cultural distance, precisely in the context of repatriate migration, four key forces co-
construct migrants' macro-level collective consumer identity as predominantly negative through 
dynamic legitimation and delegitimation. 

 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

75 
 

iGoofed: How Consumers Assign Blame in Response to AI Accidents 
*Rebecca J Krause-Galoni (Northwestern University, USA); Derek Rucker (Northwestern University, 
USA); Aparna A Labroo (Northwestern University, USA) 
Artificially intelligent (AI) agents are becoming pervasive in a variety of domains, which means AI 
accidents will become increasingly common. Across four studies this research examines the “AI 
blame penalty” – the tendency for consumers to blame and punish AI agents and their companies 
more than human agents following accidents. 

 
I Don't Own It But It’s Mine – The Impact of Materialism on Perceived Ownership of Rented 

Luxury 
*Goedele Krekels (IÉSEG School of Management, France); Bruno Kocher (University of Neuchâtel); 
Sandor Czellar (HEC Lausanne, Switzerland); Brigitte Müller (IAE De Toulon) 
Renting luxury products has become a new trend. Due to their high need for ownership, literature 
theorizes that materialists should react negatively to renting. We demonstrate that high (low) 
materialists in fact feel an identical (higher) perceived ownership of and attitude towards bought 
versus rented luxury, because of brand attachment. 

 
When Saying Less Tells More: The Impact of Socio-economic Status on Justifying Luxury 

Consumption 
*Goedele Krekels (IÉSEG School of Management, France); Sandor Czellar (HEC Lausanne, 
Switzerland); David Dubois (INSEAD, France); Gilles Laurent (ESSEC Business School); Bruno 
Kocher (University of Neuchâtel) 
When a person sends a signal by using a luxury brand, another person may acknowledge receiving 
the signal. Will the signaler then offer a justification? And how will this justification (or lack of) be 
perceived? The answers depend on the socio-economic status of both the signaler and the receiver. 

 
Multi-Sensory Experiences in Retail Service Environments 

Nina Krey (Rowan University); Barry J. Babin (University of Mississippi, USA); Shuang Wu (Rowan 
University); *Karine Picot-Coupey (University of Rennes) 
Sensation hold essential roles in a marketer’s ability to create pleasant consumption experiences. 
Yet, sensory experiences in consumer behavior traditionally assess single-sensory investigation 
compared to collective multi-sensory experiences. Our research investigates totality of sensation and 
develops the Need for Sensation scale capturing consumer’s tendencies to extract value through 
sensory stimulation. 

 
The Future is Fleeting: How Ephemeral Brand Messages Impact Viewing Behavior 

Aradhna Krishna (University of Michigan, USA); Ryan Elder (Brigham Young University, USA); 
*Yeonjin Sung (University of Michigan, USA) 
Ephemeral messages, such as those on Snapchat, introduce a new form of time limit—they 
disappear within a specified time after being opened. We show that ephemerality drives consumers 
to open these messages earlier, even though there is no limit on “opening time”, but only on “seeing 
time”. 

 
To Delete or to Keep: Effects of Data Request Frames on Consumers’ Willingness to Share Their 

Personal Information 
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*Smriti Kumar (University of Massachusetts, USA); Elizabeth Miller (University of Massachusetts, 
USA); George R. Milne (University of Massachusetts, USA) 
We explore the impact of data request frames (provide vs. keep vs. delete) on consumers’ 
willingness to share information and their interaction with sensitivity of information and type of 
recipient. Consumers share least in keep frame and this effect occurs for low and medium but not for 
high sensitive information. 

 
Price Based Evaluation of Eco-Friendly Products: The Mediating Role of Perceived Investment 

by the Firm 
*Amogh Kumbargeri (Indian Institute of Management Ahmedabad, India); *Sanjeev Tripathi (Indian 
Institute of Management, Indore, India) 
This paper proposes and tests a novel lay theory that impacts the evaluation of eco-friendly 
products. Using 5 studies, we show that consumers perceive higher-priced green products to be 
eco-friendlier, and this effect is mediated by the perceived investment of the firm in the 
manufacturing and development of the products. 

 
Picture or Text Superiority? The Two Forces of Element Size on Communication Effectiveness 

*Canice Man Ching Kwan (The Open University of Hong Kong); Chu (Ivy) Dang (University of Hong 
Kong); Yang SHI (Shenzhen Audencia Business School, Shenzhen University) 
When should practitioners allocate more space to pictures or to text? Analyzing over 4,000 cover-
photos of Facebook business pages, we found that enlarging pictures boosts (reduces) the number 
of likes for high (low) involvement products and high-end (low-end) brands as impression formation 
(message persuasion) is pivotal in the context. 

 
A Commons Approach to Consumer Ethics 

*Mikko Laamanen (emlyon business school); *Giana Eckhardt (Royal Holloway, University of 
London) 
In this conceptual paper, we introduce a commons approach to the consumer ethics literature. We 
move away from an individual approach, which focuses on how consumers make consumption 
decisions, to a collective approach, which conceptualizes how consumers can manage shared 
resources such as the environment via new consumer collectives. 

 
Measuring Evidence For Causal Mediation When the Mediator is Not Directly Observed 

*Arash Laghaie (Goethe University Frankfurt); Thomas Otter (Goethe University Frankfurt) 
We combine the causal identifiability of full mediation from observed variables, Bayes Factors as a 
measure of empirical evidence supporting full mediation, and models of measurement error into a 
procedure that measures evidence for mediation in the causal sense in measurement-of-mediation 
designs. We illustrate re-analyzing studies published in Psychological Science. 

 
Doing More For Less: The Easy Addendum Effect in Goal Pursuit 

*Edward Yuhang Lai (Virginia Tech, USA); Julio Sevilla (University of Georgia, USA); Mathew S. 
Isaac (Seattle University, USA); Rajesh Bagchi (Virginia Tech, USA) 
People generally dislike performing tasks that they find difficult and effortful. We demonstrate a 
simple technique to reduce perceptions of overall effort: we suggest adding a few easy tasks to the 
end of a sequence of difficult tasks. We call this the “easy addendum effect,” and demonstrate why it 
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emerges. 
 
The Power of the Temporal Retention of E-commerce Websites 

*Dimitri Laroutis (EM Normandie); Philippe Boistel (ESC Amiens); Yann Tournesac (ESC Amiens) 
Based on a survey conducted among 245 Internet shoppers (stated preference method), we build a 
model explaining the stickiness of the e-commerce websites. We thus identified 6 significant 
variables explaining the stickiness, with influences ranging from +4 min to 17 min. 

 
How Can Consumers Both Value and Resist Consumption? An Exploration of Consumer 

Relationships With Possessions in Their Pursuit of Happiness 
*Hsin-Hsuan Meg Lee (ESCP Europe, France); Charlotte Gaston-Breton (ESCP Europe, France) 
Will mindful consumers ever be happy? Will happy consumers ever be mindful? Using the KonMari 
decluttering method as the backdrop, this study explores and concludes that the heightened focus 
on ones' subject-object relationships with their possessions can shape their mindfulness in future 
consumption as well as their focus on wellbeing. 

 
Revisiting the Concept of Corporate Hypocrisy: Why is One Company Seen as Hypocritical, But 

Not the Other? 
*Marijke Leliveld (University of Groningen, The Netherlands); Susanne Tauber (University of 
Groningen, The Netherlands) 
The relationship between inconsistency and perceived corporate hypocrisy is surprisingly unclear. 
We show that hypocrisy is rooted in inconsistency, but only when inconsistency involves 
transgression (vs. inconsistency without transgression), and when acting inconsistently is done by a 
moral, as opposed to competent, company or brand. 

 
The Neglected Victim Effect 

Liat Levontin (Technion University, Israel); *Danit Ein-Gar (Tel Aviv University, Israel); Tehila Kogut 
(Ben Gurion University, Israel) 
When prospective donors are offered the option of choosing which victim to support from a choice-
set of identifiable victims, the choice to donate to one victim is also a decision to neglect another. We 
show the Neglected Victim Effect, wherein prospective donors prefer not to choose, resulting in 
decreased donations. 

 
Why Consumers Disproportionately Invest to Improve Outcomes That Are Already Favorable 

*Joshua Lewis (University of Pennsylvania, USA) 
Are people more willing to improve worse outcomes (e.g. a $20 gain to $30) or better outcomes (e.g. 
a $70 gain to $80)? In contrast to what diminishing sensitivity would predict, I find that people usually 
improve the better outcome. I offer a theory to explain why. 

 
When And Why Are Consumers Reluctant To Seek For Help When They Encounter Difficulties In 

Using The Products? The Role Of Consumption Type 
*Shaobo (Kevin) Li (Southern University of Science and Technology, China); Xun (Irene) Huang 
(Nanyang Technological University, Singapore); Yuwei Jiang (Hong Kong Polytechic University, 
China) 
Consumers often encounter various difficulties in using products and need to decide whether to seek 
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for help. Surprisingly, relevant research is scant. We show that consumers are more (vs. less) 
reluctant to seek for help when engaging in hedonic (vs. utilitarian) consumption as they are more 
process-oriented (vs. outcome-oriented). 

 
The Sharing Economy Shapes and Is Shaped by Consumers:  The Mediating Role of Consumer 

Reflexivity in Sharing 
Stella Yiyan Li (Northern Arizona University); *Antje Graul (Utah State University, USA); Jianjun Zhu 
(New Mexico State University, USA) 
Conceptualizing consumer reflexivity as three-dimensional construct, we investigate how and when 
sharing triggers critical consumer reflection. Our research results suggest that perceived sharing 
benefits trigger consumer reflexivity, mediating the impact of perceived social value and 
sustainability potential (but not economic utility) of sharing on consumers' intention to re-engage in 
sharing. 

 
Focusing on Experiential (vs. Material) Aspects of Goal-Related Products Increases Motivation 

*Sarah Lim (Cornell University, USA); Kaitlin Woolley (Cornell University, USA) 
Across eight studies, the current research demonstrates a novel advantage of experiential 
purchases for motivation. Focusing on the experiential (vs. material) aspects of a goal-related 
product increased consumers’ motivation to pursue their goals. 

 
#Cyborgs Are In Your Dreams, Thoughts, Talks, And Perhaps Next Door 

*Vitor M. Lima (York University, Canada); Luís Pessôa (Pontifical Catholic University of Rio de 
Janeiro); Russell W. Belk (York University, Canada) 
Drawing on cyborg literature and Jung's archetypes, we examine the psycho-social effects of 
cyborgs' existence. Based on netnographic data, we identified four distinct archetypal manifestations 
but tied by one common point: controlling the sense of consumers' humanness. Our contributions 
are to technology, identity, and materiality discussions in the transhumanist era. 

 
The Egalitarian Value of Counterfeit Goods: How Perceptions of Inequality Illuminate the Hidden 

Egalitarian Value of Counterfeit Goods 
*Jingshi Liu (Business School City, University of London, UK); *Wiley Wakeman (Stockholm School 
of Economics); Michael Norton (Harvard Business School, USA) 
Can counterfeit products do social good? We find that under high income inequality, counterfeits are 
perceived as "good", because they help address the perceptions of social equality, by reducing the 
exclusivity of access to resources and leveling the playing field. This perceived egalitarian value of 
counterfeits, in turn, drives purchase. 

 
The (Mis)Perception of Altruistic Individuals:  An Inference of Intertemporal Preferences 

*Wendy Liu (University of California San Diego, USA); *Dani Yin (University of California San Diego, 
USA) 
How are altruistic individuals perceived by others? Past research examined perceptions such as 
warmth and competence. This research examines an additional, temporal dimension to this 
perception, whereby altruistic (vs. less altruistic) individuals are perceived to have greater long-term 
preference. Ironically, we show they are misperceived compared to reality. 
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To Touch or Not To Touch? The Effect of Product Touch on Consumers’ Product Attribute 
Processing and Preference 
*Wumei Liu (Lanzhou University); Echo Wen Wan (University of Hong Kong, China); Haizhong Wang 
(Sun Yat-Sen University, China) 
Prior product touch research focused on examining the effect of touch on consumers’ product 
evaluation and purchase. Moving forward existing research, we observed a new outcome of product 
touch (versus no touch), namely more processing of and preference for the product’s functional 
rather than appearance attribute information. 

 
Frequent Consumption of the Sharing Services 

*Racheal Louis Vincent (Sunway University); *Sanjaya S Gaur (New York University, USA) 
To examine individual’s frequent consumption (usage) behavior, we develop a conceptual framework 
by drawing advances from Theory of Trying (TT) and Extended Model of Goal-Directed Behavior 
(EMGB) together with perceived difficulty of use and experience of using shared services and test it 
empirically. 

 
Food Packaging And Guilt: The Effects Of The Color Red And Negative Cognitive Associations 

For Vice Versus Virtue Food Products 
*Renaud Lunardo (Kedge Business School, France); *Camille Saintives (INSEEC Business School, 
France); *Damien Chaney (South Champagne Business School) 
Through three studies, we demonstrate that because of the association of the color red with 
transgression, consumers feel more guilt when exposed to a red (versus green or blue) food 
packaging. This effect depends on the vice categorization of the food, red leading to stronger guilt for 
vice products. 

 
The Impact of Comparative Product Quality Information in a Multi-Product Context 

*Christoph Mai (University of Erlangen-Nuremberg); Nicole Koschate-Fischer (University of 
Erlangen-Nuremberg); Andreas Fürst (University of Erlangen-Nuremberg) 
The study examines so far unknown negative effects of products’ TPPRs (third-party product 
reviews) on competitive products within and across product categories. In seven studies, we 
investigate the underlying psychological mechanism as well as relevant boundary conditions 
concerning characteristics of the competitive and the rated products, and consumers. 

 
Warmth Versus Competence Positioning: Impacts of Human-Like Body Shapes of 

Anthropomorphized Products on Consumers 
Yixia Mai (Sun yat-sen University); *Bing Shi (Sun Yat-Sen University, China) 
This research examines perceptions of chubby/thin anthropomorphized products and the impact of 
these perceptions by warmth/competence product positioning upon consumers. A chubby product is 
likely to trigger Agreeableness perceptions and preferred by consumers when positioned as warmth. 
A thin shape is likely associated with Conscientiousness and preferred with competence positioning. 

 
“Do You Speak Emoji?” – How Visual Cues Shape Computer-Mediated Communication 

*Tobias Maiberger (University of Erlangen-Nuremberg); David Schindler (University of Erlangen-
Nuremberg); Elisabeth Sanders (University of Erlangen-Nuremberg); Nicole Koschate-Fischer 
(University of Erlangen-Nuremberg) 
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Six studies demonstrate that facial emojis’ communicative function (i.e., whether the emoji reiterates 
or replaces verbal expressions) simultaneously helps and hurts message persuasiveness by 
affecting a review’s emotionality but also its ambiguity. We examine the eWOM context of adding 
facial emojis by exploring relevant eWOM senders and message characteristics. 

 
Look Good and Work Hard? Only if You Are a Man or in Preschool 

*Michal Maimaran (Northwestern University, USA); Aparna A Labroo (Northwestern University, 
USA); Anastasiya Pocheptsova Ghosh (University of Arizona, USA) 
Consumers believe that attractive women are less intelligent. Across four studies we show feeling 
attractive reduces motivation to work on cognitive tasks among women (for whom these accessible 
beliefs are self-diagnostic), but not men (for whom these accessible beliefs are non-diagnostic) or 
preschoolers (among whom such beliefs are not accessible). 

 
How Autobiographical Memory Perspective Influences Self-congruence and Brand Preference 

*Sudipta Mandal (Indian Institute of Management Indore) 
Three experiments demonstrate that visualizing autobiographical memories from a first-person verus 
third-person perspective impacts consumer’s self-brand congruence differently under different 
contexts. Autobiographical memory perspective influences consumer’s perception of self-change, 
which impacts self-brand congruence. Further, we demonstrate a moderating influence of self-
esteem on the relationship between autobiographical memory perspective and self-congruence. 

 
Materialists And The Desire For New Products: How Materialism Enhances Newness Perceptions 

For Innovations 
KT Manis (Texas Tech, USA); *Rebecca Rabino (Texas Tech University, USA) 
In four studies, we investigate how trait materialism increases purchase likelihood of innovative 
products. We find that heightened newness perceptions drive this effect. The moderating roles of 
innovation type (radical versus incremental) and risk level (high and low risk) are also examined. 

 
Motives For Anonymous Gift-giving and Its Beneficiaries 

*Sarah Marth (University of Applied Sciences Wiener Neustadt); Barbara Hartl (Vienna University of 
Economics and Business); Eva Hofmann (Vienna University of Economics and Business); Elfriede 
Penz (Vienna University of Economics and Business) 
New initiatives foster the possibility to gift-give strangers. However, why would someone gift a 
stranger and who is the stranger receiving the gifted item? With a representative study, we found 
that while benefitting people with lower socio-economic status is an important motive, anonymous 
gift-giving does not reach the socio-economic poor. 

 
Socioeconomic Status and Consumer Choice: The Role of Cultural Capital 

*Erick M. Mas (Vanderbilt University, USA); Blair Kidwell (University of North Texas, USA); Aparna A 
Labroo (Northwestern University, USA) 
Across four studies, we find low SES consumers prefer utilitarian to hedonic products, particularly 
when a chronic lack of cultural capital is salient. High SES consumers also shift to utilitarian choices 
when situationally-cued to their lack of cultural capital. An ecologically-valid field study presents 
additional confirmatory evidence for this theorizing. 
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Dehumanizing Consequences of Anthropomorphism 
*N. Alican Mecit (HEC Paris, France); L. J. Shrum (HEC Paris, France); Tina M. Lowrey (HEC Paris, 
France) 
In this paper, we investigate a potential dark side to anthropomorphism. Across four studies, we 
show that interacting with anthropomorphized objects increases one’s dehumanization tendencies 
and those who frequently interact with anthropomorphized agents (such as personal intelligent 
agents) also come to dehumanize more on the chronic level. 

 
That's Where I'm From! How Identity-Links Increase Preference For Locally Produced Goods 

*Matthew D. Meng (Utah State University); *Ozgun Atasoy (University of Basel, Switzerland); Miguel 
Brendl (Universität Basel) 
In four experiments we show that commonly cited factors, such as low environmental impact and 
high quality, fail to fully explain the price premium consumers are willing to pay for locally produced 
goods, whereas a perceived connection between the self and the product due to shared location 
does. 

 
Navigating the Marketplace of Love: Value Conflict in Online Dating Community 

*Alisa Minina (Ipag Business School); *Stefania Masè (Ipag Business School); *Jamie Smith (ISC 
Paris) 
This study advances our understanding of value creation processes by embracing multiple notions of 
value and by illustrating how conflicting notions of value can coexist in consumption community. We 
draw upon 21 interviews with users of online dating apps, illustrating how value conflict can hinder 
the processes of value co-creation. 

 
“Who” You Rent From Matters: The Differential Effects In Perceived Ownership When Renting 

*Nirajana Mishra (Boston University, USA); Sarah Whitley (University of Georgia, USA) 
With the rise of the access economy in the last decade, consumers now rent products both from 
companies and from other people. In this research, we show that “who” the consumer rents from 
(company vs. a person) influences their perceptions of the rented product and post-rental behavioral 
intentions. 

 
Evaluation Mode Affects Choice of Healthy and Unhealthy Food: The Role of Taste and 

Healthiness Attribute Evaluability 
*Sadaf Mokarram Dorri (Bocconi University, Italy); Siegfried Dewitte (Katholieke University Leuven, 
Belgium) 
In 5 studies, we show how joint evaluation improves consumers’ decision-making through increasing 
(decreasing) the choice share of healthy (unhealthy) food. When taste of the food is easier to 
evaluate than healthiness, consumers rely more on taste in separate evaluation, whereas they rely 
more on healthiness in joint evaluation mode. 

 
Too Much of a Good Thing? How Misaligned Signals of Popularity Diminish Product Appeal 

Sarit Moldovan (The Open University of Israel); *Meyrav Shoham (Tel Aviv University, Israel); Yael 
Steinhart (Coller School of Management Tel Aviv University) 
A high volume of sales or a large number of reviews can enhance product appeal. However, 
sometimes these two signals are misaligned: there are relatively few or many reviews compared to 
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the volume of sales. We show how this lack of fit can affect consumer inferences and reduce product 
appeal. 

 
Perception of Innovation:  How to Attract Non-Early Adopters to Adopt Earlier 

Sarit Moldovan (The Open University of Israel); *Ruth Zwick (Ben Gurion University, Israel); Liat 
Hadar (Coller School of management, Tel Aviv University) 
We present evidence that reducing the perceived innovativeness of the product, by presenting 
consumers with a much more innovative product, may encourage non-early adopters to adopt the 
innovation while maintaining early adopters’ adoption intentions. 

 
Examining Online Review Posting Preferences 

*Jana Möller (Freie Universität Berlin); Sabrina Gottschalk (City, University of London); Alexander 
Mafael (Stockholm School of Economics) 
Three studies reveal that frequent (vs. infrequent) online review posters are more intent to post a 
review when their opinion belongs to the minority (vs. majority) of previously posted ratings. This 
effect occurs because of differences in social risk perceptions and is stronger for identity-relevant 
products. 

 
Experiential Versus Analytical Price Evaluations 

*Arnaud Monnier (Cornell University, USA); Manoj Thomas (Cornell University, USA) 
This research identifies subtle framing effects that make price evaluations more experiential (vs. 
analytical) in nature. Using visual units to describe quantity (e.g., 10 cookies) renders evaluations 
more experiential compared to using standardized units of measurement (e.g., 10 oz. of cookies), 
which in turn improves price evaluations. 

 
Consumers' Resistance to the Adoption of Smart Objects: A Relational Perspective 

*Luigi Monsurrò (Sapienza University of Rome); *Ilaria Querci (Sapienza University of Rome); Paolo 
Peverini (Luiss University); Simona Romani (Luiss University) 
Smart Objects (SOs) promise to become an essential presence in consumer life and routines. 
However, the diffusion of SOs is not meeting the expectation. Pivoting on SOs social presence and 
social roles, a qualitative study has been conducted to understand consumer fears and resistance 
toward these devices. 

 
"I am Not an Average Woman of my Age": Wearable Technology and Daily Practices of the 

Mature Consumers in Finland and Russia 
*Daria Morozova (Aalborg University (Denmark)); Olga Gurova (Aalborg University (Denmark)) 
This is a qualitative study of consumers aged over 50 years who have been using wearable 
technology on daily basis. Drawing on the practice theory, we analyze what keeps them interested in 
continuous use of these devices as well as how they re-consider their age in the process. 

 
This Way Up: The Effectiveness of Mobile Vertical Video Marketing 

*Lana Mulier (Ghent University, Belgium); Hendrik Slabbinck (Ghent University, Belgium); Iris 
Vermeir (Ghent University, Belgium) 
In a large-scale field study and two experimental studies, we investigate mobile vertical video 
marketing effectiveness. We show that vertical (vs. horizontal) video advertisements increase 
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consumer interest, engagement, and processing fluency, because watching mobile vertical video 
advertisements takes less effort. We further demonstrate a moderating effect of mobile users’ age. 

 
Children and Meat Consumption: Perception and Socialization 

*Isabelle Muratore (University of Toulon) 
This study examines the extent to which children can initiate behavioral change in meat 
consumption. For children eating meat is natural, normal, necessary and pleasant. No socialization 
agent makes them aware of this consumption’s consequences. However, the school would have a 
role to play in a resocialization perspective. 

 
Celebrity Gossip Consumption as an Affiliation-Based Means of Coping 

*Jayant Nasa (Indian Institute of Management Udaipur); *Tanuka Ghoshal (Baruch College, USA); 
Raj Raghunathan (University of Texas at Austin, USA) 
Consumption of celebrity gossip is proposed as a novel means of coping with social exclusion 
threats. Learning about celebrities’ personal lives via gossip articles makes them appear more 
relatable, enhancing readers’ feelings of closeness with them. Thus, consuming celebrity gossip 
vicariously satisfies the desire for affiliation that increases post threat. 

 
Co-Consuming a Pet Home: Balancing Functionality and Aesthetics of a Taste Regime 

*Anu Norrgrann (Hanken School of Economics); *Henna Syrjälä (University of Vaasa) 
We explore how the aesthetics and functionality of pet homes are balanced in the socio-material 
practices produced within digital platforms. The study draws on netnographically generated data 
related to pets and to interior decoration. The findings show how the practice of problematization 
appears interacted with various human and non-human entities. 

 
On the Engineering of Fun: Activating Liberation Increases Consumer Fun 

*Travis Tae Oh (Columbia University, USA); Michel Tuan Pham (Columbia University, USA) 
Based on an emerging theory of consumer fun, we test the notion that a sense of liberation—feeling 
unrestricted and carefree—is a key psychological driver of fun experiences. Through four studies, we 
show activating feelings of liberation leads to increased fun. 

 
Cultural Effects on Voluntary Simplicity in Japan 

*Shuji Ohira (Chiba University of Commerce); Akiko Masuda (Chiba University of Commerce) 
The purpose of this study is to explore the effects of culture on voluntary simplicity (VS). Additionally, 
it examines frugal simplicity, as a type of VS. Further, it explains how institutional residual effects, 
through mandatory simplicity, cause frugal simplicity. The study conducts qualitative analysis using 
group and depth interviews. 

 
Don't Take My Warm Glow: Unasked Prosocial Gifts Reduce Subsequent Donations 

*Ekin Ok (University of British Columbia, Canada); Rishad Habib (University of British Columbia, 
Canada); Karl Aquino (University of British Columbia, Canada) 
Our paper explores the downstream consequences of receiving prosocial gifts (i.e., charitable 
donations by gift-givers on recipients' behalf) on recipients' subsequent involvement with the 
organization. When the initial gift is unasked, recipients report lower donation intentions to the 
organization, an effect mediated by lowered agency perceptions and warm glow. 
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How do we Measure the Impact of Word-of-Mouth on Social Networking Sites? 

*Delane Osborne (Curtin University); Graham Ferguson (Curtin University); Sonia Dickinson (Curtin 
University) 
This study examines the extant literature on electronic word-of-mouth, identifying gaps in the 
research and highlighting the need for a comprehensive model in order to measure the effect of 
communications. Subsequently, a holistic conceptual framework is developed in order to explore the 
operation of word-of-mouth on social networking sites. 

 
The Disproportional Effects of Negative Information on Female Brands 

*Tim Ozcan (James Madison University, USA); Ahmet M Hattat (Lawrence Tech University); Michael 
Hair (Southern Illinois University Edwardsville); Daniel A. Sheinin (University of Rhode Island, USA) 
We investigate how negative information has disproportionate effects on attitudes toward female 
brands and such attitude is mediated by change in trust on female brands. We conducted three 
studies to test this prediction. Study 1 utilized a dataset from Yelp.com and the rest was 
experiments. The results confirm our predictions. 

 
World of Origin: the Secret Ingredient of Monastic Marketing 

*MC Paquier (European Business School Paris / CNAM LIRSA); *Sophie Morin-Delerm (Université 
Paris Saclay RITM EA 7360); *Fabien Pecot (Toulouse Business School Barcelona) 
This research investigates consumption of monastic products. Contrary to storytelling theory 
predictions, consumers generate stories despite the prevailing silence. Analyzing 56 semi-structured 
interviews with monastic products consumers, we identify monastic imagery as a contagious 
resource. We conceptualize it as “World of Origin” and discuss its implications for other consumption 
contexts. 

 
The Numerical Precision Effect: How Precision of Attribute Information Affects Adoption of New-

Technology Products 
*Hanyong Park (Michigan State University, USA); JaeHwan Kwon (Baylor University, USA); Rajesh 
Bagchi (Virginia Tech, USA) 
We propose that that a precise numerical representation of a new-technology product’s specific 
attributes (39.42 vs. 40.00 megapixels) increases adoption of the product. This is because numerical 
precision boosts the buyer’s perceived control of product usage, which in turn reduces risks 
associated with the purchase of a new technology product. 

 
Alexa, I Want It Now: How Conversational Artificial Intelligence Agents Shape Consumer 

Decisions 
*Sang Kyu Park (University of Florida, USA); Yegyu Han (IE Business School, Spain); Aner Sela 
(University of Florida, USA) 
Eight studies show that consumers make more impulsive and less frugal choices when interacting 
with a conversational AI agent, such as Amazon’s Alexa, than when choosing on a computer screen 
or interacting with a text-based chat-bot. 

 
Does the New IPhone Determine How Much I Like my IPhone? The Influence of Upgrades on the 

Hedonic Decline For the Status Quo 
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*Maria Alice Pasdiora (Federal University of Rio Grande do Sul (UFRGS), Brazil); Vinicius Andrade 
Brei (Federal University of Rio Grande do Sul (UFRGS), Brazil) 
We identify that consumers’ exposure to upgrades influence the level of enjoyment they get from 
their status quo. According to our results, consumers exposed to upgrades present more accelerated 
hedonic decline for the status quo over time and are more likely to replace than those not exposed. 

 
Enabling Participation in a High-Competence Cultural Community of Practice: Negotiating the 

Inclusion-Exclusion Dilemma 
*Lisa Penaloza (Kedge Business School); *Carol Mary ellen Kelleher (University College Cork); 
*Hugh N. Wilson (University of Warwick); *Emma MacDonald (University of Warwick) 
This research contributes to knowledge of the inclusion-exclusion dilemma challenging high-
competence communities of practice by illuminating the practices by which a COP with an 
exclusionary high level of competence enables inclusivity, the exclusions such inclusionary efforts 
overcome, and the attempts to balance the tensions between such exclusions and inclusions. 

 
The Effect of Product Reviews on Post-Purchase Usage: The Role of Consumer Incompetence 

Image Concerns 
*Matthew Philp (Ryerson University); Marcelo Vinhal Nepomuceno (HEC Montreal, Canada) 
Four studies provide evidence that negative product reviews reduce future usage for current owners 
of the reviewed product. This effect is driven by the image concerns of appearing as an incompetent 
consumer for purchasing and owning products that are believed to be a poor value choice from 
reviews. 

 
I Am Too Good to Be True: How Self-Enhancement Motivations Shape Prosocial Behavior of 

Entitled Individuals 
*Alexandra Polyakova (University of Sussex, UK) 
In a series of three studies, we demonstrate that entitled individuals behave more prosocially when, 
(1) they are given an opportunity to self-enhance, (2) when the prosocial behavior is performed in a 
public (vs. private) context, (3) when the social status of other individuals who engage in prosocial 
behavior is high. 

 
The Theatre of Experience:  Brand-Consumer Dynamics in Multimedium Environments 

*Kimberley Preiksaitis (Siena College); *Alex Mitchell (California State Polytechnic University, 
Pomona, USA) 
Brands are increasingly undertaking extraordinary experiences to garner consumer attention and 
situate themselves in social and cultural life in ways that deeply resonate with consumers. We 
discuss consumption dynamics of brand performances, concentrating on how performances unify 
and fragment audiences, inspire counterperformances and play out over an extended duration. 

 
Disclosure of Positive and Negative Experiences as Social Utility 

*Emily Prinsloo (Harvard Business School, USA); Irene Scopelliti (City University of London, UK); 
Joachim Vosgerau (Bocconi University, Italy); George Loewenstein (Carnegie Mellon University, 
USA) 
We propose that disclosing one’s positive and negative experiences carries social utility for both 
senders and recipients. We show that consumers consider this utility when deciding whether to 
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disclose their experiences with others. In three preregistered studies, consumers respond in kind to 
the disclosures of positive and negative experiences by others. 

 
When Benefactors Backfire: Examining The Interactive Effects Of Just World Beliefs And A 

Benefactor Versus Beneficiary Focus 
*Rebecca Rabino (Texas Tech University, USA); Aparna Sundar (University of Washington, USA) 
While some charitable appeals may detail the beneficiaries they represent, other appeals may seek 
to promote the efforts of its benefactors. We investigate the relative efficacy of these foci, and reveal 
that their relative efficacy depends on consumers’ belief in a just world. 

 
Psychosocial Determinants of Children’s Healthy Eating Behaviour. The Role of Siblings and 

Peers 
*Tija Rageliene (Aarhus University); Alice Grønhøj (Aarhus University, Denmark) 
Childhood obesity is becoming a major public health problem worldwide and is closely related to 
unhealthy food consumption. This study explores the social influence of peers and siblings on 
children’s eating behaviour using a mixed-methods approach. Peers’ influence was found to be more 
prominent for children’s eating behaviour than siblings. 

 
Persuasion Knowledge Model Reimagined 

*Vahid Rahmani (Rowan University, USA); Elika Kordrostami (Rowan University, USA); John Ford 
(Old Dominion University, USA) 
Persuasion knowledge (PK) refers to individuals’ ability to identify and resist outside agents’ 
purposeful manipulation attempts (Friestad & Wright, 1994). This article investigates the factors that 
influence consumers’ propensity to acquire new knowledge and their ability to use their existing 
knowledge to protect themselves from marketers’ persuasion attempts. 

 
Show me Your Recipe And I Will Show You Mine! Chefs Secrets to Engage Their Followers on 

Instagram 
*Karine RAIES (EM LYON Business School); *Mariem EL EUCH MAALEJ (PSB Paris School of 
Business); *Marielle SALVADOR (Institut Paul Bocuse) 
Starred Chefs are increasingly using digital media to improve the visibility of their restaurants. Based 
on the analysis of 18 French chefs Instagram accounts and their 8075 published pictures, this 
research explores causal configurations that explain why consumers engage with chef’s on 
Instagram. 

 
How Counter-Stereotypical Sources Attenuate Polarization Over Consumption-Related Policy 

Issues 
*Guilherme Ramos (FGV/EBAPE); Eduardo B. Andrade (FGV / EBAPE) 
In spite of the widespread gap in political and consumption preferences along ideological lines, we 
show that counter-stereotypical sources attenuate polarization over consumption-related policy 
issues (e.g., gun rights, marijuana legalization). These sources persuade more in-groups than 
dissuade out-groups, and may prove helpful to build consensus. 

 
Unanticipated Practice Disruption: Experiencing Purgatory 

*Kamran Razmdoost (ESCP Europe, France); *Leila Alinaghian (Cranfield University); Elmar Kutsch 
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(Cranfield University) 
We aim to unpack the enactment of physical, mental and social processes by which consumers 
experience unanticipated disruption of practices. Adopting an ethnographic approach and 
investigating K2 2008 disaster, we illustrated that practice disruption is a cultural process with a 
temporal disappearance of institutions, boundaries and identities. 

 
Branding the Past: Constructing Brand’s Heritage 

*Fatima REGANY (University of Lille); *Helene GORGE (University of Lille); *Ludovic CAILLUET 
(EDHEC Business School) 
Abstract In this research, we explore the dynamics and tensions which appear in the construction of 
a brand’s heritage. We refer to Ricoeur’s (2004) account of the abuses of memory shaping, to 
understand the narrations of the past elaborated by six French brands. 

 
Reclaiming Control: A Multimethod Investigation of Consumer Response to Privacy Violations 

*Brandon Jeremy Reich (Portland State University, USA); Chi Tran (University of Oregon, USA); 
Hong Yuan (University of Oregon, USA) 
This research explores the meaning and implications of consumer privacy violations. Using a multi-
method approach, we uncover three dimensions of privacy violation (pilot study). Scraped Twitter 
data (study 1) and an experiment (study 2) then show that consumer response to violation type 
depends on the nature of the industry. 

 
A History of Failed Intentions: When Focusing on Unintentional Outcomes Promotes Ideation 

*Taly Reich; Alexander Goldklank Fulmer; Kelly Herd 
Could concentrating on histories of your own failure to achieve intended outcomes provide 
unexpected benefits? We find that consumer ideation is promoted in target domains after focusing 
on a history of their failed intentions. This occurs because focusing on a history of failed intentions 
incites motivation to regain threatened control. 

 
How Chunking in Graphical Information Processing Affects Consumer Decision Making 

*Julia Reinhard (University of Cologne); Hernán A. Bruno (University of Cologne, Germany) 
Literature has established a substantial impact of graphs on decision making. This research 
demonstrates how the process of grouping data points into chunks affects consumers. Visual chunks 
cued by data characteristics and design elements were found to influence consumer forecasts and 
choice providing implications for communicating data and public policy. 

 
Dynamics of Consumption Experience –  The Case of Eastern Express in Turkey 

*Bernd F. Reitsamer (University of Innsbruck, Austria); Andreas Kallmuenzer (La Rochelle Business 
School); Ayca Katitas (MCI Management Center Innsbruck) 
This study shows that consumption experiences constitute embodied phenomena and unfold in 
different patterns across time. Results suggest that sensory, emotional, cognitive and behavioral 
dimensions strongly differ in their potential for prospection and retrospection. The findings provide 
ample opportunities for (re)connecting with consumers via a plethora of currently unused 
touchpoints. 

 
“Recyclable or Not?” Consumers Cognitive Mechanisms Involved in an Everyday Uncertain 
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Decision 
*Fanny Reniou (University of Rennes); *Elisa Monnot (CY Cergy Paris University, CNRS, THEMA) 
Recycling, as an everyday action, requires a specific cognitive process, which is interesting to 
explore to explain consumers’ recycling performances. This research shows that consumers use 
mental representations to classify waste but heuristics and situations of mental discomfort may 
disrupt their categorization process. 

 
Battling Fear, Building Trust: How Service Providers Manage Emotions When Consumers Fail 

*Ramona Riehle (University of Innsbruck, Austria); Verena Elisabeth Wieser (University of Innsbruck, 
Austria); Niklas Woermann (University of Southern Denmark, Denmark) 
Introducing emotional scaffolding theory, this study explains how service providers manage 
consumers’ emotions in consumer performance failure. A video-ethnographic study in the ski 
schooling context reveals that service providers apply decelerating, trust building, and goal aligning 
to reduce unconstructive and foster constructive emotional responses to potential and actual 
performance failure. 

 
You Betrayed Me: The Dark Side of Reciprocal Reviewing 

*Laura Rifkin (Brooklyn College, USA); *Colleen P. Kirk (New York Institute of Technology, USA); 
*Canan Corus (Pace University, USA) 
Results of 5 experiments in 3 peer-to-peer sharing contexts reveal that although reviews of 
consumers originate from peer providers rather than the platform, consumers target the platform with 
negative word-of-mouth when they are negatively reviewed. This effect is explained by perceived 
betrayal and augmented by commonly used platform intermediation choices. 

 
Mistakes Were Made: The Unintended Consequences of Lighting and Identity-Relevant  Mistakes 

on Marketplace Evaluations 
*Christine Ringler (University of Alabama); *Tracy Rank-Christman (University of Wisconsin - 
Milwaukee, USA) 
This paper demonstrates that when identity-relevant mistakes occur in a dimly-lit versus brightly-lit 
environment, consumers evaluations are lower and negative post-purchase intentions are stronger. 
These effects are mediated by feelings of not mattering, are stronger when the mistake is tied to the 
consumers identity, and are mitigated via customer recognition. 

 
When Wanting Closure Reduces Patients’ Patience 

*Annabelle Roberts (University of Chicago, USA); Ayelet Fishbach (University of Chicago, USA) 
What makes patients impatient for medical care? Across six preregistered studies (N=1,908), we find 
evidence that patients are impatient because they are eager to achieve closure on their health goals. 
Specifically, people prefer more painful treatments when they occur sooner and experience more 
impatience toward the end of medical appointments. 

 
Building Brands For the Emerging Bicultural Market: The Appeal of Paradox Brands 

*Maria A. Rodas (University of Southern California); Deborah Roedder John (University of 
Minnesota, USA); Carlos Torelli (University of Illinois at Urbana-Champaign, USA) 
Results from five studies show that certain types of brands, specifically paradox brands that 
incorporate contradictory brand meanings, are particularly appealing to bicultural consumers. This is 
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due to biculturals’ greater cognitive flexibility, which enables the formation of a more vivid brand 
image, resulting in more favorable brand evaluations and choice. 

 
Understanding Obese Patients’ Engagement by Their Empowerment Level: the Case of Bariatric 

Surgery 
*Angelique Rodhain (University of Montpellier); *Andréa GOURMELEN (Université de Montpellier) 
Too numerous cases of failures of bariatric surgery lead at better investigating its key success 
factors. Specifically, obese patients have to get engaged in a lifelong physical activity and diet 
program. Thanks to life narratives of 14 patients, the results underline a taxonomy crossing 
perception of surgery, empowerment, and engagement. 

 
The Moral Foundations of the Guns' Proselytism in Brazil 

*Benjamin Rosenthal (EAESP-FGV); Massimo Airoldi (Emlyon Business School) 
This research maps how pro-gun social media influencers and their publics justify the right to own 
guns. Relying on Boltanski and Thevenot’s (2006) “logics of justification”, it demonstrates how social 
actors justify their rights and necessities based on the logics and discourses of the Civic and the 
Domestic Worlds. 

 
The Silver Lining of Sadness: How Sadness Promotes Subjective Well-being 

*Jeff Rotman (Deakin Business School); Andrew Perkins (Washington State University, USA) 
Although seemingly paradoxical, consumers sometimes choose sad experiences. We argue that is 
due to a deeply embedded social experience of sadness. Across five experiments, rather than being 
motivated by hedonic self-focused consumption following a sad event, consumers are motivated to 
affiliate and buy gifts for others, improving their well-being. 

 
Theorizing Relational Work in the Collaborative Economy: An Application to Peer-To-Peer 

Renting 
*Dominique Roux (University of Reims Champagne-Ardenne); *Russ Belk (York University, Canada) 
Drawing on Zelizer’ (2012) economic sociology, this research theorizes renting as a combination of 
social ties, economic transactions, exchange media and negotiated meanings. A 3-year study of 43 
owners highlights three distinct ‘relational packages’ and shows these involve relational work not 
only with renters but firstly with possessions. 

 
Threat Appeals to Whom For What? Effects of Threat Appeal to Persuade Quitting a Dangerous 

Behavior Versus Adopting a Preemptive Behavior 
*Hyerin Ryu (Sungkyunkwan University); Sunkyu Jun (Sungkyunkwan University) 
While threat appeals used for preventative communication tend to enhance persuasion, such 
appeals could fail by provoking maladaptive responses. This study shows that the effect of threat 
appeal differs between the two variants of preventative communication such as preventive 
communication and preemptive communication. 

 
 
How Mother-Daughter Purchase Interaction Affects Daughter’s Situational Self Construction in 

Japan 
*Mototaka Sakashita (Keio Univeristy); *Junko Kimura (Hosei University, Japan) 
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While situational self concept has been regarded as an explanatory factor for brand-choice, how the 
situational self is constructed has not been investigated. Our study highlights the situational 
dependence of the self construction process itself, by showing that the self is affected by the 
person’s relations with a significant other. 

 
Framing Consumers: Increasing Consumer Approach Behaviors Towards and Within Public and 

Private Spaces 
*Kevin L. Sample (University of Rhode Island); Julio Sevilla (University of Georgia, USA); Kelly Haws 
(Vanderbilt University, USA) 
We demonstrate through eight studies, including a virtual reality study, that consumers engaged in 
first-(third-) person visual perspective focused on the environment (themselves) derive more (less) 
pleasure from greater publicness leading to greater (lesser) approach behaviors. These findings 
contribute to environmental research while resolving seemingly conflicting research regarding public 
preferences 

 
Reward Choice in Multi-Level Loyalty Programs 

Serdar Sayman (Koc University, Turkey); *Ayse Onculer (ESSEC Business School) 
We explore the relationship between customers’ purchase rate and their reward choice in loyalty 
programs. The results show those customers with a lower purchase rate prefer redeeming the 
smaller reward rather than waiting for the larger one. This holds even when the larger reward is 
attainable for them. 

 
Pay Less, Spend More: Consumers' Mental Accounting For Discounted Gift Cards 

*Gianluca Scheidegger (University of St. Gallen, Switzerland); Thomas Rudolph (University of St. 
Gallen, Switzerland); Marc Linzmajer (University of St. Gallen, Switzerland); Severin Friedrich 
Bischof (Copenhagen Business School, Denmark) 
Building upon mental accounting, we introduce discounted gift cards (DGCs) to the pricing and 
promotion literature. In an experiment and field study, DGCs elicited higher spending and reduced 
subjective costs of consumers using it at the check-out. We explain these findings based on 
payment depreciation (Gourville & Soman, 1998). 

 
Autonomous Products Make You Look Lazy! 

*Tobias Schlager (HEC Lausanne, Switzerland); Fabian Nindl (Wirtschafts University, Austria) 
Autonomous products, which operate without any human intervention, are becoming increasingly 
important. This research reveals an unexpected negative effect of this novel product category: peers 
consider owners of such products to be less hard-working. The effect is attenuated by highlighting 
the opportunity to use the gained time for work. 

 
Time to be Happy:  Autonomous Products Increase Consumer Happiness by Reducing Time 

Stress 
*Tobias Schlager (HEC Lausanne, Switzerland); Emanuel de Bellis (University of St. Gallen, 
Switzerland); Ashley V. Whillans (Harvard Business School, USA) 
Autonomous products are able to complete tasks by themselves. A series of field and experimental 
studies shows that using autonomous products can make consumers happier. The effect is driven by 
reduced time stress and reduced feelings of guilt, and moderated by perceived human-likeness of 
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the autonomous product. 
 
Living in Glass Houses: The Effect of Transparent Products on Self-Presentation 

*Ann Schlosser (University of Washington, USA); Evelyn Smith (University of Washington, USA) 
Transparent products have recently become fashionable and sometimes required. Yet, what effect 
might they have on consumers? On the one hand, they might trigger an illusion of transparency, 
causing consumers to be more honest. On the other hand, they might heighten impression 
management. Four studies test these possibilities. 

 
Do Survey Invitations Affect Non-Respondents? 

*Kristina Schmidt (Aston University, UK); Walter Herzog (WHU); Maik Hammerschmidt (University of 
Goettingen); Vicki G. Morwitz (Columbia University, USA) 
This research suggests that survey invitations impair non-responding customers’ attitudinal and 
behavioral loyalty. A large-scale field experiment and three controlled experiments explore the 
mechanism behind the effect and offer guidance for market researchers on how to eliminate the 
effect. Furthermore, theoretical and methodological implications for survey effects research are 
discussed. 

 
A Sense of Who we Are: How TV Viewing Contributes to Negotiating Couple Identity 

Julien Schmitt (ESCP Europe, France); *Mathilde Lapostolle (ESCP Europe, France) 
This paper advances the understanding of the shared identity of couples through consumption. 
Using individual and group interviews, we explore how couple identity is created, negotiated, and 
enacted through the consumption of TV series. We identify the factors influencing the different levels 
of couple identity, collective, relational and individual. 

 
Twelve of One or a Dozen of the Other: How Numerical Expressions Influence Preferences 

*Gustavo Schneider (University of South Carolina, USA); *Elise Chandon Ince (University of South 
Carolina, USA); Rajesh Bagchi (Virginia Tech, USA) 
We introduce the concept of numerical expressions—non-numerical quantifiers such as a pair or 
dozen—and demonstrate that consumers are more likely to achieve goals expressed using 
numerical expressions (e.g., buy a dozen health drinks) relative to their numerical equivalent 
counterpart (e.g., buy 12 health drinks). 

 
Seeing and Believing: A Performative Perspective on Augmented Reality 

*Joachim Scholz (Brock University, Canada) 
Existing AR research predominantly adopts cognitive perspectives when analyzing augmented 
reality product visualization apps. The current paper offers researchers a new set of eyes by 
developing a performative perspective on AR. This novel perspective provides a more nuanced and 
substantially broadened assessment of augmented reality’s potential for marketing and retailing. 

Delineating Augmented Reality Marketing 
*Joachim Scholz (Brock University, Canada) 
This conceptual article provides a comprehensive review of AR research across various industries 
(e.g., online retailing, tourism). It contributes to the literature by consolidating inconsistent 
terminologies, identifying spatial emplacement as a newly emerging characteristic of the AR media 
nexus, and outlining several conceptual and substantive issues that warrant further research. 
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Consuming Commodified Bodies – Performative (Re-)embodiment of Digital Corporeal 

Consumption 
*Jonathan David Schöps (University of Innsbruck, Austria) 
This research explores digital consumption dynamics in the context of bodies and fitness on 
Instagram. Drawing on interview data and performativity theory, this study offers an increased 
understanding of how consumers (re-)embody digitally consumed content in their own corporeal self-
understanding. 

 
How Choosing For Others Impacts Self-Indulgence Within Caregiving Relationships 

*Anika Schumacher (Grenoble École de Management); Caroline Goukens (Maastricht University); 
Kelly Geyskens (Maastricht University) 
In this research, we find that care-receivers (caregivers) who make a virtuous choice for a caregiving 
(care-receiving) other are subsequently less (more) likely to self-indulge. Within caregiving 
relationships, the level of care received/provided seems to determine when other-oriented choices 
license self-indulgence and when they lead to consistent virtuous consumption behavior. 

 
A Luxury Moment to Go, Please: Paradoxes of Luxuriousness Among Cosmopolite Consumers 

*Sarah Schwarz (University of Innsbruck, Austria); Andrea Hemetsberger (University of Innsbruck, 
Austria) 
This study unmasks the paradoxical nature of luxury moments in conditions of postmodern 
boundlessness. Building on paradox theory and interview data with digital nomads, this research 
sheds light on how the playful bricolage of contradictory yet interwoven dynamics produces flavors of 
luxuriousness in fluid cosmopolitan settings. 

 
Building “Pyramid of Oneness” - Delineating Differences Among Human Brands, Celebrities and 

Person-Brands 
*Karthik Selvanayagam (Indian Institute of Technology, Madras); Varisha Rehman (Indian Institute of 
Technology, Madras) 
A conceptual framework that delineates the differences between human brands, celebrities, and 
person-brands is built based on the theory of development of trust in relationships. Further, the 
distinct nature of meaning provision and the types of equity earned by the popular person at each of 
these stages is described. 

 
Risk is Preferred at a Lesser Causal Depth 

*Rumela Sengupta (University of Illinois at Chicago, USA); Jeffrey R. Parker (University of Illinois at 
Chicago) 
Individuals’ preferences between two equally risky sequences differ based on when the risk arises 
within those sequences. Despite the objectively equal riskiness of the sequences, people prefer risk 
to arise at later stages than at earlier stages because risk occurring earlier in a sequence makes that 
sequence feel inherently riskier. 

 
The Pros and Cons of Multitagging in Online Retailing 

*Amir Sepehri (Western University, Canada); Seyednasir Haghighibardineh (Washington State 
University, USA); Rod Duclos (Western University, Canada) 
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To facilitate consumers’ keyword-searches and increase product-visibility, online retailers attach 
descriptive tags to their inventory. Though multiplying the number of tags does increase a given 
product’s visibility, we find doing so hurts how said product is perceived overall (i.e., product liking is 
reduced). 

 
Insights on New Information Consumption 

*Amir Sepehri (Western University, Canada); Seyednasir Haghighibardineh (Washington State 
University, USA); Rod Duclos (Western University, Canada) 
Contrary to the intuitive account that the more interdisciplinary the better; it may not be the best to 
incorporate several topics when presenting an idea. Utilizing field data, topic-modeling, and lab 
experiments, we find that the more topics in an idea is comprised of the less views it will receive. 

 
The Height Premium: When Shorter Men Pay More 

*Nuket Serin (Florida International University, USA); Jayati Sinha (Florida International University, 
USA) 
In three studies, the authors revealed that shorter men suffer from the negative effects of short 
stature, and are willing to pay higher prices for status products. This relationship is mediated by 
desires for status and signaling effectiveness and moderated by sense of purpose. 

 
‘Operation Vin’: Uncorking the Swedish Wine Market 

*Luigi Servadio (Jönköping International Business School); *Jacob Ostberg (Stockholm University, 
Sweden) 
The authors use the case of “Operation Vin”, a strategic marketing action operated by the Swedish 
State, to illustrate how a governance unit can be an agent of market change by 1) dismantling 
previous market logics, 3) framing new alternatives and 3) settling new market rules and cultural 
norms. 

 
Delaying Reward Choice: Anticipating Choice Is More Motivating Than Choice Itself 

*Marissa Sharif (University of Pennsylvania, USA); Raghuram Iyengar (University of Pennsylvania, 
USA) 
Does when consumers make a choice among reward options influence their motivation? In five real-
behavior studies (N = 3,511), we demonstrate that consumers are more motivated when they make 
a delayed reward choice (vs. an immediate non-binding reward choice). 

 
Clothing Consumption: Developing a Theory of Mindful Consumption 

*Deirdre Shaw (University of Glasgow); *Kat Duffy (University of Glasgow) 
Mindfulness offers the potential to challenge consumerist understandings. Current research falls 
short of offering an empirically grounded theory of mindful consumption. Further, we argue that 
approaches to mindfulness and sustainability are limited by not moving beyond self to compassion 
for others and planet, and questioning of current values and ideologies. 

 
Bargaining With Algorithm: How Consumers Respond to the Offer Proposed by Algorithms 

Versus Human 
*Zhengyu Shen (Fudan University, China); Liyin Jin (Fudan University, China) 
This research examines consumers’ reactions when the algorithms become the formal counterparty 
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and opponent to human decisions in the context of human-algorithm negotiations. We find that 
compared with negotiating with humans, consumers adjust their counteroffer less and consequently 
make more conciliatory counteroffers when they are bargaining with algorithms. 

 
Publicity as Justification 

*Kao Si (University of Macau); Xianchi Dai (Chinese University of Hong Kong, China) 
Whereas public displays of negative behaviors are undesirable, we show a counter-intuitive positive 
effect of publicity on people’s inferences and evaluations of apparently negative behaviors. 
Observers evaluate an apparently negative behavior more favorably when it is done publicly than 
privately. Our results support an expectation-disconfirmation mechanism of the current effect. 

 
Signs of Sustainable Challenges in Intimate Habits 

*Lívia Lessa de Andrade Silva (Federal University of Rio de Janeiro); *Leticia Moreira Casotti 
(Federal University of Rio de Janeiro - Brazil); *Catia Silva da Costa Moreira (Federal University of 
Rio de Janeiro - Brazil) 
This study aims to understand meanings and practices associated with the showering intimacy 
experience. Results can contribute to transforming water consumption routines and consumption of 
hygiene products into more sustainable practices. We connect showering rituals with sustainable 
challenges and possibilities of material-social-political interventions, such as the use of 
transformative learning theory. 

 
Fix, Make, Burn or Blow Things Up! How Makerspaces Foster Consumer Empowerment 

CAITLIN ELIZABETH SIMARD (Federal University of Rio de Janeiro); *Maribel Carvalho Suarez 
(Federal University of Rio de Janeiro, Brazil) 
Makerspaces are collaborative places for tinkering, creating, experimenting, and sharing knowledge 
and experiences using tools and technologies. Based on the analysis of two different makerspaces, 
the present research aims to investigate how participation in makerspaces transforms consumers’ 
relationships with products and consumption, and, more specifically, fosters consumer 
empowerment. 

 
Consumer Waste Meaning(s): A Semiotic Perspective 

*Cristiano Smaniotto (Aarhus University); *Jean-Paul Peronard (Aarhus University); *Anne 
Gammelgaard Ballantyne (Aarhus University) 
The purpose of this article is to explore how consumers interpret waste. Applying a semiotic 
approach, a typology of consumers' interpretations of waste is developed in the form of a semiotic 
square. The model identifies four units of meaning that consumers attribute to the notion of waste. 

 
Robotic Relationships 

*Leah Smith (University of Arkansas, USA); *Randy Rose (University of Tennessee); *Heath 
Mccullogh (Auburn University) 
Product automation increases efficiency for consumers. However, I propose that a product controlled 
through digital mediation (e.g., through a smart phone or voice control instead of through direct 
contact) reduces psychological ownership and subsequent consequences of interest to marketers. 
Anthropomorphizing products may help to attenuate these negative consequences. 
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Predicting and Choosing For Others: How and Why We Fail 
*Stephanie Smith (University of California Los Angeles, USA); Ian Krajbich (Ohio State University, 
USA) 
Being able to learn another person’s preferences and choose on their behalf are important skills. 
However, people often fail to choose what the other would choose for themselves. Over two studies, 
we identify how and why people fail, using mouse-tracking in combination with several incentive-
compatible conditions. 

 
The Effect of Resource Scarcity on Advice-taking 

*Jane So (City University of Hong Kong, China); Nidhi Agrawal (University of Washington, USA) 
This research examines the effect of resource scarcity (i.e., time and money scarcity) in the domain 
of advice taking. We show that time and money scarcity lead to lower advice-taking tendency 
compared to control. This occurs because scarcity decreases perceptions of similarity between the 
self and the advisor. 

 
One-Armed Bandit? An Intersectional Analysis of Kelly Knox and Disabled Bodies in Influencer 

Marketing 
*Jonatan Södergren (Stockholm University, Sweden); *Niklas Vallström (Canterbury Christ Church 
University) 
Inclusion of people with disabilities in advertising remains a largely underexplored area of consumer 
research. Therefore, our visual analysis primarily focuses on Kelly Knox, a British fashion model and 
social media influencer born without a left forearm, whereby our contributions add to discourses on 
both influencer marketing and intersectional diversity. 

 
The Trouble With Trust: When Certification is Not Enough to Turn Trust Into Willingness to 

Share Data 
*Cynthia Sokoll (University of St. Gallen) 
Consumers are not willing to share data from smart products, as they fear a loss of control and an 
invasion of their privacy. This paper proposes the implementation of a certification authority between 
a smart product and a data recipient to increase consumer trust and willingness to share information. 

 
Not All Technoference Is Equal: Why Smartphone Snubbing Hurts the Most 

*Camilla Eunyoung Song (University of Florida, USA); Yang Yang (University of Florida, USA) 
We find smartphone (vs. laptop, desktop) snubbing is more detrimental to social relationships and 
offer an inference-based account for this effect. While consumers can correctly predict this effect 
when imagining being snubbed, they make the opposite prediction when imagining snubbing others 
and consequently exhibit a preference for smartphone use. 

 
On Phone and Self: How Smartphones Influence Self-Expression in Choice 

*Camilla Eunyoung Song (University of Florida, USA); Aner Sela (University of Florida, USA) 
We examine whether using a smartphone, as opposed to a personal computer (PC) or tablet, 
influences what consumers choose and how they view the choices they make. We show that using 
smartphones leads consumers to prefer more unique options and to perceive their own choices, 
once made, as more self-expressive. 
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Its Not All Kosher: Experience Of Deviant Consumption In Context Of Religion 
*Arti Srivastava (Indian Institute of Management Udaipur, Inda); Rajesh Nanarpuzha (Indian Institute 
of Management Udaipur); Prakash Satyavageeswaran (Indian Institute of Management Udaipur, 
Inda) 
Deviant consumption in a religious context is not well-understood despite religion playing a 
significant role in lives of believers. Using depth interviews, we find that while consumers engage in 
edgework by skating on the boundaries of religious dogmas, they also attempt to expand boundaries 
of religious prescriptions themselves 

 
Guidelines on Acquiescence in Marketing Research 

*Janina Steinmetz (City University of London, UK); Ann-Christin Posten (University of Cologne) 
We review the acquiescence response bias -- its origin, its effects on marketing research, and 
existing measures to avoid effects of acquiescence on self-report data. Based on this analysis, we 
develop guidelines for marketing researchers for using existing measures against acquiescence or 
adapting surveys to prevent biased responses. 

 
Propelling Pride to Promote Healthy Food Choices Among Entity and Incremental Theorists 

*Julia Storch (University of Groningen, The Netherlands); Jing Wan (University of Guelph, Canada); 
Koert Van Ittersum (University of Groningen, The Netherlands) 
People perceiving their weight as fixed (entity theorists) tend to engage less in healthful behaviors 
than those perceiving their weight as malleable (incremental theorists). We propose that pride from 
recalling past achievements can serve as an intervention to promote healthful behaviors among 
entity theorists. 

 
A Global Consumer Culture Perspective on the Fresh Start Mindset 

*Yuliya Strizhakova (Rutgers University, USA); Robin Coulter (University of Connecticut, USA); Linda 
L Price (University of Oregon, USA) 
In this research, we situate the fresh start mindset (FSM) within a global context. Across three 
countries (U.S. Mexico, Russia), we establish FSM as a valid and reliable measure and replicate 
nomological network findings; results also indicate stronger FSM predicts stronger expressions of 
global brand involvement and choice. 

 
Looking Better by Making Others Look Worse:  The Competitive Spillovers of Sustainability 

*Kristina Subrtova (Wageningen University, The Netherlands); Ilona E. de Hooge (Wageningen 
University, The Netherlands); Ellen J. van Loo (Wageningen University, The Netherlands); Hans van 
Trijp (Wageningen University, The Netherlands) 
With two extensive eye-tracking studies, we reveal that the introduction of a new attribute in a 
product assortment can increase the attention given to competing products. Moreover, we 
demonstrate that this increased attention, reflecting a verification search, negatively affects 
consumers´ attitudes and choices for competing products. 

 
Ask Formally: The Role of Formality on Charitable Giving 

Aparna Sundar (University of Washington, USA); Edita Cao (University of Washington, USA); *Bruce 
E. Pfeiffer (University of New Hampshire) 
Colloquial language is conventionally expected to be more effective than formal language in 
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persuading consumers to donate. Our research shows that formal language persuades consumers 
to donate more than colloquial language. We find that this effect holds true in close social contexts, 
but not for distant social contexts. 

 
The Identity Construction Of The Inbetweener, Through Food Consumption: “You Are What You 

Eat” 
*Amandeep Takhar (De Montfort University, Leicester); *Hatice Kizgin (University of Bradford); 
*Thomas Magede (De Montfort University) 
With increasing migration, there is a need to explore how migrants construct identity. This study 
analyses how two ethnic communities, in the U.K construct identity, in relation to food consumption 
practices. Findings suggest that food is an acculturative and reacculturative agent, to adapt to social 
situations, which reflects their identity. 

 
Not All “Wins” Are Equal: The Effect of Unequally Attractive Prizes on Stimulus Appraisal 

*Arash Talebi (EDHEC Business School, France); Sonja Prokopec (ESSEC Business School); Ayse 
Onculer (ESSEC Business School) 
We investigate the effect of uncertain price promotions with unequally attractive prizes on the 
promotional brand. With a combination of one field and four lab experiments, we show that winners 
of an inferior (vs. superior) prize develop ambivalent feelings/attitudes that in turn reduces their 
evaluation of the promotional band. 

 
The Unresolved Uncertainty Effect: Do Brands Gain or Lose Stars When Consumers Have to 

Wait For Resolution of Brand-led Uncertainty? 
*Arash Talebi (EDHEC Business School, France); Sonja Prokopec (ESSEC Business School); Ayse 
Onculer (ESSEC Business School) 
This research investigates when consumers (dis)like a waiting period and its cause. With four 
studies, we show that the net effect of a brand-led waiting period is positive. This effect is driven by 
the heightened excitement of high-construal individuals whereas low-construal people experience 
discomfort during the waiting period. 

 
Circular Disposal Increases the Value of Products More Than Linear Disposal 

*Anna Tari (Boston University, USA); Remi Trudel (Boston University, USA) 
Across four experiments, consumers ascribe more value to products they expected to dispose 
through circular means (i.e., recycling, donating, reselling) vs. linear (i.e., trashing). An increase in 
pride in disposal and a decrease in guilt in spending when making a circular disposal decision 
underlie the difference in product valuation. 

 
Food Sharing Reduces Perceived Consequences of Caloric Intake 

*Nükhet Taylor (York University, Canada); Theodore J. Noseworthy (York University, Canada) 
Food sharing has been a growing trend in the United States, promoted by companies as a means of 
portion control. In contrast to this assertion, three experiments show that food sharing is reducing 
perceived consequences of caloric intake (i.e., fattening judgments), which increases caloric intake 
in subsequent consumption episodes. 

 
Value Creation and Destruction in Consumption Practices 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

98 
 

*Débora Bogéa da Costa Tayt-son (Fluminense Federal University); *Leticia Moreira Casotti (Federal 
University of Rio de Janeiro - Brazil); *Ana Raquel Coelho Rocha (Fluminense Federal University) 
This study explores value creation and destruction in the sun consumption context. The theoretical 
framework conjugates the literature of value creation, value destruction and Practical Theory. In-
depth interviews were conducted. The findings reveal categories of value creation and destruction 
practices, and inherent tensions. 

 
Children Perceive Beautiful People to Own Better Material Things 

*Tabitha S Thomas (Unaffiliated) 
The present research examines the relationship between physical attractiveness and perceived 
ownership of material possessions.The findings show that children view beautiful people to own 
better things than others. 

 
Masculinity May Mean Different Things in Different Contexts 

*Tabitha S Thomas (Unaffiliated) 
The present research examines masculinity perceptions in various contexts. Drawings done by 183 
men in six different contexts are analysed.The findings reveal that the facets of masculinity change 
based on social roles or settings. 

 
Purity Packaging: How and When Simple Packaging Designs Enhance Product Evaluations and 

Choice 
*Lan Anh N Ton (University of Georgia, USA); Rosanna Smith (University of Georgia, USA); Julio 
Sevilla (University of Georgia, USA) 
We find that simple (vs. complex) package designs lead otherwise identical products to be perceived 
as of higher valuation. Effect is explained through simple packaging implicitly signaling the purity of 
the interior product. 

 
Firing Founders That Behave Badly: Effects of Morality Versus Authenticity on Brand Evaluation 

*Lan Anh N Ton (University of Georgia, USA); Rosanna Smith (University of Georgia, USA) 
When a company’s founder engages in ethical misconduct, the company can fire the founder in 
hopes that the brand’s reputation maintains its integrity. This article demonstrates that the removal of 
the founder still damages the brand through competing effects of both the company’s perceived 
morality and perceived authenticity. 

 
How #Flygskam Helped To Redefine The Environmental Sensitivity Concept. 

Leo Trespeuch (EGUQTR); *Élisabeth Robinot (ESG UQAM); Béatrice Parguel (CNRS) 
Faced with climate urgency and the #Flygskam phenomenon specifically. Concept of environmental 
sensitivity (ES) evolved. A qualitative phase enabled the development of a new ES scale. This scale 
was subsequently validated in a quantitative phase. The outcome extends the concept of 
environmental sensitivity and enriches it with more emotional dimensions. 

 
Past Imperfect or Present Perfect: How Dynamic Ranks Influence Consumer Perceptions 

*Sanjeev Tripathi (Indian Institute of Management, Indore, India); *Arpita Pandey (Indian Institute of 
Management Ahmedabad); *Shailendra Pratap Jain (University of Washington, USA) 
Lists that rank brands and firms tend to be dynamic. Across four studies, we show that consumers 
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reward (vs. penalize) firms that move up (vs. down) these lists. This effect is stronger (vs. weaker) 
amongst consumers who are incremental (vs. entity) theorists and is moderated by the magnitude of 
rank change. 

 
Stressed or Self-Importance? Intentions vs Perceptions When Communicating Busyness 

*Maria Giulia Trupia (IESE Business School, Spain); Cassie Mogilner (University of California Los 
Angeles, USA); Isabelle Engeler (IESE Business School, Spain) 
When we express busyness, what are we saying versus what are others hearing? Four 
preregistered studies identify a miscalibration, such that others over-perceive statements of 
busyness as expressing self-importance (vs. stress) and an intention to impress (vs. connect). This 
has interpersonal costs. 

 
I Will Get a Reward, Too:  Disclosing the Referrer-Reward Increases Referring 

Yanping Tu (University of Florida, USA); *Zhihao Yu (University of South Florida, USA); Minzhe Xu 
(University of Florida, USA) 
Customer referral programs are prevalent yet consumers are reluctant to participate, because they 
find the referring process commercial and inappropriate for communal friends. We propose that 
disclosing the referrer-reward in the referral message can highlight the communal aspect of the 
referring process (e.g., win-win) and thus increase referring. 

 
What You Do or What You Don’t: The Impact of Framing on Goal Level Setting 

*Mirjam Tuk (Erasmus University Rotterdam, The Netherlands); Sonja Prokopec (ESSEC Business 
School); Bram Van den Bergh (Erasmus University Rotterdam, The Netherlands) 
Previous research extensively documents the positive impact of high, concrete goal levels on 
performance. We examine how we can nudge consumers to set higher goal levels and find that 
exclusion frames (e.g., deciding how many classes to skip) lead to higher goal levels. 

 
Alexa or Alex or Neither? Exploring Gender-Neutral Voices, Gender Framing and Consumer 

Judgments of Synthetic Voices 
*Broderick Lee Turner (Virginia Tech, USA); *Brett Christenson (Pennsylvania State University, USA) 
This work provides the first exploration of gender-neutral synthetic voices and non-binary gender-
framing on consumer’s perception. In two experiments, in which the authors create a gender-neutral 
synthetic voice, this work finds that framing this voice as male (vs. female, gender-neutral or control) 
increases evaluations of both warmth and competence. 

 
Holding on For a Hero: Effects of Heroes in Mitigating Mortality Threats on Unhealthy 

Consumption 
*Aulona Ulqinaku (Leeds University Business School, UK); Gulen Sarial Abi (Bocconi University, 
Italy); Elaine Louise Kinsella (University of Limerick, Ireland) 
We provide a novel avenue for mitigating the unhealthy effects of mortality threats on consumption. 
We investigated the possibility that heroes help people cope with mortality salience. We specifically 
tested the role of heroes in mitigating mortality salience (MS) threats by testing their effects on 
intentional and real compensatory consumption. 

 
Market Radicalization: Exploring Reversed Co-optation in Far-Right Consumer Culture 
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*Sofia Ulver (Lund University, Sweden); Tina Askanius (Malmö University) 
To shed new light on consumer ideology, in this research we highlight a consumer movement which 
contrasts significantly with consumer movements usually explored in consumer research; the far 
right. We identify two dimensions of aestheticizing techniques used by market actors to politicize and 
radicalize consumers into the extreme. 

 
Rethinking Perceptions of Disability: The Unintended Harm of Simplified Positive Inferences 

*Helen van der Sluis (Arizona State University, USA); Adriana Samper (Arizona State University, 
USA); Kirk Kristofferson (Ivey Business School, Canada) 
We demonstrate that consumers view people with physical disabilities (vs. without) as higher in 
moral character, caused by perceptions of increased adversity overcome. However, this attribution 
leads to stereotyping of preferences of disabled consumers, and negatively impacts individuals with 
less visible disabilities, who are judged harshly for using necessary services. 

 
The Appeal of Copycats When the Horizon is Wide:  How Broad Versus Narrow Mindset 

Influences Evaluation of Product Imitations 
*Femke van Horen (Vrije Universiteit Amsterdam); Zachary Estes (Bocconi University, Italy) 
Four studies demonstrate that consumers’ information processing mindsets affect evaluations of 
copycat brands. We show this effect with both stable traits and experimentally-induced states. A 
broad (versus narrow) mindset improves copycat evaluation via positive associations with the 
imitated brand, rather than by increasing its perceived similarity to that brand. 

 
More Eggs in the Same Basket: How Shopping Online Reduces Variety Seeking in Purchases 

*Julie Verstraeten (Ghent University, Belgium); Anneleen Van Kerckhove (Ghent University, 
Belgium); Jing Lei (University of Melbourne, Australia); Ye Zhao (Schulich Business School) 
This research reveals that shopping baskets are less varied when groceries are ordered online 
compared to when consumers shop for their groceries offline. We present a large database study 
and three lab studies that demonstrate this effect and propose that differences in anticipated 
satiation online versus offline underly this effect. 

 
Sociomaterial Performativity of the Surveillant Assemblage on Healthcare Platforms 

*Handan Vicdan (Emlyon Business School) 
Conventional surveillance theories do not suffice to describe the contours and effects of surveillance 
in the datafication of health. I propose a sociomaterial lens for understanding how surveillance 
functions and produces outcomes on healthcare platforms. I explore particular surveillance 
assemblages and their micro/meso/macro sociomaterial performativities, and how they reshape 
market practices. 

 
Your Need Doesn’t Appeal to Me: How Social Class Shapes Charitable Giving Across Causes 

*Yan Vieites (Brazilian School of Public and Business Administration, Brazil); Rafael Burstein 
Goldszmidt (Brazilian School of Public and Business Administration, Brazil); Eduardo B. Andrade 
(FGV / EBAPE) 
Although existing research shows that social class influences charitable giving in general, much less 
is unknown about whether it guides preferences for specific causes. Across five field studies, we 
demonstrate that lower-class consumers contribute more resources to pressing causes compared to 
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non-pressing ones, whereas the effect reverses among higher-class consumers. 
 
Social Media as an Empowering Tool For Mothers: Evidence From India and the United States 

*Akshaya Vijayalakshmi (Indian Institute of Management Ahmedabad, India); Meng-Hsien (Jenny) 
Lin (California State University Monterey Bay, USA) 
In this paper we aim to understand the critical role of empowerment, shaped by the use of social 
media, on mothers and their investment in children’s education. Through data collected in both India 
and the United States, we find that mere presence on social media increases empowerment thus 
educational outcomes. 

 
The Interplay of Religious Discrimination/Segregation With Consumption and Production 

Activities 
Akshaya Vijayalakshmi (Indian Institute of Management Ahmedabad, India); Nitisha Tomar 
(University of Wisconsin - Madison, USA); *Ankur Kapoor (Indian Institute of Management Udaipur, 
Inda) 
We investigate the interplay of religious discrimination/segregation with consumption and production 
activities. We uncover the duality of markets, i.e. markets help survive discrimination by enabling 
means of living, but also reproduce discrimination by precluding collective action and structural 
changes, through individualization and responsibilization. Theoretical and substantive contributions 
are also discussed. 

 
The Looking-Glass Self: Low Self-Concept Clarity Increases Appearance Management 

*Jiaqian (Jane) Wang (Northwestern University, USA); Yiqi Yu (Peking University, China) 
Using a secondary dataset, survey, and experiments, we show that low self-concept clarity increases 
appearance management (e.g. getting cosmetic procedures). This effect is driven by heightened 
public self-consciousness (i.e. a tendency to view the self as embedded in social contexts) and is 
mitigated when appearance management has negative self-presentational values. 

 
Loss Aversion: The Impact of Uncertainty on Experiential Product Preference 

Lili Wang (Zhejiang University, China); *Xuan Zhang (Zhejiang University); Wei Lyu (Shanghai Jiao 
Tong University) 
The present research explores the consequence of sense of uncertainty on experiential (vs. 
material) product preference. We find that uncertainty threatens individuals’ sense of psychological 
ownership and thus lead them to less likely to choose experiential product which intrinsically has less 
psychological ownership than material product. 

 
Deriving Mental Energy From Task Completion 

*Xiang Wang (University of Florida, USA); Chris Janiszewski (University of Florida, USA); Yanmei 
Zheng (University of Hawaii, USA); Juliano Laran (University of Miami, USA); WONSEOK JANG 
(Sungkyunkwan University) 
People need mental energy to complete tasks. This research documents a novel, endogenous 
source of mental energy – mental energy can be generated at task completion, depending on the 
value of task rewards. The findings reflect the idea that engaging in high reward activities can be 
self-sustaining. 
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Understanding Consumer Activism in Digital Environments 
*Philipp K. Wegerer (MCI Management Center Innsbruck) 
This study explores consumer-activism in digital environments. Based on a netnography/ discourse 
analysis of an online petition it finds that the activists form an online public that is mediated by a 
degrowth discourse. The study contributes to consumer activism literature by highlighting the  
peculiarities of online-activism publics. 

 
Time Machine to the Future - The Potentials and Risks of Using Virtual Reality to Stimulate 

Saving Behavior 
*Andrea Weihrauch (Amsterdam Business School); Tobias Schlager (HEC Lausanne, Switzerland) 
While simulating the future can motivate saving behavior, we uncover an unexpected risk of using 
immersive technologies (i.e., Virtual Reality) to simulate negative life events. With increasing realism, 
they also trigger cognitive defenses, eventually undermining saving behavior. Framing a negative life 
event as more positive can attenuate this effect. 

 
The Environmental Consequences of People's Moods: Positive Moods and Disposal Behavior 

*Sarah Whitley (University of Georgia, USA); Remi Trudel (Boston University, USA); Weston Baxter 
(Imperial College London, UK) 
Recycling presents a real way to combat climate change, but can something as simple as your mood 
influence your likelihood to recycle? We suggest that positive moods increase one’s likelihood to 
recycle with behavioral evidence observed both in the lab and on an aggregate level in the 
community. 

 
Examining the Ongoing Process of 'Hegemonic Legitimacy' of Meat: a Discursive Institutional 

Perspective on Market Maintenance 
*Lucie WIART (University of Lille, France); Deirdre Shaw (University of Glasgow); Nil Özçaglar-
Toulouse (University of Lille, France) 
This paper focuses on the process of market maintenance in the context of meat. Through a 
discursive and hegemonic perspective on legitimacy, it highlights how market as a contingent 
hegemonic discourse continuously (re)create concept and object of meat and meat-eater subject 
position to maintain through different discursive struggles. 

 
Counting Calories: How Calorie Perceptions and Estimates Diverge 

*Kaitlin Woolley (Cornell University, USA); Peggy Liu (University of Pittsburgh, USA) 
Balancing calorie consumption and expenditure is vital for consumer health, yet calorie assessments 
can be inaccurate. Six studies find that the method of evaluating calories, whether consumers form 
an ordinal estimate (“very few” to “very many” calories) versus an absolute estimate (numeric 
response), biases calorie assessments, with real choice consequences. 

 
Say Cheese or Not? 

*Ruomeng Wu (Western Kentucky University); Meng Liu (Independent Researcher); Ze Wang 
(University of Central Florida, USA); Ming-Shen (Cony) Ho (Clemson University, USA) 
This research examines the interaction between smile intensity and status rank. Across four 
empirical studies, it indicates that a broader smile leads to favorable (unfavorable) impressions and 
higher (lower) compliance when associated with a lower (higher) social status. These observed 
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effects are driven by perceived consistency with consumers’ emotion decodes. 
 
The Effect of Product Evaluations on Consumer Recycling Behavior 

*Vivian (Jieru) Xie (Virginia Tech, USA); Rajesh Bagchi (Virginia Tech, USA) 
We examine how product evaluations (positive vs. negative) affect consumers’ decisions to recycle 
or trash products, even when these evaluations (e.g., taste of bottled water) does not affect 
recyclability (of the bottle). Across four experiments, we provide evidence for this novel effect and 
demonstrate why this occurs. 

 
How Do Consumers React to Company Moral Transgressions? The Role of Power Distance 

Belief and Empathy For Victims 
*Haiyue (Felix) Xu (Pennsylvania State University, USA); Lisa Bolton (Pennsylvania State University, 
USA); Karen Page Winterich (Pennsylvania State University, USA) 
This research examines how, why, and when consumer response to company moral transgressions 
varies as a function of the cultural value of power distance belief (PDB). Specifically, consumers with 
lower (versus higher) PDB tend to experience more empathy for victims and thus respond less 
favorably following company moral transgressions. 

 
Was the Past Heavier? The Impact of Product Temporal Orientation on Perceived Heaviness and 

Product Purchase 
Lan Xu (Wuhan University, China); *June Cotte (Ivey Business School, Canada); Nan Cui (Wuhan 
University, China); Yiran Jiang (Wuhan University) 
The temporal orientation of a product (from the past or future), influences perceived product 
heaviness, purchase intentions, and behavior. The effect of temporal orientation on perception of 
heaviness is mediated by specificity of consumer thinking, and the effect on purchase behavior is 
influenced by fit between temporal orientation and weight. 

 
Getting Nothing Feels Fairer Than Getting Something: How Allocation Outcomes Invoke 

Different Allocation Rules 
*Minzhe Xu (University of Florida, USA); Bowen Ruan (University of Iowa, USA) 
We investigate perceived fairness regarding resource allocation between two entities in a 
performance-based setting. We find that people perceive allocating no resource (vs. a small 
compensation amount) to the low performer to be fairer. The mechanism concerns the extent to 
which each allocation conforms to the allocation rule it invokes. 

 
Social Media Magnetism and Marketplace Pilgrimage 

*Haibo Xue (East China Normal University); *Xin Zhao (Lancaster University, UK) 
In this study, we develop the concept of social media magnetism to theorize the mysterious and 
quintessential quality of popular Instagramable space in attracting followers. Pious consumers wait 
for hours for a spot in these places and share experiences. We study such marketplace pilgrimage 
and the simulation of consumer deceleration 

 
Stigmatized Creatives: The Advertisers' Perspective 

*Cagri Yalkin (University of Birmingham, UK); *Finola Kerrigan (University of Birmingham, UK) 
Given the recent focus on the advertising industry as contributors to the global crisis, we draw from 
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the literature on stigmatized work and study to what extent the advertisers themselves view their job 
as stigmatized. In doing so, we contribute to the literature on creative identities. 

 
Time in the Past Is Real and Honest: The Role of Nostalgia in Enhancing Authenticity 

*Shiyu Yang (University of Illinois at Urbana-Champaign, USA); *Jia Chen (University of Illinois at 
Chicago, USA); *Yu-wei Lin (University of Illinois at Urbana-Champaign, USA) 
Consumers search for authenticity in products and experiences. Six studies show that nostalgia can 
increase experienced authenticity. Moreover, we identify the mechanism and boundary condition of 
such an effect, as well as its behavioral consequence. Big data analytics on over 50,000 Kickstarter 
products corroborates this effect. 

 
The Moderating Effect of Regulatory Focus on Consumer Preferences For Price Discounts and 

Bonus Packs 
*Jun Yao (Macquarie University, Australia); Di Wang (Queensland University of Technology, 
Australia); Brett A.S. Martin (Queensland University of Technology, Australia) 
Prior research has identified that a bonus pack is preferred over a price discount. This preference 
does not hold for prevention-oriented consumers who prefer a price discount, but promotion-oriented 
consumers prefer a bonus pack. We attribute this effect to the regulatory fit between a promotion 
offer and consumers’ regulatory orientation. 

 
The Devil You Know: The Problem of Equilibrium Goals 

*Siyuan Claire Yin (University of Pennsylvania, USA); Cait Lamberton (University of Pennsylvania, 
USA) 
This paper describes equilibrium goals, wherein consumers seek to preserve the status quo despite 
low utility. We find that consumers often hold such goals, despite high self-control demands and 
negative emotional outcomes. An exploration of the mechanisms prompting equilibrium goal 
adoption facilitates interventions that prompt disengagement from such unhelpful pursuits. 

 
The Effect of Social Identity Conflict on Consumers’ Planning Time Horizons 

*Yiqi Yu (Peking University, China); Ying Zhang (Peking University, China) 
Six studies show that social identity conflict shortens consumers’ planning time horizons and leads to 
preferences for short-term products and services. This is because an unclear sense of self brought 
by identity conflict, weakens the foundation of a temporally stable self and consequently, anchors 
consumers’ horizons to the proximate future. 

 
How Mere Manager Response Influences Product Evaluations 

*Vincentia Yuen (University of Miami, USA); Michael Tsiros (University of Miami, USA) 
Using four experiments, we show that the mere presence of manager responses enhances 
prospective customers’ product evaluations and purchase intentions by shaping customers’ 
perception of firms’ responses to negative issues in reviews. This research highlights the 
underexplored issue of eWOM intervention and provides practical implications for managing online 
reviews. 

 
Women Who Watch Porn: Market-Mediated Gendered Discourses and Consumption of 

Pornography 
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*Maria Carolina Zanette (Neoma Business School); Athanasia Daskalopoulou (University of 
Liverpool, UK) 
This paper explores how market-mediated gendered discourses – consciousness of sex positivity 
and the negative effects paradigm of pornography – influence how female consumers experience 
pornography in their lives. Using a theoretical lens of institutional logics, we discuss how the 
gendered nature of pornography provokes conflicts for women who watch porn. 

 
The Pursuit of Pragmatic Truth at the Cost of Literal Truth 

*Charles Zhang (University of California Riverside, USA); Norbert Schwarz (University of Southern 
California, USA) 
Social norms and philosophy of language both require speakers to says what is true. We propose 
two layers of truth in communication: literal truth and pragmatic truth. We find that, under 
communication constraints where only one layer can be attained, people pursue pragmatic truth at 
the cost of literal truth. 

 
Does Space Speak Quantities? The Impact of Interspace on Product Size Estimates 

*Yuli Zhang (Stockton University, USA); Hyokjin Kwak (Drexel University, USA); Marina Puzakova 
(Lehigh University, USA); Charles R. Taylor (Vilanova University, USA) 
This research examines the effect of interspace on product size estimates. We show that when 
space exists between products in a display, consumers are better able to distinguish the product 
from the environment, which results in greater attention being devoted to the product, and, in turn, 
higher product size estimates. 

 
Maximizing Strengths or Fixing Weaknesses? Evaluatees Tend to Fix Weaknesses More Than 

Evaluators Appreciate 
Xiaoying Zheng (Nankai University of China); *Yanping Tu (University of Florida, USA); Jingting 
Yuan (China Construction Bank); Jing Xu (Peking University) 
Every product has its strengths and weaknesses. We find that, when given an opportunity to improve 
a product, sellers/evaluatees tend to fix weaknesses more than buyers/evaluators appreciate. We 
further show that this is because evaluatees experience evaluation apprehension, which leads them 
to focus on the negative aspects. 

 
Can a Single Digit Make Consumers Eat Less? The Influence of Calorie Presentation Format on 

Consumers’ Unhealthy Food Consumption 
*Li ZHOU (Hunan Normal University); *Leilei Gao (Chinese University of Hong Kong, China); Guowei 
ZHU (Hunan University) 
This research shows that a round-number presentation (as opposed to precise presentation) of food 
calorie information will decrease consumers’ consumption of unhealthy foods. This is because the 
enhanced fluency of processing round (vs. precise) numbers will magnify perceived risk associated 
with calorie intake, which in turn decreases consumption level. 

 
Donating Cash or Donating Objects? How Donation Type Determines Donation Likelihood 

*Xiaozhou (Zoe) Zhou (IE Business School, Spain); Dilney Gonçalves (IE Business School, IE 
University, Spain) 
Non-profits are concerned that in-kind donations cause more harm than benefits. Nonetheless, this 
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Working Papers 

 

research provides evidence that donors consistently prefer in-kind donations over cash across 
different situations. We also show that donors’ preference for in-kind donations can be attenuated by 
low construal levels or strengthened by high imaginal processing ability. 

 
Digital Nudging to Reduce Screen Time Consumption 

*Laura Zimmermann (IE University, Spain); Michael Sobolev (Cornell University, USA) 
Three studies demonstrate that screen-time tracking apps improve digital self-awareness, but do not 
help consumers reduce mobile phone screen time. Conversely, a digital nudge, turning the mobile to 
greyscale, is an effective tool to lower screen time. Finally, we find that lower screen time is linked to 
better performance at university. 

 
Engagement With Virtue and Vice Information Through the Day 

*Ozum Zor (Rutgers University, USA); Kihyun Hannah Kim (Rutgers University, USA); Ashwani 
Monga (Rutgers University, USA) 
In six studies—four experiments and two studies using large-scale Twitter datasets we demonstrate 
that as the day shifts from morning to evening, the engagement of consumers shifts away from virtue 
content and toward vice content. These asymmetric results for online information engagement 
provide insights for both theory and practice. 

 
Beyond the Westernized Body: Constructing the Ideal Curvy Female Body Through Paradoxical 

Paradigms 
*Hela Zouaoui (Université de Tunis, Tunisia); Fatma Smaoui (Université de Tunis, Tunisia); Russell 
W. Belk (York University, Canada) 
Through qualitative research, we study the body imaginary as a dynamic concept constructed 
through paradoxical paradigms at individual, social and global levels. In Tunisia, the ideal female 
body is depicted as curvy. Curves challenge a binary model to become a site of unification between 
westernized thin ideal and ancestral voluptuous. 
 

Share My Failure, Not My Success: How People Make Ubiquity Judgments Based On Past Events 
Sepehri (University of Mannheim, Germany); Maximilian Gaerth (University of Mannheim, Germany); 
*Florian Kraus (University of Mannheim, Germany) 
This research examines how consumers judge the ubiquity of positive (vs. negative) events 
experienced by themselves (vs. others). Across two studies, we demonstrate that consumers 
evaluate their own negative experience to be more ubiquitous than the same event experienced by 
another person. This pattern reversed for positive experiences. 

 

 
 
30% Human is Better Than 10% Human: Consumers’ Sensitivity to Human Versus Machine 

Involvement in Production 
*Almira Abilova (Erasmus University Rotterdam, The Netherlands); Gizem Yalcin (Erasmus 
University Rotterdam, The Netherlands); Stefano Puntoni (Erasmus University Rotterdam, The 
Netherlands) 
Prior research shows that people prefer human-made to machine-made products but has not 
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investigated preferences for products made with more vs. less human involvement. Using a newly 
developed paradigm, we find that consumer preferences for products decrease as less human labor 
is involved and that this decrease is linear. 

 
Markets as Contested Assemblages: Comparative Case Study 

*Aya Aboelenien (HEC Montreal, Canada); *Jack Sadek (Concordia University, Canada) 
Through studying meat, vape and cryptocurrency markets, we investigate actors contesting the 
legitimacy of these markets and their strategies. Involved actors include industry associations, 
specialized media, consumers, religious institutions, federal agencies, financial and scientific 
communities. Actors participate in strategies of problematization, demarcation, validation and 
affirmation. 

 
It Tastes Better For Me Just Because You Don’t Like It:  The Effect of Cognitive Dissonance on 

Product Enjoyment 
*Aya Aboelenien (HEC Montreal, Canada); Caroline Roux (Concordia University, Canada) 
Prior research on cognitive dissonance has mostly focused on understanding consumers’ attitude 
and behavior after having to process counter attitudinal information. However, little is known about 
the effect of cognitive dissonance on subjective consumption experiences. Across two experiments, 
we investigate the effect of cognitive dissonance on subjective product enjoyment. 

 
When Indulgent Choice Can Promote the Next Indulgent Choice 

*Naoki Akamatsu (Meiji Gakuin University); *Reo Fukuda (Asia University, JAPAN) 
This study discussed the impact of the result of the prior indulgent choice (buy or restraint) on 
subsequent indulgent choices. Whereas the conventional idea is that “restraint” of a prior choice 
promotes subsequent indulgent choices, we clarified the conditions where “exercising” a prior choice 
facilitates subsequent indulgent choices. 

 
The Vulnerable Refugee Mother: Consumption Responses to Identity Threats 

*Roua Alhanouti (University of Lille, France) 
This paper attempts to summarize a research investigating the experience of refugees’ families in 
“transition phases” associated to forced migration. It considers strategies developed by mothers in 
consumer behavior to deal with identity threats. Research was conducted based on ethnographic 
approach. The study focuses on family identity and transitional challenges. 

 
Brands in Creative Processes 

*Catia Carvalheiro Alves (Nova School of Business and Economics); Irene Consiglio (Nova School 
of Business and Economics, Portugal); Luis Martinez (Nova School of Business and Economics) 
I propose that brand preferences affect creative performance as well as accuracy of self-reported 
creativity. Professional creatives and consumers produce more creative work when they work for 
brands they like (vs. dislike). Also, I observe a brand preference bias on successful forecasting of 
their own creative work. 

 
Using Consumer Neuroscience to Explain Product Choice From Experience 

*Oriana Rachel Aragón (Clemson University, USA) 
Academics and practitioners increasingly are expending valuable resources studying consumer 
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behavior through neuromarketing. Electroencephalogram (EEG) investigations have thus far gauged 
consumers’ preferences for presented products. This is the first EEG investigation (N=135) to 
successfully capture consumers’ nonproduct-related internal states to predict consumers’ product 
choices made moments after EEG data collection. 

 
Perceived Age of a Name: Adopting Age-based Names in Over-the-Top Media Content 

*Sunny Arora (S P Jain Institute of Management and Research, Mumbai, India); *M. G. 
Parameswaran (S P Jain Institute of Management and Research); *Unnati Dogra (Sardar Patel 
Institute of Technology,Mumbai, India); *Sarah Hawa (Sardar Patel Institute of Technology,Mumbai, 
India) 
With media content exploding, there is a need for character names befitting to their age. Names from 
the Indian voters’ list and over-the-top media were analyzed using sound symbolism. When vowel 
and consonant sounds are of consistent frequency, names with high-frequency sounds are 
perceived younger than names with low-frequency sounds. 

 
Curious Abstraction: How Message Abstraction and Financial Scarcity Affect Processing of 

Mortgage Ads 
*Esra Asif (University of Leeds); J. Josko Brakus (University of Leeds, UK); Alessandro Biraglia 
(University of Leeds, UK) 
Buying a house is one of the most important decisions consumers make in their lifetime, weighing 
reality (e.g. their financial resources) against imagination (e.g. owning a mansion). We show that 
abundant - opposed to scarce - mindsets trigger consumer’s curiosity when exposed to an abstract 
(vs. concrete) mortgage advertising frame. 

 
Soul Inside the Machine: Product Morphology Influences Consumer Valuation 

*Sumitra Auschaitrakul (University of the Thai Chamber of Commerce, Thailand); Dan King 
(University of Texas Rio Grande Valley, USA) 
Many products, such as luxury wristwatches, have a “creviced morphology,” with a crevice bored into 
the product structure. We demonstrate the “crevice effect,” in which products with a crevice (versus 
without) elicit a higher valuation, underpinned by increased perceptions of a high level of 
materialized expression. 

 
Experiences as Ends (versus Means) Bring More Happiness and Meaning 

*Hankyul Bae (University of Minnesota, USA); *Kathleen Vohs (University of Minnesota, USA) 
We tested whether pursuing an experience for intrinsic reasons (ends approach) versus extrinsic 
reasons (means approach) would differently affect consumer well-being. Two experiments revealed 
that people report more happiness and meaning when they think about their experiences as ends 
versus means to another end. 

 
Better With Diverse Contexts? The Effects of Contextual Diversity of  Background on 

Consumption Imagery 
*Eunsoo Baek (Hong Kong Polytechic University); Zhihong Huang (Hong Kong Polytechic 
University) 
The study explored the effect of contextual diversity of background images on consumption imagery 
with a moderating effect of processing style. Results showed that a multiple (v.s. a single and none) 
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contextual background generated consumption imagery of a product for holistic (v.s. analytic) 
processors, leading to positive product evaluation. 

A Good Cry or A Gratifying Revenge? Desired Mixed Emotional Experience in Movie 
Consumption Across Cultures 
*Aaron J. Barnes (University of Louisville); *Jie(Doreen) Shen (University of Illinois at Urbana-
Champaign, USA); Jennifer L Stoner (University of North Dakota, USA); Carlos Torelli (University of 
Illinois at Urbana-Champaign, USA) 
Prior research suggests that content with mixed emotions appeals to collectivists, but not 
individualists. In contrast, the current research suggests that both individualists and collectivists 
desire movies with mixed emotional themes, as long as the mixed emotions align with their cultural 
values. 

 
Can’t See You! The Effect of Packaging on Calorie Perceptions 

*Sara Baskentli (Western Washington University, USA); *Tracy Rank-Christman (University of 
Wisconsin - Milwaukee, USA) 
This research investigates how packaging material impacts consumers’ perceptions of calories. 
Results from two studies show that packaging material has an impact on consumers’ caloric 
perceptions. The authors suggest that the material of package impacts calorie perceptions, which, in 
turn, could have implications on product consumption. 

 
Augmented Reality Effects on Attitude and Memory 

*Juliana M. Batista (EAESP-FGV, Brazil); Annaysa Salvador Muniz Kamiya (Centro Universitário 
FEI); Delane Botelho (EAESP-FGV, Brazil) 
Little is known about the underlying mechanisms on the effect of augmented reality (AR) on 
consumer´s attitude and memory. In two experiments we demonstrate that positive attitude toward 
the brand increases, and memory recall decreases, when consumers are exposed to AR. Perception 
of media´s innovation and entertainment mediate such effect. 

 
Making Home Away From the Established Models of Ownership: Preliminary Findings From a 

Housing Cooperative 
*Ons Belaid (IAE Lyon, France); Mariam Beruchashvili (California State University Northridge, USA); 
*Sonia Cappelli (University of Lyon, France); William Sabadie (University Jean Moulin Lyon 3, 
France) 
Based on an ethnographic study conducted in the context of a large cooperative house located near 
the metropolitan area in France, where residents practice consciously elected collective cohabitation, 
we examine how consumers make home (Douglas 1991) in a physical space of a house deliberately 
devoid of conventional forms of ownership. 

 
Digital Platforms and Market Intermediation 

*Kristin Bentsen (University of South-Eastern of Norway); Eileen Fischer (York University, Canada); 
Per Egil Pedersen (University of South-Eastern of Norway) 
This paper explores how market intermediation may be affected when market actors rely on digital 
platforms. It draws on participant observation conducted in “REKO” markets in which transactions 
and interactions are primarily conducted via groups organized on Facebook. The paper identifies 
four actor/platform intersections that may profoundly shape intermediation. 
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Another Advertising Stereotype: Effects of Non-Stereotyped Portrayals of Older Women in 

Advertising 
*Hanna Berg (Stockholm School of Economics); *Karina T. Liljedal (Stockholm School of Economics) 
This paper examines the effects of featuring non-stereotyped portrayals of older women in 
advertisements. In two empirical studies, we demonstrate positive ad effects of using non-
stereotyped portrayals of older models for female consumers. Furthermore, these effects are 
explained with signaling theory and the social effects of advertising. 

 
Commitment Contracts: The Effect of Commitment-Based Pricing on Customer Acquisition and 

Retention 
*Katja Berger (University of Hamburg); Klaus Wertenbroch (INSEAD, Singapore); Christina Schamp 
(University of Mannheim, Germany) 
Nowadays, an increasing number of firms incorporate commitment into their pricing schemes and 
business models. Our research shows how to design and present commitment-based pricing 
optimally to acquire and establish long-term relationships with customers. 

 
Feeling Pressured to Disclose Personal Information? Understanding The Role of Social Pressure 

on Consumers’ Information Disclosure Intention 
*Alena Bermes (Heinrich Heine University Düsseldorf, Germany); *Maximilian Alexander Hartmann 
(Heinrich Heine University Düsseldorf, Germany); Peter Kenning (Heinrich Heine University 
Düsseldorf, Germany) 
This research examines if consumers feel social pressure to disclose personal information for mobile 
application usage. Grounded in the theory of self-determination, the results prove that social 
pressure (being of multifaceted structure including fear of missing out, subjective norms, and image) 
is positively related to information disclosure intention. 

 
Stop It! Consumer Resilience as a Buffer Against Psychological Conflicts in the Digital Age 

*Alena Bermes (Heinrich Heine University Düsseldorf, Germany); Nikita Maleev (Heinrich Heine 
University Düsseldorf, Germany); Peter Kenning (Heinrich Heine University Düsseldorf, Germany) 
Drawing on psychological resilience theory, this research is the first to define, conceptualize, and 
test the phenomenon of consumer resilience against the background of today’s digital environment, 
which confronts consumers with rising psychological conflicts (e.g. fear of missing out). The 
preliminary results proof consumer resilience’s buffering effect against such stressors. 

 
Dimensions of Believability of Brand News: An Exploratory Study 

*Kshitij Bhoumik (Texas Tech University, USA) 
This research explores the factors that shape consumer believability toward brand news on digital 
platforms. What are the cues consumers look to evaluate the authenticity of any brand 
communication? What kind of brand message is considered as highly believable? We identified eight 
dimensions that shape consumers' perception of brand news. 

 
Sequential Sensory Cues in Retailing and Food Packaging: Managerial and Ethical Implications 

*Dipayan Biswas (University of South Florida, USA); Lauren I Labrecque (University of Rhode 
Island); Donald Lehmann (Columbia University, USA) 
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Sensory cues are often encountered sequentially (than simultaneously) in many retailing, food 
packaging, and consumption contexts. A series of experiments demonstrate how the sequence in 
which sensory cues are encountered might influence food taste perceptions, food choices, and 
consumption volume. 

 
It’s Written All Over Your Face—Applying Deep Neural Networks to Explain Human Mating Based 

on Facial Characteristics 
*Daniel Boller (University of St. Gallen, Switzerland) 
This research investigates human mating in online dating markets based on facial characteristics by 
utilizing high-dimensional profile section, transaction, and facial image data of 640,000 users of an 
online dating platform. The results of this research assist software developers and marketing 
practitioners in designing algorithms for human matching. 

 
Counterfeit Consumption Eliciting Group-Based Emotions 

*Delane Botelho (EAESP-FGV, Brazil); Fernando A. Fleury (EAESP-FGV, Brazil); *RAMONA DE 
LUCA (EAESP-FGV, Brazil) 
This paper investigates positive and negative emotions as consequences of the consumption of 
counterfeits in the context of soccer supporters. Specifically, the perceived personal in-group 
responsibility for consuming counterfeits leads to negative affect (e.g., guilt and anger), while the 
responsibility for consuming original products leads to positive affects (e.g., pride). 

 
A Contingency Theory of Artificial Intelligence: Consumer Beliefs, Value Creation, And Resistance 

to Creative AI 

C Personal Trainers’ Physical Appearance and Service Registration Intention: Desire to 

Resemble as an Underlying Mechanism 

*Anna Bouwer (University of St. Gallen, Switzerland) 
This paper examines the unexplored role of ‘creative AI’ by studying the perception of machine-
generated ‘creative output’. It provides conceptual foundations on the notion of creative AI and 
demonstrate the consumer associations with AI along with the downstream consequences of 
creative AI for consumers’ perception of aesthetic quality and valuation. 

 
Understanding Recovery From Compulsive Consumption With Practice Theory 

*Larissa Carine Braz Becker (University of Turku); Melissa Archpru Akaka (University of Denver, 
USA); Hope Schau (University of Arizona, USA); Elina Jaakkola (University of Turku) 
This paper analyzes how consumers reconfigure a system of practices during recovery from 
compulsive consumption. A study with recovering alcoholics reveals how consumers disengage from 
non-supportive practices and how new practices relate to each other. These findings contribute to 
the literature by using a sociological perspective to study behavioral change. 

 
Unveiling the Color Matching Effect in Product Displays 

*Daniel Erik Brylla (Friedrich Schiller University Jena, Germany); Gianfranco Walsh (Friedrich 
Schiller University Jena, Germany) 
Consumer researchers have long been interested in explaining the effects of individual and 
combined colors on consumer perceptions and behaviors. Across four studies, the authors show that 
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product colors that match a moderate amount of colors in the shopping environment increase 
consumers' aesthetic perception and purchase intentions. 

 
Uninformed But Unaware: How the Number of Likes Triggers a Knowledge Illusion on Social 

Media 
*Andrea Bublitz (University of Zurich); Anne Scherer (University of Zurich); René Algesheimer 
(University of Zurich) 
Drawing from theory on the group mind, this research uncovers how likes on social media trigger a 
knowledge illusion: If individuals are not motivated or able to read but content received many likes, 
they rely on external knowledge in the group mind and feel better informed than they objectively are. 

 
How Can We Make Fat Women Feel Miserable? 

*Ana Julia Büttner (ESPM, Brazil); Suzane Strehlau (ESPM, Brazil) 
The objective is to comprehend how plus-size women find well-being through fashion inside the 
symbolic violence. The qualitative method used semi-structured interviews using photo-elicitation 
reveals that fatshionistas play with fashion rules and present well-being. Although at the same time, 
they reveal a subordination to the cult of thinness. 

 
Mindful Brand: Development and Validation of a Mindful Brand Scale (MBS) 

*ELLEN CAMPOS SOUSA (Florida International University, USA); Jayati Sinha (Florida International 
University, USA) 
This research brings a novelty contribution to the marketing and mindfulness literature, proposing a 
conceptualization and a measurement for a mindful brand from a consumer perspective. A set of 
characteristics associated with mindful brand was identified, and a mindful brand scale (MBS) was 
developed and validated. 

The Visual Impaired Tourist: Facilitators and Inhibitors in Choosing Tourist Destinations 
*Aline Delmanto Capone (ESPM); *Vivian Iara Strehlau (ESPM) 
This paper aims to understand what factors influence leisure travel destination choice for the visually 
impaired. A qualitative approach using in-depth interviews with three different groups preliminarily 
found that acquired blinds have more constraints than congenital or low vision. The origin of 
blindness affects their well-being and how they travel. 

 
The Exquisite Exotic:  Revalorization of Culinary Ingredients and Traditional Food Practices in 

the Global Marketplace 
*Flavia Cardoso (Universidad Adolfo Ibáñez, Santiago, Chile); *Angela Gracia B. Cruz (Monash 
University, Australia); *Pilar Ximena Rojas Gaviria (University of Birmingham, UK) 
This theoretical piece offers an integrative framework to theorize how marketing actors invest and 
participate in the international resignification of culinary ingredients and food practices. It goes 
beyond localized case studies, synthesizing the current theorizations on the internationalization of 
food, and charts an agenda for future research. 

 
Chatbots an Exploratory Analysis on the Impact of NLP and Customer Sentiment Analysis 

*Lilian Carvalho (FGV/EAESP); Eusebio Scornavacca (University of Baltimore) 
We partnered with a startup that uses NLP (natural language processing) to assist different firms to 
set up their virtual assistants. We analysed 4,320 interactions and found that chatbot-human 
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interaction had a better score than human-to-human interactions. 
 
Let Me Split the Donation, I Will Donate More: How Installment Payment Reduces Perceived Cost 

and Increases Willingness to Donate. 
*Marta Caserotti (University of Padova); Enrico Rubaltelli (University of Padova); Paul Slovic 
(University of Oregon, USA) 
Do people prefer a donation split into several instalments or a lump sum? Do they prefer to pay now 
or later? Four experiments (and a pretest) investigated how payments options and intertemporal 
choice affect donations. We found that the opportunity of giving through instalments increased 
donations, decreasing the perceived cost. 

 
A Reimagining: Prefiguring Systems of Alternative Consumption 

*Katherine Casey (University of Kent); Maria Lichrou (University of Limerick, Ireland); Lisa O'Malley 
(University of Limerick, Ireland) 
This ethnographic research reveals how an ecovillage prefigures consumption via a repertoire of 
alternative consumption and production systems designed to challenge neoliberal notions of choice, 
value and ownership; explores how community members participate in broader changemaking and 
how the community engages the broader institutional framework to further environmental education. 

 
Understanding Overconsumption  – Symbolic and Spatial Transgressions in Public Places 

*Cecilia Cassinger (Lund University); *Jörgen Eksell (Lund University) 
Overconsumption refers to harmful or excessive consumption. This study demonstrates how 
experiences of overconsumption are constructed in transgressions of boundaries within places. 
Results are supported by a study of citizens’ experiences of tourism-consumption in touristified 
cities. They underscore the importance of considering experiences of overconsumption practices for 
sustainable consumption. 

 
Causa Sui (Cause of Itself): How Self-benefit Appeal Framing Interacts With Situational and 

Dispositional as Donation Cause-types 
Chia-Chi Chang (National Chiao Tung University); *Joseph Iesue (National Chiao Tung University); 
*Chia Hua Lin (National Chiao Tung University) 
Research provides insight on charitable giving by testing the interaction between donation cause-
types (situational vs. dispositional) and self-benefit appeals (‘karma’ - intentional but dependent, 
‘feel-good’ - intentional and independent, ‘humanity’ - unintentional). Results show ‘karma’ appeal 
elicits higher donations for situational causes, with ‘feel-good’ and ‘humanity’ appeals benefiting 
dispositional causes. 

 
Social Influence and Personalization  in Behavioral Retargeting Advertising 

Yaping Chang (Huazhong University of Science and Technology, China); *Shaowei Chai (Huazhong 
University of Science and Technology); *JUN YAN (Huazhong University of Science and 
Technology) 
Through a serial of field experiments on Facebook, this research examined the impacts of social and 
personalized messages in retargeting advertising on customer responses. Results indicate 
geographic proximity is more effective than number of likers on social media. Personalized message 
works negatively. Product knowledge works as a moderates. 
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How Social Functioning Ability and Crowdedness Impact Consumer Behavior 

*Shiyun Chen (University of Iowa, USA); *Gary Gaeth (University of Iowa, USA); *Irwin Levin 
(University of Iowa, USA) 
In the current research, we investigate the impact of social functioning on consumers under varying 
levels of social crowdedness. Our finding suggests that people with lower social functioning abilities 
feel less comfortable, more anxious and dislike the more crowded environment compared to people 
with higher social functioning abilities. 

 
Waiting For A Download: The Effects of Congruency Between Anthropomorphic Cues and 

Shopping Motivation on Consumer Patience 
*Siyun Chen (Jinan University); Xinliang Wei (Temple University, USA) 
People tend to be impatient while waiting for a webpage to download, which might be negatively 
correlated with their satisfaction with the online providers. In particular, we propose a new framework 
of how the congruence of anthropomorphic messengers and shopping motivation enhances patience 
(i.e., perceived quickness of a download). 

 
What to Buy When the American Dream Fails? Understanding the Taste of Downwardly Mobile 

Consumers 
*Wei-Fen Chen (University of Leicester); Xue Wang (Chinese University of Hong Kong, China); Ying-
yi Hong (Chinese University of Hong Kong, China) 
This study examines how consumer behaviors are influenced by upward and downward economic 
mobility. Findings indicate that facing downward mobility, consumers lessen the economic 
components in their self-identities and thus are less interested in purchasing products framed in 
advertisements that appeal to economic capital compared to their upwardly mobile counterparts. 

 
Securing Non-Touristy Shops-- Claiming Local Collective Identities in Political Consumption 

Against Inbound Tourists’ Shopping Spree 
*Wei-Fen Chen (University of Leicester); Tin-yuet Ting (The Hong Kong Polytechnic University) 
Departing from behavioral perspectives that examine how consumers’ political consumption relates 
to personal characteristics, this study investigates how collective identities of local consumers are 
shaped in response to overwhelming inbound shopping tourism, informing the contemporary 
practices of citizen consumers and manifesting a novel approach to understand political 
consumption. 

 
Utilizing Matte Packaging to Communicate Social Warmth 

*Yu-Shan Athena Chen (Eindhoven University of Technology); *Wei-Ken Hung (National United 
University) 
Two studies demonstrate that matte packaging conveys haptic information in the same manner as 
interpersonal touch (Study 1); and, matte packaging is preferred over glossy packaging when people 
have a goal to reduce coldness (Study 2). Together, these results suggest that matte packaging is 
instrumental in communicating warmth. 

 
The Effect of Identical or Distinct Service Failure Recovery on Customer Satisfaction 

Yin-Hui Cheng (National Taichung University of Education, Taiwan); *Shih-Chieh Chuang (National 
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Chung Cheng University, Taiwan); *Ya-Ju Shen (National Chung Cheng University) 
This paper study showed that providing the same type of service is worse than providing a different 
service in terms of customer satisfaction. Two boundary conditions were examined, in which the 
severity of the failure and consumer participation mitigate the effect of identical/distinct service 
recovery on customer satisfaction.   

 
I Can Be Perfect! Growth Mindset Moderates the Effect of Perfectionism on Maladaptive Eating 

Behaviour 
*Jennifer Chernishenko (University of Lethbridge); Rhiannon MacDonnell Mesler (University of 
Lethbridge, Canada); Debra Z Basil (University of Lethbridge) 
To clarify the link between perfectionism and eating behaviors, we proposed that implicit mindset 
would moderate the relationship between perfectionism and maladaptive eating behaviour. Whereas 
a growth mindset increased use of dieting strategies and consequently maladaptive eating behavior, 
fixed mindset reduced this effect. Implications for research and practice are discussed. 

 
When Technology Environment is More Indulging: Impact of Accessibility to Technology-

Equipped Environment on Self-Control Behaviors 
*Yunjia Chi (Huazhong Agricultural University, China); Fue Zeng (Wuhan University, China); Li 
Huang (Hofstra University, USA) 
The mere perception of accessibility to technology-equipped environment, without actually using 
technologies, triggers consumers’ effort conservation intention, which results in lapses of self-control. 

 
The Effects of Majority/Minority Source Status and Argument Quality of Online Reviews on 

Product Perceptions: The Moderating Role of Product Type 
Yi-Wen Chien (National Taiwan University); *Shian-Ko Liu (National Taiwan University) 
This study posits that for different products (search vs. experience goods), source status and review 
quality may have different impacts. Experience goods rely more on source status whereas search 
goods rely more on review quality. Marketers are suggested to develop effective promotion 
strategies based on product type. 

 
Strong As An Ox: Usage Of Storytelling By Vegan Athletes To Reduce Consumers’ Meat-Health 

Associations 
*ziad choueiki (Ghent University, Belgium); Maggie Geuens (Ghent University, Belgium); Iris Vermeir 
(Ghent University, Belgium); Adriaan Spruyt (Ghent University, Belgium) 
This paper explores the implicit/explicit association between meat consumption and health. We 
propose that storytelling by vegan athletes (whose personal experiences challenge the prejudice of 
veganism being an inadequate diet) can help reducing both consumers’ implicit meat-health 
association and the explicit belief that meat is necessary, normal, natural, and nice 

 
Friendship Alleviates Sense of Regret 

*JungHan Chung (Sogang University); Young-Won Ha (Sogang University) 
The authors investigated whether psychological relatedness affects consumers’ sense of regret in 
consumption failure settings. Through three experiments the authors demonstrated that close 
relationship can alleviate sense of regret and this friendship effect was mediated by locus of 
causality, and was moderated by individuals’ level of subjective well-being. 
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In Defense of Happy Hedonism: Moving Beyond Materialism and Its Negative Impact on Well-

Being 
*Rita Coelho do Vale (Catolica Lisbon School of Business and Economics); Rik Pieters (Tilburg 
University, The Netherlands) 
This research studies happy hedonism, analyzing its relationship with consumer well-being. It 
explores the idea that pursuing pleasure through the mere consumption of experiences and objects 
might positively contribute to consumer well-being. Three laboratory studies were conducted to 
explore the happy hedonism phenomenon and to distinguishing it from consumer materialism. 

 
The Making of Healthy, Wealthy, and Happy Consumers: Practices and Politics of Nudging in 

For-Profit Firms 
*Leonardo Conte (Università della Svizzera italiana); Lena Pellandini-Simanyi (Università della 
Svizzera Italiana) 
This paper extends research in Consumer Culture Theory on the making of the consumer subject by 
examining (1) the performative role of nudging practices in businesses, (2) their underlying 
normative visions and (3) the concrete processes through which they shape consumers within the 
Foucauldian framework of neoliberal governmentality. 

 
Life Transition to Terminality: Dynamic Regimes of Representation, Permanent Liminality, and 

Coping Consumption 
*Michele Corengia (Università della Svizzera italiana); Luca M. Visconti (Università della Svizzera 
italiana) 
Through the lenses of representation theory, this (n)ethnographic research contributes to literature 
on consumer permanent liminality and coping consumption. Unpacking life and market transition of 
patients to terminality accounts for how they use representational agency and consumption to 
counterbalance etic representational regimes, and the tensions arising from their liminal experience. 

 
Salience Over Centrality? How Environmental Identity Drives Pro-Environmental Consumption 

*Sandor Czellar (HEC Lausanne, Switzerland); *Leila Rahmani (HEC Lausanne, Switzerland); 
*Simona Haasova (University of Lausanne); Valentina Clergue (HEC Lausanne, Switzerland); 
Christian Martin (National University of Ireland Maynooth) 
We investigate the relationships between environmental identity centrality, its salience and pro-
environmental behavior. Five studies reveal a distinct influence of environmental identity salience 
and centrality, but no interaction between the two, on several types of self-reports and actual 
behaviors. Our findings bear implications for research aiming to promote pro-environmental 
consumption. 

 
Leaving the Field: Problematizing Temporality in and of Ethnographic Consumer Research 

*Christian Dam (University of Gothenburg); *Mathias Sosnowski Krabbe (University of Southern 
Denmark, Denmark) 
This paper argues that the temporality of ethnographic consumer research is inadequately 
illuminated, which prevents the conceptualization of exiting the field. Thus a stronger focus on the 
various methodological and ethical aspects of exiting the field is needed, particularly due to the 
changing notions of what constitutes the field. 
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Group Buying of Experiential (vs. Material) Purchases 

*Gopal Das (Indian Institute of Management Bangalore, India); James Agarwal (University of 
Calgary, Canada); Mark T Spence (Bond University, Australia) 
This research examines how experiential vs. material purchases influence consumer preference for 
group buying (vs. individual buying). Specifically, consumers while purchasing experiential (vs. 
material) goods anticipate more enjoyment, which in turn results in higher intent to participate in 
group buying behavior. These effects hold for interdependent (vs. independent) self-construal. 

 
Marketing’s Role in Promoting Common Good: A Systematic Examination and an Agenda For 

Future Inquiry 
Benét DeBerry-Spence (University of Illinois at Chicago, USA); Lez Ecima Trujillo Torres (University 
of Illinois at Chicago, USA); *Rumela Sengupta (University of Illinois at Chicago, USA); Jia Chen 
(University of Illinois at Chicago, USA); Kohei Matsumoto (University of Illinois at Chicago, USA) 
We examine the role marketing has played in promoting the ‘common-good’ by conducting a 
systematic multi-method, multi-journal inquiry. Marketing consistently contributes to a dialogue of 
common-good by publishing impactful articles in areas like health and CSR. Opportunity exists for 
greater contributions to important areas such as gender-empowerment and education. 

 
A Permanently Loose End: Constructing the Intersectional Identity of British South Asians 

*Ofer Dekel Dach (De Montfort University); *Amandeep Takhar (De Montfort University, Leicester) 
Moving away from dominant acculturation models, this research study draws on intersectional theory 
to better understand how individuals from the British South Asian community in the U.K., respond to 
social complexity and engage in identity construction. Our findings present a picture of the way 
participants mix and juxtapose identity categories. 

 
The Friday Payday Effect: The Impact of Intraweek Payday Timing on Deserving Justifications 

and Discretionary Spending 
*Wendy De La Rosa (Stanford University, USA); Broderick Turner (Northwestern University, USA); 
Jennifer Aaker (Stanford University, USA) 
More than half of Americans are paid on Fridays. However, little is known about how intraweek 
payday timing (e.g., Monday vs. Friday paydays) impacts consumer spending. Across a series of 
studies and an analysis of real-world spending, we demonstrate that Friday paydays increase 
consumers’ deserving justifications, and thus, their discretionary spending. 

 
The Effect of Ambient Odors on Categorization and Semantically-Congruent Product Choices 

*RAMONA DE LUCA (EAESP-FGV, Brazil); *Delane Botelho (EAESP-FGV, Brazil) 
Research in sensory and scent marketing has prioritized cognitive approaches in which consumer 
choices result from deliberate decisions. However, consumers’ choices are largely regulated by 
pleasurable experiences that arise automatically. This research explores the unconscious process 
underlying the effect of ambient scent on consumers’ categorization and semantically congruent 
choices. 

 
Priming Pleasure Through Smells: the Effect of Positive Odors on Categorization of Affectively 

Congruent Objects 
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*RAMONA DE LUCA (EAESP-FGV, Brazil); *Delane Botelho (EAESP-FGV, Brazil) 
Studies demonstrated that pleasant scents induce pleasurable experiences and choices. However, 
the unconscious mechanism through which individuals make mental associations between odors 
and unrelated objects is unclear. This research explores the effect of odors on mental processes 
(categorization) when the odor and stimuli in other modalities match on their valence. 

 
Does Alphago's Victory Over Human Champions Reduce The Interest Of People In Go? The 

Negative Effect Of Artificial Intelligence On Competition Events 
*Zhongzhun Deng (Huazhong University of Science & Technology); Donghong Zhu (Huazhong 

University of Science & Technology，China) 

Four studies（N=1214）confirm that how and why losing to robots (vs human) negatively affected 

consumer attitude toward these events. We contribute to the literature on Robot, AI and goal theory 
from another perspective. In addition, research help companies and governments to avoid negative 
effects when advertising robots. 

 
 
Sacrificing Pleasure For Status. Which Customers Are Attracted by Healthy Luxury Goods? 

*Perrine Desmichel (Northwestern University, USA); Goedele Krekels (IÉSEG School of 
Management, France) 
Luxury brands have recently entered the market of healthy products, although healthy benefits can 
reduce the hedonic benefits of luxury consumption. Across two preliminary studies, we propose and 
show that consumers who did not earn (vs. earned) their wealth present stronger desire for healthy 
(vs. non-healthy) luxury goods. 

Recycled Plastic on the Upswing: The Effect of Packaging Material on Perceived Healthiness and 
Purchase Intention 
*Joyce De Temmerman (Ghent University, Belgium); Nico Heuvinck (IESEG School of Management, 
France); Hendrik Slabbinck (Ghent University, Belgium); Iris Vermeir (Ghent University, Belgium) 
This research explores the impact of recycled plastic on perceived healthiness and purchase 
intention. We find that consumers tend to perceive products in recycled (vs. regular) plastic 
packaging as healthier and thereby are more likely to purchase products in recycled plastic 
packaging. 

 
Atemporal Nostalgia as Artefact in Post-Colonial Non-Western Context 

*Amina Djedidi (Université Paris-Est Créteil, IRG); *Nacima Ourahmoune (Kdge Busines School) 
Often pictured as a passive longing for the past, this paper conceives nostalgia as atemporal: it 
creates states and spaces where time is reconfigured to reach selective accounts of bridges 
between the past, present and future. Nostalgia atemporality sutures complex and heterogeneous 
sociocultural references in Post-Colonial Non-Western context, Algeria 

 
Keeping Track of What’s Deserved When Personal Finances Grow 

*David Dolifka (University of California Los Angeles, USA); Stephen A Spiller (University of California 
Los Angeles, USA) 
All financial growth first requires principal to invest. In this project, we explore the relationship 
between the perceived deservingness of both principal and downstream growth. Initial studies 
suggest consumers downplay whether or not their principal was deserved when judging the 
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deservingness of subsequent financial growth. 
 
Does a Flaw Outweigh a Flaw? The Bright Side of Negative Comments in Online Product 

Reviews 
*Shen DUAN (Renmin University of China) 
The research find that two-sided information reviews are more persuasive to consumers than one-
sided information reviews, and the importance, proportion and position of negative information play a 
moderating role in this relationship. This study enriches the relevant research on the impact of online 
reviews on consumer product purchases. 

 
Recovering Cultural Authority: Marketplace Abandonment and Return 

*Toni Eagar (Australian National University); *Andrew Lindridge (Newcastle University); Diane Martin 
(RMIT University) 
This project investigates how a brand can recover its former position in a marketplace after losing 
legitimacy. We apply a process data approach to qualitatively analyse 614 media reports and 31 
interviews. We extend the brand longevity concept and reveal brand recovery as a process involving 
return, dormancy and resurrection. 

Goal Conflict Undermines Self-Continuity and Leads to Greater Preference For Renting Vs. 
Buying 
*Mahdi Ebrahimi (California State University Fullerton); *Anoosha Izadi (University of Massachusetts, 
USA) 
The present research identifies a novel antecedent for consumer renting behavior. We propose that 
consumers who experience goal conflict are more likely to rent vs. buy a product or service. We also 
show that the effect is mediated by lower perceptions of future self-continuity. 

 
The “Common Good” Phenomenon in Country of Origin Effects 

*Martin Egger (University of Vienna, Austria); Arnd Florack (University of Vienna, Austria); 
Adamantios Diamantopoulos (University of Vienna, Austria); Georgios Halkias (University of Vienna, 
Austria) 
The “common good” phenomenon describes that products share positive attributes, but are 
distinguished according to negative attributes. In three studies, we demonstrate that this 
phenomenon applies to products from different product categories and countries, and show that it 
decreases the differentiating power of favorable country of origin labels. 

 
Coopetition and Creativity in Idea Crowdsourcing: Investigating the Mediating Role of Emotional 

and Motivational Ambivalences 
*Mehdi Elmoukhliss (TSM Research) 
We investigate why coopetition-based idea crowdsourcing has a positive effect on consumers’ 
creativity. We study two potential mediators: emotional ambivalence, and motivational ambivalence. 
We found a significant indirect effect of motivational ambivalence. We contribute to the consumer 
research literature by introducing coopetition as a new model for engaging creative consumers. 

 
The Effects of Mindfulness on Healthy Food Choice in Childhood Socioeconomic Groups 

*Amy Errmann (University of Auckland, New Zealand); Yuri Seo (University of Auckland, New 
Zealand); Felix Septianto (University of Auckland, New Zealand) 
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The effects of mindfulness on healthy food selection is receiving attention in academia and practice. 
The current research examines which childhood socioeconomic groups benefit the most from 
mindfulness as it pertains to food choice. We propose that mindfulness provokes low childhood 
socioeconomic groups to make healthier food choices. 

 
Risk on the Edge: The Effect of Socio-spatial Location on Consumer Preferences 

*Sina Esteky (Miami University, Ohio, USA); Amar Cheema (University of Virginia, USA) 
This paper explores how the relative spatial location of consumers in a group affects consumer 
preferences. We find that being located close to the center versus edge of a group primes the 
concepts of safety versus risk, respectively. As a result, being farther away from the center 
heightens risk-seeking. 

 
How the Different Wordings of Message in Pop-Up Window Affect Consumers’ Behavior? 

*Yafeng Fan (Tsinghua University, China); Jing Jiang (Renmin University of China) 
This research classifies the message wording approaches in pop-up windows into “guilt appeal”, 
“delaying appeal” and the “no appeal” and examine how the different wording affect consumers’ 
behavior. Compared with not using any appeal, “guilt appeal” and “delaying appeal” in pop-up 
windows can promote consumers’ retention rate and customer satisfaction. 

 
When Social Media Word-of-mouth Catches Envious Eyes:  How Feelings of Being Envied 

Influence Self-brand Connection 
*Wenting Feng (Hainan University); *Irina Y. Yu (Chinese University of Hong Kong, China); *Morgan 
X. Yang (The Hang Seng University of Hong Kong) 
We examined the ambivalent impacts of being envied experiences, triggered by sharing luxury 
consumption on social media. Results from three experiments show that feeling being maliciously 
(benignly) envied decreases (increases) self-brand connection, mediated by anxiety (pride). The 
effects are more salient when consumers interact with peers with lower social-distance. 

 
Give Me the Fish Vs. Teach Me How to Fish: The Effect of Socioeconomic Status on Recipients’ 

Willingness to Accept Help 
Maura Ferreira (Catholic University of Rio Grande do Sul); *Erick M. Mas (Vanderbilt University, 
USA); Kelly Goldsmith (Vanderbilt University, USA) 
This research investigates an overlooked side of prosocial behavior, the recipient’s willingness to 
accept help. We show that recipients’ socioeconomic status can decrease, and increase, willingness 
to accept low-order (money/food) and high-order (scholarships) help, as these types of help can 
represent both self-threat and self-support depending on recipients’ socioeconomic status. 

 
Are Ingroup Recommendations Always Better? The Role of Outgroup Credibility on Parental 

Purchases and Attitudes 
*Fábio Miguel Ferrony Varela Martins (Universidade Europeia); Márcia Maurer Herter (Universidade 
Europeia); *Raquel Reis Soares (Universidade Europeia); Diego Costa Pinto (Nova IMS - 
Information Management School) 
This paper uncovers how outgroup credibility can reduce ingroup bias. In particular, this paper 
examines how credibility acts as a boundary condition to social influence of parents (ingroups) and 
pediatricians (outgroups), turning outgroups more influential than ingroups on parental purchase 
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intentions and brand attitudes. 
 
Mitigating Uncertainty in Consumer Adoption of Medical Artificial Intelligence 

*Darius-Aurel Frank (Aarhus University); Polymeros Chrysochou (Aarhus University, Denmark); 
Panagiotis Mitkidis (Aarhus University, Denmark); Dan Ariely (Duke University, USA) 
This pre-registered study investigates the potential of explicit uncertainty quantification information in 
mitigating consumers’ reluctance to trust and depend on recommendations by medical artificial 
intelligence agents’ in decision scenarios characterized by uncertainty. 

 
Brand Familiarity Shows in Consumers’ Eyes 

*Léon Franzen (Concordia University, Canada); Amanda Cabugao (Concordia University, Canada); 
Aaron P. Johnson (Concordia University, Canada); H. Onur Bodur (Concordia University, Canada); 
Bianca Grohmann (Concordia University, Canada) 
Although brand familiarity has been linked to product recognition speed and prior experience, the 
objective measurement of consumers’ brand familiarity remains challenging. We integrated an 
extensive product image validation study with novel pupillary response measurements to 
demonstrate reliable dissociation of familiar and unfamiliar brands without an overt response. 

What Makes Services Luxurious?  Insights From a Qualitative Study 
Martin P Fritze (University of Cologne); *Jochen Wirtz (National University of Singapore, Singapore); 
Jonas Holmqvist (Kedge Business School) 
We address the research question ‘What constitutes a luxury service experience’? and report results 
from exploratory interviews conducted with luxury service consumers to understand how they 
perceive differences between luxury and non-luxury services. Our results reveal key luxury 
perception dimensions in the search, decision, consumption and post-consumption states. 

 
Re-imagining Subcultures: A Comparative Study of Generational Preconceptions of Music 

Consumption, Identity, and Belonging 
Olivia Fulvio-Mason (University of Gloucestershire); *Richard Warr (University of Gloucestershire) 
As the existence of subcultures within today’s youth culture have begun to be questioned, this study 
focuses on changes surrounding music consumption that have occurred between Millennials and 
their parent generations. Aims include the exploration of youth subcultures, musical identity, and 
thetransformation of generational preconceptions towards popular music consumption. 

 
Seeing Through Your Eyes: The Influence of Interface on Advertisement Processing 

*Lin Ge (Chinese University of Hong Kong, China); Hao Shen (Chinese University of Hong Kong, 
China) 
Consumers are more likely to take a first-person perspective while viewing advertisements on a 
smartphone than on a personal computer. Consequently, they might react more favorably to an ad 
with content generated from the first-person perspective if they view it on a smartphone (vs. a PC). 

 
Mixed Emotions Inspire Missions (Im)possible – The Role of Emotions in Setting and Achieving 

High Aspirations 
*Jana-Verena Gerhart (Johannes Gutenberg University Mainz); Oliver Emrich (Johannes Gutenberg-
University of Mainz, Germany); Michael Norton (Harvard Business School, USA); Jordi Quoidbach 
(ESADE Business School, Spain); Ann-Kathrin Haderdauer (Johannes Gutenberg University 
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(graduate)) 
A longitudinal study of New Year’s Resolutions examines the effect of emotional states on goal 
setting and goal attainment. Participants (N=1,004) assigned to experience mixed emotions when 
setting goals increased their aspiration levels more than those assigned to experience positive 
emotions. Higher aspirations, in turn, predicted resulting change. 

 
How Incongruent Products Drive Brand Engagement: The Role of Curiosity 

*Maximilian H. E. E. Gerrath (University of Leeds); *Alessandro Biraglia (University of Leeds, UK) 
Brands seek new ways to engage consumers on social media. For example, McDonald’s recently 
generated buzz by announcing an incongruent product—Big Mac scented candles. Across three 
experiments, we examine the link between (low vs. high) congruence and brand engagement. 
Moreover, we identify curiosity as a driver of this effect. 

 
You Don’t Need To Be Me To Win My Heart: The Impact of Cognitive Appeals on Empathy In Pro-

Social Behaviors 
*Mahsa Ghaffari (university of Portsmouth,UK); Giovanni Pino (University of Chieti-Pescara, Italy); 
Daniel Nunan (University of Portsmouth) 
Despite the widespread conviction that empathy and congruency between self and the target 
increase pro-social behaviours, this research underscore the importance of marketing 
communication techniques in boosting altruistic behaviour when the self and target are incongruent. 

 
The Effect of Warmth and Competence Perceptions on Algorithm Preferences 

*Zohar Gilad (Technion University, Israel); Liat Levontin (Technion University, Israel); Ofra Amir 
(Technion University, Israel) 
Perceptions of warmth (intent) and competence (ability) strongly affect people's judgment of 
individuals, groups, and organizations. We find that surprisingly, not only competence perceptions 
affect people's preferences for artificial intelligence algorithms. Moreover, similarly to the judgments 
of other people, warmth perceptions tend to have a stronger effect on preferences. 

 
Which Autonomous Vehicle (AV) Will be More Pro-Social? The One You Own or Rent. 

*Tripat Gill (Wilfrid Laurier University, Canada) 
Recent research reveals that consumers expect AVs to be less pro-social than regular car drivers. 
Current work examined how ownership would impact the latter moral shift. It was found that owned 
AVs are expected to be more pro-social than the ones that are rented, due to self-extension into the 
AV. 

 
With God on My Side, I Have No Fear of Ultra-processed Foods and Lack of Exercise 

*Ali Gohary (Monash University, Australia); Hean Tat Keh (Monash University, Australia); Eugene 
Chan (Monash University, Australia) 
This research investigates the impact of God salience on consumers’ food choice and physical 
inactivity. Three studies (secondary data, chronic and primed God salience) show that God 
reminders lead consumers to exhibit greater willingness to choose ultra-processed (vs. 
unprocessed) food products and being more physically inactive. 

 
When Recycling Seems Risky: Are Consumers Afraid to Recycle Sensitive Information? 
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*Gabriel E. Gonzales (SUNY New Paltz); Matthew D. Meng (Utah State University); Christopher 
Berry (Colorado State University, USA); R. Bret Leary (University of Nevada, Reno, USA) 
The current research proposes that consumers are uncomfortable recycling items containing private 
information (e.g., “junk” mail, bank statements, etc.), despite seeing such items as recyclable. Two 
initial studies provide evidence for this effect, suggesting a potentially untapped source of highly-
recyclable material while generating insights for both scholars and practitioners. 

 
Behavioral Option Value and Product Set Choice 

*Paniz Gorji (Erasmus University Rotterdam, The Netherlands); Benedict Dellaert (Erasmus 
University Rotterdam, The Netherlands); Bas Donkers (Erasmus University Rotterdam, The 
Netherlands) 
We propose a behavioral theory of consumers’ option value for sets from which they consume a 
product in the future. For example, consumers may choose between health insurance networks from 
which they select a provider for treatment later. Results from two experiments support our 
hypotheses and illustrate the proposed approach. 

 
The Injustice of Envy 

*R Justin Goss (Colorado State University-Pueblo, USA) 
This research investigates the impact that status hierarchies within brand communities have on the 
occurrence of Envy. I examine the antecedents and consequences of Malicious and Benign Envy. 
Specific attention is paid to Deservingness. Findings show that Deservingness affects feelings of 
both Malicious and Benign Envy. Implications are discussed. 

 
Consumer Deceleration Through Cultural Borrowing and Critical Reflection 

*Sarah Grace (University of Arkansas, USA) 
This research extends previous findings on consumer deceleration by exploring how cultural 
borrowing, facilitated through marketing activities in a globally connected consumer culture, can 
provoke critical reflection. The findings of this study empirically ground a theoretical process that 
marketers can use to constructively engage in the phenomenon of social acceleration. 

 
Is That Brand Relevant to Me? Concept, Measurement and Antecedents of Brand Relevance 

Amélie Guèvremont (École des Sciences de la Gestion, UQAM); *Fabien Durif (École des Sciences 
de la Gestion, Université du Québec à Montréal); Cindy Grappe (Écoles des Sciences de la Gestion, 
Université du Québec à Montréal) 
This research explores the meaning of brand relevance according to consumers and its creation 
from a branding perspective. Across four studies, it defines brand relevance and its dimensions 
(utilitarian/symbolic/social/environmental), develops a measurement scale, identifies brand 
relevance’s antecedents, and validates them through an in-depth analysis of relevant brands’ social 
media content. 

 
Investigating the Effects of Uncertainty Avoidance on Customer Loyalty Intention 

*Bingxuan Guo (University of Texas at San Antonio, USA); Karen Page Winterich (Pennsylvania 
State University, USA); yinlong zhang (University of Texas at San Antonio, USA) 
This research explores how cultural orientation of uncertainty avoidance affects customer loyalty 
intention. Secondary country level data and primary individual level experiment provide convergent 
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evidence, showing a negative effect of uncertainty avoidance on customer loyalty intention, and this 
effect is mitigated by desire to change and need for structure. 

 
Social Class and Risk Taking: The Effects of Perceived Benefits and Decision Domain 

*Yafei Guo (University of Illinois at Urbana-Champaign, USA); Xue Wang (University of Hong Kong, 
China) 
The present paper is the first to systematically examine the class-related differences in consumer 
risk-taking behavior. It proposes a moderation of risk domain to reconcile the differential risk patterns 
among different socioeconomic consumers. The class-related risk patterns provide insights for 
managers who target consumers with social class differentiation. 

 
Upskilling Communication and Self-Production: How to Communicate the Value of Cocreated 

Innovation? 
*Ajmal Hafeez (University of South-Eastern Norway); *Marit Engeset (University of Southeast 
Norway) 
Although much research have focused on how consumers derive value from engaging in self-
production, less focus has been given to how such offerings can be communicated to consumers. 
We posit that messages focuses on upskilling or ways in which engaging in self-production can 
improve consumers’ skills, increases adoption of such products. 

 
How Estimating One’s Minimum or Maximum Spend Affects Total Expected Expenditure on a 

Shopping Trip 
*Eunha Han (Monash University, Australia); Harmen Oppewal (Monash University, Australia); 
Eugene Chan (Monash University, Australia); Luke Greenacre (Monash University, Australia) 
We investigate the effect of considering one’s possible minimum and/or maximum spend on the 
expected total spend during a grocery shopping trip. We propose that considering one’s maximum 
will increase the effect of unpacking on magnitude estimation while consideration of the minimum 
spend will decrease the effect. 

 
Social Exclusion Causes People to Share Blatantly False Stories in the Service of Affiliation 

*Hyerin Han (University of Minnesota, USA); Hyun Euh (University of Minnesota, USA) 
The present study demonstrated that participants who felt excluded (vs. accepted) were more likely 
to share fake news which was high in emotional intensity even though they knew that these news 
stories were highly likely to be false, but only when doing so boosted their chances to communicate 
with others. 

 
Do Happiness and Meaning in Life Uniquely Predict Consumer Well-Being? 

*Xianyu Hao (University of Minnesota, USA); *Kathleen Vohs (University of Minnesota, USA) 
We tested the influence of happiness and, separately, meaning on consumer well-being once their 
overlapping variance was removed. Two studies testing life views, psychological needs, and 
interpersonal outcomes indicated that happiness was a stronger predictor than meaning — thereby 
suggesting doubts about the influence of meaning on well-being. 

 
Consumer Reactions to Social Media Brand Blunders 

*Ceren Hayran (Ozyegin University, Turkey); Melis Ceylan (Bilkent University, Turkey) 
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This research explores how brand blunders - humorous and accidental business mistakes - that take 
place on social media influence consumers’ attitudes and relationship with the brand. Two studies 
show that loyal (vs. non-loyal) consumers are more negatively influenced by blunders as they think 
blunders are not funny but offensive. 

 
The Impact of Gratitude on Consumer Maximization Tendency in Decision-Making 

*Dongjin He (Hong Kong Polytechic University, China); Brent McFerran (Simon Fraser University, 
Canada); Yuwei Jiang (Hong Kong Polytechic University, China) 
This research shows that gratitude can increase consumers’ maximization tendency, evidenced by 
searching for more options, spending more time on decision-making, and choosing stores with larger 
assortment sizes. This effect appears because gratitude activates a self-improvement motivation. 
Furthermore, we show the situations in which the proposed effect is weakened. 

 
Feeling Justified to be a Jerk: Consumers Are More Likely to Complain For Someone Else Than 

For Themselves 
*Patrick Matthew Healey (Washington University, USA); Cynthia Cryder (Washington University, 
USA); Sydney Scott (Washington University, USA) 
Consumers’ participation in behaviors that lead to negative social perceptions increases when they 
are engaging in the behavior on behalf of another person. The present research is focused in the 
realm of customer complaints and nagging. 

 
Communities of Stigmatized Knowledge: Social Exclusion, Political Sovereignty, and Globalized 

Capitalism 
*Tim Hill (University of Bath, UK); *Stephen Murphy (University of Essex); *Robin Canniford 
(University of Melbourne, Australia) 
Prior studies show that consumers can be sceptical of the truth claims produced by the State, 
universities, and scientific communities. The proposed study investigates consumers who develop 
alternative claims to truth that are ignored or rejected by such dominant knowledge-making 
institutions. 

 
Fractal Agency: Fetishization of Algorithms and the Quest For Transcendence 

*Soonkwan Hong (Michigan Technological University, USA) 
This research discusses critical topics related to algorithms and transhumanism to explicate and 
theorize the entanglement between big data, marketable transcendence, and fractal agency. Such 
discussion helps identify future research topics that highlight more specific characteristics of 
algorithms, such as opacity, messiness, inscrutability, hyper-legitimacy, hyper-functionality, and 
equal distribution of accountability. 

 
The Impact of Social Crowding on Consumers’ Sensitivity to Price Magnitude 

*Yuansi Hou (Queen Mary University of London); *Ke Zhang (Shanghai University, China) 
Crowding is a widely observed phenomenon. Through a correlational study and two experiments, the 
research provides evidence suggesting consumers are less sensitive to the magnitude of service 
prices and reveals the underlying mechanism of reliance on feelings (vs. cognitions) when making 
judgments in the more (vs. less) crowded conditions. 
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Adding Human Cues in a Green Advertisement Makes it More Engaging 
*Junhui Huang (Tsinghua University, China); Maggie Wenjing Liu (Tsinghua University, China) 
Making a green advertisement more engaging has always been a great concern for marketers and 
environmentalists. With two studies, we show that subtle human cues in advertisements can 
increase the audience’s engagement with the advertisement. 

 
The Closeness Buffering Effect: How Closeness Weakens Negative WOM Impacts 

*Li Huang (Hofstra University, USA); Hang Nguyen (Michigan State University, USA) 
Word of Mouth (WOM) has great impacts on consumer decisions. Contrary to the common belief of 
greater impacts from close friends over strangers, we found that negative WOM from close (distant) 
others were viewed more subjective (objective) and thus become less (more) influential on 
consumers’ decisions. 

 
“Brain Damaged” Celebrity Followers: An Exploration Of The Effect Of Celebrity’s Brand 

Endorsement On Followers’ Social Media Engagement 
Mei Huang (Xihua University); *Xiaodan zhang (Peking University, China); Fang Wan (University of 
Manitoba, Canada); Yifan Chen (University of Manitoba, Canada) 
The current research explores the impact of celebrity’s brand-related posts on followers’ social 
media engagement. We find that brand endorsement types in celebrity’s social media post impacts 
their fans’ engagement behaviors (i.e. likes, comments, and shares) differently. 

 
Wine Attributes For Purchase Satisfaction: an Exploration of Gender Difference 

*Hyowon Hyun (Hanyang University); *Dongyoup Kim (Hanyang University); Jungkun Park (Hanyang 
University) 
This research explores how numerous wine decision attributes affect satisfaction. The wine 
attributes were categorized into three wine factors (i.e., basic, intrinsic, extrinsic) and positively 
associated with satisfaction. The results of hierarchical regression and experiment showed the 
gender difference in the relationship between wine factors and satisfaction. 

 
Semantic Congruity of Price and Name: The Effect of Precise or Round Numbers and Sound 

Symbolism 
*Hiroaki Ishii (Aoyama Gakuin University, Japan); Jaewoo Park (Musashi University, Japan); Taku 
Togawa (Sophia University) 
Previous studies show that consumers associate precise or round numbers with specific concepts. In 
this study, we explore the semantic association of precise or round prices with the concept of 
smallness or largeness and the effect of semantic congruity between the price and sound of brand 
name on product evaluation. 

 
Money Can Corrupt Others But Not Me: Asymmetrical Perception of Future Self-Continuity 

*Anoosha Izadi (University of Massachusetts, USA); Mahdi Ebrahimi (California State University 
Fullerton) 
The present research examines how people perceive change in their (vs. others) fundamental 
characteristics after facing with hypothetical situational changes in their (vs. others) future. We 
predict that the relationship in not symmetrical, meaning that people perceive more change when the 
situational change is related to others (vs. themselves). 
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The Effect of Implicit Bias on Marketing Practitioners' Decisions For Minority Consumers 

*Jorge Rodrigues Jacob (Columbia University, USA); Martin Davidson (University of Virginia, USA); 
Valerie Purdie-Greenaway (Columbia University, USA); Tatianna Dugue (Columbia University, USA) 
The mismatch between the identity background of those that define products’ marketing strategies 
and those who purchase them may increase the likelihood of biased marketing strategies that target 
stigmatized consumers. 

 
“We” Don’t Always Like Copycats: How Self-construal Influences Evaluation of Product Imitation 

*Seongun Jeon (Vrije Universiteit Amsterdam); Femke van Horen (Vrije Universiteit Amsterdam); 
Peeter Verlegh (Vrije Universiteit Amsterdam, The Netherlands); Keith Wilcox (Columbia University, 
USA) 
Three experiments provide converging evidence that self-construal (interdependent versus 
independents) affects the evaluation of copycats (products imitating the trade-dress of leading 
brands). Interdependents evaluate high similarity imitations more negatively than independents. 
Such copycat evaluation is moderated by norms regarding copycatting for interdependents, but not 
for independents. 

 
Setbacks as Self-Control Replenishment in Consumer Goal Pursuit 

*Lan Jiang (Menlo College); Stephanie Dellande (Menlo College, USA); *Miranda Canniff (Menlo 
College) 
This research investigates the effect of setbacks in goal pursuit. Extending the literature on self-
control as a resource, we propose that occasional setbacks can be seen as a chance for 
replenishment, resulting in longer term goal-consistent behaviors. The frequency and duration of the 
setback will be studied as potential moderators. 

“Scarce- Insincere” Heuristic: Signaling Effect of Limited Quantity in Scarcity Appeal 
*YUFANG JIN (Dalian University of Technology); *Guang-Xin Xie (University of Massachusetts 
Boston) 
This research reveals a novel “scarce - insincere” heuristic when consumers make inferences of 
limited quantities in scarcity appeals. Product scarcity can reduce perceived sincerity of suppliers 
and deter consumers from purchase. Real-world transaction data demonstrate the counterproductive 
effect of product scarcity, and experimental data suggest the underlying process. 

 
Do Majority and Minority Always Act Differently? How Relative Group Size Affects Utilitarian 

Consumption 
*Yu Jinjun (City University of Hongkong); Yijie Wang (Hong Kong Polytechic University, China); 
Nakaya Kakuda (City University of Hong Kong, China) 
This research investigates how relative group size affects consumers’ utilitarian consumption. We 
propose that consumers prefer utilitarian products more when they are situated in a relatively smaller 
group, which is mediated by the need for self-improvement. Two experiments are conducted to test 
our hypothesis. 

 
Fostering Progressive Literacy Through New Media Consumption: How Memes, Podcasts, And 

Political Comedy Spur The Political Imaginary 
*Hunter Jones (Aalto University, Finland) 
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This netnography of the increasingly popular, digitally active, and politically charged ‘Dirt Bag Left’ 
presents an original model depicting how consumption of political comedy in new media is used to 
foster progressive literacy and reignite stagnant socio-political imaginaries. In doing so, it makes 
substantial contributes to Transformative Consumer Research. 

 
I Hope Therefore I Save: The Positive Effect of Hope on Financial Decision Making 

*Stephen Juma (Virginia Tech, USA); Mario Pandelaere (Virginia Tech, USA) 
Understanding what motivates people to save is critical in a time when most people do not have 
enough savings. We tested the prediction that hope motivates saving through an increased focus on 
the future. Results from three studies show that hope leads to savings and a boundary condition is 
identified. 

 
“Others Seem to Move Further Than I Do”: How Perceived Change in Distance May Differ 

Depending on Who Creates the Distance 
*Wonsuk Jung (University of Wisconsin - Madison, USA); Joann Peck (University of Wisconsin - 
Madison, USA) 
Our judgement on distance may be influenced by whether the distance in question is created by the 
self or the other. We propose that when the distance is created by the other, the impact of that 
distance may seem greater compared to when the distance is created by the self. 

 
Bibliometric Analysis of Immersive and NeurophysiologicalTools in Retailing 

*Shobhit Kakaria (University of Valencia); Aline Simonetti (University of Valencia); Enrique Bigne 
(University of Valencia) 
Given the evolving nature of marketing research and the prominence of neurophysiological and 
virtual tools, this bibliometric analysis showcases the representative research trends in the past two 
decades and prospective directions in the domain of retailing. 

 
Can Taste Predict Product Evaluation?: The Role of Variety-Seeking on Innovative Products. 

*Nakaya Kakuda (City University of Hong Kong, China); *Xiaolei Su (City University of Hong Kong); 
Cheng Gao (Nanjing University, China) 
This research investigates the impact of taste sensation on innovative product evaluations. 
Specifically, this research found spicy taste recall having a positive influence on product evaluation 
and bitter taste recall having the opposite effect. This effect is mediated by variety-seeking intention, 
moderated by innovation types: radical innovation vs. incremental innovation. 

 
The Effect of Gratitude Expression on Word-of-Mouth Intentions 

*Christine Kang (California State University Long Beach, USA) 
This research finds consumers’ tendency to reciprocate firm’s favor is modulated when they were 
given a chance to express gratitude. Participants who were guided to express their gratitude 
reported significantly lower intention to generate WOM offline or online compared to those who 
expressed happiness or those in control condition. 

 
The Effect of Nostalgia on the Ideal Self and Moral Identity 

*Hedieh Karachi (Deakin Business School); Jeff Rotman (Deakin Business School); Andrea Vocino 
(Deakin Business School) 
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While past research has demonstrated that nostalgia leads to self-continuity (Sedikides et al. 2015; 
Sedikides et al. 2016), the current research suggests that self-continuity is linked to just thinking 
about the distant past. However, only nostalgia reduces the discrepancy between one’s ideal-self 
and heightens moral identity. 

 
The Effect of Assortment Categorization and Construal Level on Consumer Satisfaction 

*Bianca Kato (University of Guelph, Canada); *Juan Wang (University of Guelph, Canada) 
Our work explores the interplay between construal levels and assortment categorization on 
consumers’ satisfaction. We found that consumers are more satisfied with an assortment with fewer 
(vs. more) categories when under a concrete construal, and that this effect is mediated by fluency 
perceptions, attenuated by consumers’ familiarity with the product. 

 
What Makes a Product Cute: Infantile Attributes Influence Perceived Cuteness of Products 

*Carolyn Wells Keller (Northwestern University, USA); Neal Roese (Northwestern University, USA) 
In four studies, we investigate the influence of infantile attributes on perceived cuteness in 
anthropomorphized products. We find that roundness of a product’s base or ‘body’ has a particularly 
consistent impact on perceived cuteness. Infantile attributes also had a stronger effect on perceived 
cuteness in utilitarian (vs. hedonic) products. 

 
What Makes an Advertisement Offensive? The Interplay of Prescriptive and Descriptive Norms 

*Saeid Kermani (York University, Canada); Peter Darke (York University, Canada) 
This research explores the joint impact of prescriptive and descriptive norms on consumers’ intention 
to complain about an offensive advertisement. Two experiments provide support to the proposition 
that descriptive norms influence intention to complain via perceptions of harm when a prescriptive 
norm has been violated. 

 
The Interactive Effects of Identity Salience and Accountability on Product Judgment 

*Claire Heeryung Kim (McGill University, Canada) 
A salient identity motivates consumers to think and behave consistently with that identity. Expecting 
to be required to explain a judgment to others later might increase motivation to engage in 
comprehensive information processing. Thus, this research proposes that the act of providing 
reasons will diminish the identity salience effect. 

 
A Time-Oriented Explanation Of Desire For Scarce Item In Online Retailing 

*Dongyoup Kim (Hanyang University); JUNGKUN PARK (HANYANG UNIVERSITY) 
Throughout series of four studies, this research examines the effect of scarcity on consumers’ 
purchase intention mediated by perceived control over time. The effect was moderated by two 
different online retail strategies (i.e., pressurizing by blinking the limited quantity and price discount 
promotion) and consumers’ initial time availability for shopping. 

 
When Is a Good Thing a New Thing? How Upcycling Product Display Affects Consumer Novelty 

Perception and Advertising Evaluation 
*Junghyun Kim (NEOMA Business School); *Youngju Kim (NEOMA Business School); Junbum 
Kwon (University of New South Wales) 
How does the position of source materials influence attitudes toward a repurposed product? We 
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investigate the impact of product communication strategy on consumer attitude toward an upcycled 
product. Two studies demonstrate that how a company presents the past identity of an upcycled 
product influences consumers’ novelty perception and advertising evaluation. 

 
Consumers’ Responses to Sustainable Smart Home Services: The Role of Regulatory Focus 

*Moon-Yong Kim (Hankuk University of Foreign Studies) 
This research examines the role of consumers’ regulatory focus in their responses to sustainable 
smart home services. The results indicate that consumers who are not familiar with smart home 
services have more favorable attitudes toward hedonic smart home services when they are 
promotion-focused (vs. prevention-focused). 

 
“I’m Cold But Feeling Warm”: Effect of Cold Temperature on Evaluations of Ad Message 

*Myung Joo Kim (Ewha Womans University); *Jisoo Shim (Ewha Womans University); Eunice Kim 
(Ewha Woman's University) 
The present study investigates whether the temperature individuals physically experience influences 
their perception of social affiliation and evaluations of ad messages. This study shows that coldness 
generates more positive attitudes toward psychologically close (vs. distant) ad messages. The 
implications of our findings are discussed. 

 
From Powerlessness To Variety-Seeking When Choosing For Others: Making Gift Choices For A 

Romantic Partner 
*Sahoon Kim (University of Illinois at Urbana-Champaign, USA); Sharon Shavitt (University of Illinois 
at Urbana-Champaign, USA); Carlos Torelli (University of Illinois at Urbana-Champaign, USA) 
Many goods are purchased for others (e.g. gifts). When choosing a gift for a romantic partner, would 
one’s sense of power affect the choice? We demonstrate that feeling powerless increases variety 
seeking in choices made for the partner, mediated by the reduced certainty in one’s partner’s 
preferences associated with powerlessness. 

 
Consuming Beauty in Place of Power: Gender and Culture Moderation 

*Sahoon Kim (University of Illinois at Urbana-Champaign, USA); Carlos Torelli (University of Illinois 
at Urbana-Champaign, USA) 
How would consumers’ psychological sense of power – which can be influenced by numerous 
factors such as seller-buyer interaction – affect their apparels and beauty consumption? We theorize 
and demonstrate that men (women) consume more when feeling powerful (powerless). This 
tendency is stronger for individuals with certain cultural orientations. 

 
Generation Z Consumers’ Luxury Goods Ownership Types And Purchase Intention Of Luxury 

Goods Using Collaborative Redistribution Platforms 
*Jihyun Kim-Vick (Kent State University, USA) 
The findings of this study extend our understanding of the young adult consumers’ channel choice 
intentions toward purchasing brand new or previously owned personal luxury goods via traditional 
retail vs. collaborative redistributional platforms. Pragmatic implications for the luxury brand 
marketers as well as the online resale industry were provided. 

 
Syllabic Fluency 
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*Dan King (University of Texas Rio Grande Valley, USA); Sumitra Auschaitrakul (University of the 
Thai Chamber of Commerce, Thailand) 
We show that the syllabic structure of brand slogans and medical claims can influence consumers’ 
judgments of truth. When the number of syllables of the brand name matches the number of 
syllables in the outcome, consumers feel a metacognitive sense of processing fluency, which 
increases judgments of truth. 

 
It is Better to be Unknown Than Known: Mixed Use of Less Known and Well-Known Luxury 

Brands Can Elicit Higher Status Inference 
*Min Jeong Ko (Seoul National University, South Korea); Kyoungmi Lee (Seoul National University, 
South Korea) 
Across four studies, we find that mixed use of less known and well-known brands compared to use 
of all well-known or all less known brands increases perceived status when well-known brands are in 
luxury(vs. non-luxury) domain. This is because observers infer user's desire to dissociate from lower 
class luxury users. 

 
The Effectiveness Of Online Recommendations For Private Labels Versus National Brands 

*Barbara Kobuszewski Volles (Ghent University, Belgium); Anneleen Van Kerckhove (Ghent 
University, Belgium); Maggie Geuens (Ghent University, Belgium) 
This research reveals that consumers, when recommended with products online, are more inclined 
to switch to private labels, compared to national brands. We present two studies demonstrating this 
effect and propose that it occurs because recommendations serve more as a signal of quality for 
private labels than for national brands. 

 
The Three-component Multidimensional Model of Self-image Congruence 

*Magdalena Kolanska (University of Zielona Gora); Oleg Gorbaniuk (University of Zielona Gora); 
Wilczewski Michał (University of Warsaw) 
The Three-Component Multidimensional Model makes it possible to assess and distinguish between 
the values of the brand incorporated into the consumer's self-image, which correspond to self-
enhancement, self-protection and self -verification motives (Sedikides, Gregg, 2008). In order to 
build the Model, a series of 3 tests was carried out. 

 
Losing Possessions and Subsequent Spending 

*Shruti Koley (Portland State University); Christina Kan (University of Connecticut, USA); Chiraag 
Mittal (Texas A&M University, USA) 
This research examines how losing one’s possessions affects consumers’ subsequent spending on 
unrelated purchases. We show that the effect depends on consumers’ perceived wealth, and their 
manner of losing. After losing their possessions, wealthy (less wealthy) consumers spend more 
(less) subsequently, but only when they blame themselves for the loss. 

 
Smart Homes From a Consumers' Perspective 

*Monika Koller (Vienna University of Economics and Business, Austria); Fanny Springer (Vienna 
University of Economics and Business) 
Smart homes play a major role in the world of digital change. The aim of this paper is to shed light on 
smart homes from a consumers’ perspective, beyond focusing on technological solutions. We 
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explore major associations with smart homes and dig deeper into a comprehensive understanding of 
their acceptance. 

Small-Talking Brands: Exploring Phatic Brand Communication on Social Media 
*K. B. Koo (University of Alberta, Canada); Sarah G Moore (University of Alberta, Canada); Jennifer 
Argo (University of Alberta, Canada) 
We introduce and develop a new construct: phatic brand communication. The main function of such 
communication is to express sociability, rather than information, to consumers (e.g., “Happy 
Tuesday!”). Using Twitter data and experiments, we propose and test a conceptual framework of 
phatic brand communication, including its components and potential outcomes. 

 
Striving For Social Media Reduces the Ability to Filter Out Visual Distractors 

*Christina Kößmeier (University of Duisburg-Essen, Germany); Oliver B. Büttner (University of 
Duisburg-Essen, Germany) 
This research examined how visual distraction is influenced by consumers’ striving for social media. 
In three laboratory experiments, we showed striving for social media – measured as craving for 
social media, situational social exclusion, and situational fear of missing out – decreased the ability 
to filter out visual distractions. 

 
The Role of Visual Perspective in Influencing Donation Giving 

*Sining Kou (Renmin University of China) 
Based on construal level theory, this research demonstrates that when the consumer’s mindset (i.e., 
concrete vs. abstract) activated by visual perspective (i.e., first vs. third person perspective) is 
aligned (vs. misaligned) with the construal level of the message, donation intentions and behaviors 
increase (vs. decrease). 

 
Immunizing Against Diversity: Feeling Disgusted Reduces Positive Diversity Beliefs 

*Afra Koulaei (Innland Norway University of Applied Sciences); Luk Warlop (Norwegian School of 
Management, Norway); Bjørn Ove Grønseth (University of South-Eastern Norway) 
This study concerns with the impact of disgust on the evaluation of social groups and, more 
specifically, on the reduction of positive beliefs about increasing diversity in social groups. Three 
studies provided the test of our prediction that disgust (both chronically and state) reduces positive 
diversity beliefs. 

 
The Moral Deviant: Norm Violators Are Expected to Communicate Concretely 

*Afra Koulaei (Innland Norway University of Applied Sciences) 
Violation of social norms may signal that the target lacks morality. Two studies suggest that morality 
have a leading role over other basic dimensions of human social cognition (i.e., sociability and 
competence) in the impression formation process of norm violators. To signal their morality, norm 
violators are expected to communicate concretely. 

 
Friend or Foe? A Long-term Multi-Country Perspective on Consumer Animosity 

*Tinka Krüger (Kiel University); Robert Mai (Grenoble Ecole de Management, France); Wassili 
Lasarov (Kiel University); Stefan Hoffmann (Kiel University) 
The Brexit or the US-Chinese trade conflict mark the resurgence of deglobalization and consumer 
animosity. Based on existing data from six countries from 2010 this study lays the foundation to 
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examine, whether animosity context changes result in altered individual consumption behaviors and 
hence evaluate the scope of animosity for practitioners. 

 
Emotionality and Language Norms in Consumer Reviews: The Curious Case of Emoji 

*Polina Landgraf (IE Business School, IE University, Spain); Nicholas Lurie (University of 
Connecticut, USA); Antonios Stamatogiannakis (IE Business School, IE University, Spain); Susan 
Danissa Calderon Urbina (University College Dublin, Ireland) 
How do emoji impact the persuasiveness of consumer reviews? We argue that effects of emoji in 
reviews are stronger for utilitarian than hedonic products. Two experiments show that effects of 
emoji on persuasion are consistent with an account based on emoji as a language rather than as 
markers of emotionality. 

 
Healthy or Not Healthy ? That’s Not the Main Question 

*Sarah LASRI (University Paris-Dauphine, PSL) 
Even if researchers tried to understand healthy consumption, it was often through a normative lens. 
They try to figure out triggers and consequences without questioning how healthiness is constructed. 
We attempt to show that it is a social myth where consumers play a huge part to define constantly 
new moralisms. 

 
Consumer Perceptions of Floating Signifiers in Spurious Health-related Product Claims 

Olga Lavrusheva (Aalto University, Finland); *Alexei Gloukhovtsev (Aalto University, Finland); 
Tomas Falk (Aalto University, Finland) 
Our study looks at the use of ambiguous product health claims in food marketing. In particular, we 
focus on consumer interpretations of “floating signifiers”: claims that are ambiguous enough to 
escape precise definition and regulation, while at the same time sufficiently “loaded” with health-
related meanings from the consumers’ perspective. 

 
The Truth is in the Tweet: Exploring the Impact of the Linguistic Authenticity of Politician’s 

Tweets on Their Personal Brands 
*Andrew Lee (University of Manitoba, Canada); *MEHMET YANIT (University of Manitoba, Canada); 
Fang Wan (University of Manitoba, Canada) 
Politicians take to Twitter as a vehicle for connecting with voters and making their opinions known. 
Donald Trump became infamous for his outrageous tweeting style during the 2016 election. By using 
LIWC and experiments, this research aims to unearth the mechanisms of authenticity with politicians 
on Twitter through their language style. 

 
Truth Or Dare: Do People Behave Differently In Social Risk Vs. Financial Risk?  The Inherent 

Difference Between Financial And Social Risk 
*SUNME LEE (University of Iowa, USA); Catherine Cole (University of Iowa, USA); Dhananjay 
Nayakankuppam (University of Iowa, USA) 
This paper examines systematic differences in risk preferences between financial and social 
contexts. People tend to be loss averse in the financial domain but gain averse in the social domain 
i.e., more (less) risk-seeking in the gain frame than in the loss (gain) frame in the social (financial) 
domain. 
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Recall the Past: How Actors’ and Observers’ Perspective Affect Word of Mouth 
*Ran Li (Chinese University of Hong Kong, China) 
This research examines how the visual perspectives that people use to recall their past consumption 
experience (actor vs. observer) affect their subsequent sharing. Two experiments showed that taking 
an observer perspective reduces consumers’ sharing of negative word of mouth through the 
mediating role of attention-seeking motivation. 

 
The Awed Holistic Thinker: The Effect of Awe Experience on Individuals’ Thinking Styles 

*Ran Li (Chinese University of Hong Kong, China); Tao Tao (Hong Kong Baptist University) 
This research examines the effect of awe on people’s thinking styles. Seven studies showed that 
awe could promote holistic thinking (studies 1, 2A-2D) through the mediating role of self-
diminishment tendency (study 3). Moreover, we demonstrated how the proposed effect influences 
consumers’ reactions to service failures (study 4). 

 
Imperfect Boundaries: The Effects of Boundaries on Perceived Healthiness of Healthy Food 

*Ruiqin Li (Renmin University of China) 
How do boundaries influence perceived healthiness of healthy food? The present research shows 
that expressing product information with boundaries fixes attention of consumers on the information, 
which induces motivated reasoning, and finally reduces perceived healthiness. In addition, the effect 
of boundaries only exists in healthy (vs. unhealthy) food domain. 

 

5th Best Hotel in America Vs. 2nd Best Hotel in New York：When Using Narrower Sets in Rank 

Claims Improves Consumer Judgments 
*Wei Li (Huazhong University of Science and Technology); Yaping Chang (Huazhong University of 
Science and Technology, China); Jun Yan (Huazhong University of Science and Technology, China) 
This research shows consumers evaluate a product or brand more favorably when it appears front in 
a narrow ranking list than later in a broad list. This effect arises only when consumers are 
maximizers. Perceived risk, cognitive load and significance of the decision also moderate the effect. 

 
Over-Inference in Predicting Others’ Preferences 

*Xilin Li (University of Chicago, USA); Christopher Hsee (University of Chicago, USA) 
Through five studies, we document an “over-inference bias,” whereby predictors over-rely on 
predictees’ preferences in one domain to infer their preferences in another domain. We also explore 
the underlying mechanism of this bias and articulate boundary conditions under which this bias can 
be attenuated or reversed. 

 
Can Gratitude Increase Individuals’ Sustainable Consumption Behavior? —the Mediating Effect 

of Time Discounting 
*Jianping Liang (Business School, Sun Yat-sen University, China); *Leilei Guo (Sun Yat-sen 
University) 
This research examines the influence of gratitude on individuals’ sustainable consumption behaviors. 
Results from a longitudinal study and three between-subjects experiments showed positive 
influences of trait gratitude and priming gratitude on consumers’ willingness to use green products 
through reduced time discounting. Connectedness to future-self moderated these effects. 
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Social Media Amplifies Gift-givers’ Conspicuous Consumption Motivation 
Shuyu Liang (Lingnan University); *Tingting WANG (Sun Yat-Sen University, China) 
This research reveals an interesting misalignment between gift giver’s and receiver’s considerations. 
Specifically, we found that facing receivers who are social-media active (vs. inactive), givers prefer 
conspicuous (vs. not) gifts out of anticipation of receivers’ sharing the gifts on social media; however, 
gift conspicuousness does not affect receivers’ sharing intention. 

 
Beauty Camera Makes You More Emotional!: The Effect of Beauty-filtered Selfies on Consumer 

Decision Making 
Shuyu Liang (Lingnan University); *Tingting WANG (Sun Yat-Sen University, China) 
This research reveals a positive effect of beauty-filtered (vs. not) selfies on consumers’ reliance on 
affective considerations in decision making. Drawing on extant research on self-presentation 
motivation and confidence, we propose and demonstrate in two studies that taking beauty-filtered 
(vs. regular) selfies makes consumers prefer affectively (vs. cognitively) superior options. 

 
Consumer Knowledge and the Psychology of Opposition to Scientific Consensus 

*Nicholas Light (University of Colorado, USA); Philip M. Fernbach (University of Colorado, USA) 
Communicating scientific evidence is a major challenge. We report three studies on the relationships 
between knowledge type and anti-scientific attitudes across seven scientific issues. We find that as 
extremity of attitudes increases, objective knowledge decreases, but subjective knowledge 
increases. However, several issues show inconsistencies worthy of further examination. 

 
The Influence of Fake News on Consumer Spending in Response to COVID-19 

*Nicholas Light (University of Colorado, USA); *Justin Pomerance (University of Colorado, USA); 
Lawrence E Williams (University of Colorado, USA) 
Fake news has entered the global consciousness. While previous work examines interventions and 
direct consequences, we examine how it changes consumer spending intentions during the COVID-
19 pandemic. Two studies indicate that fake news induces uncertainty, which increases both the 
desire to save money and the intention to spend it compensatorily. 

How Legacy Motivation Influences Financial Risk-Taking 
 

*Wang Lin (Sun Yat-Sen University, China); Chen Zengxiang (Sun Yat-Sen University, China); Yun He 
(Sun Yat-sen University) 
The creation of legacy is one of the most fundamental motivations human beings possess. The 
current research investigates the impact of legacy motivation on consumers’ financial decision-
making. Results of three experiments revealed that legacy motivation reduced consumers’ financial 
risk-taking tendency, and explored why and when this effect occurred. 

 
The Effect of Cuteness on New Product Adoption: Moderating Role of Thinking Style 

*Hongyan LIU (Jinan University); Choong W. Park (University of Southern California, USA) 
This research examines how exposure to cute product design influences new product adoption. We 
propose that exposure to cuteness increases perception of hedonic benefit (fun) and new product 
adoption. While this effect is moderated by thinking style. Three experiments were conducted to test 
the propositions. The results support our predictions. 
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#Favoritethings: How Posting Your Favorite Possessions on Social Media Increases Happiness 
*Jingshi Liu (Hong Kong University of Science and Technology); Amy Dalton (Hong Kong University 
of Science and Technology, China); Anirban Mukhopadhyay (Hong Kong University of Science and 
Technology, China) 
Posting favorite possessions on social media increases people’s happiness. This is because favorite 
possessions are unique and of personal meanings, and thus resistant to the upward social 
comparisons prominent on social media. The happiness associated with posts of favorite 
possessions in turn increases liking of the social media platform. 

 
Will Highlighting Low Stock Level Speed Up or Impede Consumers’ Purchase Intention? An 

Exploratory Study 
*Mengmeng Liu (Chinese University of Hong Kong, China); Jessica Y. Y. Kwong (Chinese University 
of Hong Kong, China) 
How would consumers respond when they see an item that they are considering has "only a few 
left"? Would this highlight of low-stock level speed up or impede their purchase decisions? Our 
findings suggest that the effect depends on the consumption type (utilitarian vs. hedonic). 

 
Lonely Heart? Warm it up With Love: The Effect of Loneliness on Singles’ and Non-singles’ 

Conspicuous Consumption 
*Wei Liu (Xiamen University); Zhaoyang Guo (Xiamen University, China); *Rui Chen (Xiamen 
University, China) 
Three studies show that loneliness increases singles’ conspicuous consumption, but yields divergent 
effect for non-singles depending on their sociosexual orientation (SOI). In particularly, loneliness has 
decrease conspicuous consumption among non-single people with low SOI, but increase 
conspicuous consumption among those with high SOI. Mating motive mediates the above effects. 

 
How Consumers React to Culturally Mixed Products: The Effects of Cultural Domain and Mixing 

Direction 
*Yingyue Liu (Sun Yat-Sen University, China); Zhimin Zou (Sun Yat-Sen University); Yimin Zhu (Sun 
Yat-sen University) 
This paper conducts two studies to examine the joint effect of cultural domain and mixing direction 
on consumers’ attitudes to culturally mixed products, as well as the mediating effect of perceived 
cultural threat and the moderating effect of polycultural mindset, which give implications to better 
understand the cultural mixing phenomenon. 

 
Hiding in Plain Sight- Low Self-Concept Clarity and Ironic Consumption 

*Karan Pratap Singh Lohan (Hong Kong University of Science and Technology) 
Ironic consumption allows consumers to signal different meanings- one to people who detect the 
irony and one to those who don’t. Low self-concept clarity consumers are attracted to this dual 
(ambiguous) signal since it insulates them from the risk of self-instability as well as disapproval from 
others. 

 
Does It Matter Whose Fault It Is? The Moderating Effects of Similarity and Product Substitution 

on Consumer Boycotts of Parent and Subsidiary Corporations 
*Yung-Chien Lou (National Chengchi Uniersity, Taiwan); *Wei-Chih Tseng (National Chengchi 
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Uniersity, Taiwan) 
This study demonstrates that consumer boycott behavior (and consumer perceptions) as a response 
to a conglomerate’s wrongdoing is affected by the similarity between and degrees of product 
substitution of the parent and subsidiary corporations. 

 
Discussing The Moderating Effect Of Construal Level On The Relationship Between Emotional 

Appeals And Sustainable Consumption 
*Chi-Cheng Luan (National Chiao Tung University); Yun-Hui Wang (National Chiao Tung University) 
Moral emotions, such as pride and empathy, are found to relate to sustainable consumption. This 
research aims for the interaction between these two emotions and construal level based on the 
construal level theory. The findings can provide another direction of promotional strategies by 
simulteneously considering emotional appeals and construal level. 

 
Cultural Difference In Self-Consciousness On Empathy Toward Socially Responsible 

Consumption 
*Chi-Cheng Luan (National Chiao Tung University) 
According to Triandis’s theory, people with individualistic cultures tend to use private self-
consciousness, whereas people with collectivistic cultures use public one. A shopping scenario was 
provided to examine participants’ responses. The result shows that cultural difference is found in the 
distinct effects of self-consciousness on empathy for socially responsible consumption. 

 
How Hope of Breaking Even Makes People Cling on Losing Stocks 

*Siria Xiyueyao Luo (Vrije Universiteit Amsterdam, The Netherlands); Femke van Horen (Vrije 
Universiteit Amsterdam); Kobe Millet (Vrije Universiteit Amsterdam, The Netherlands); Marcel 
Zeelenberg (Vrije Universiteit Amsterdam) 
Four studies found that hope explains the disposition effect: people’s hope predicts the tendency to 
keep the losing stock; people who hold losing (vs. not-losing) stocks had a stronger hope of breaking 
even and thus were more likely to keep the losing stock; reducing the hope attenuates the 
disposition effect. 

 
Closeness and Purchase Strategy Independently Influence Gift Choice 

*Dong Lyu (University of Nottingham); *Jia Jin (Ningbo University) 
This research aims to examine whether gift givers process social distance and purchase strategy 
independently. We plan to adopt drift diffusion model to simulate the decisional dynamics of givers, 
then to check whether the drift rates of the processing of social distance and purchase strategy 
choice are correlated. 

 
The Experiential Brain of Smartphone Users: How Smartphone Use Reshape Thinking Style 

Jingjing Ma (Peking University, China); Ying Zhu (University of British Columbia, Canada); *Jiajia Liu 
(Peking University); Jingjing Wang (Peking University, China) 
Through two large-scale nationwide surveys with 24,180 participants and an Implicit Association 
Test, this study identifies an undocumented, positive correlation between smartphone use/apps and 
experiential thinking. We revealed that this effect is driven by pleasure and social activities (e.g., 
watching movies and using social media) people perform on their smartphones. 
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Exploring the Concept of Sustainable Food Consumption 
*Natalia Maehle (Western Norway University of Applied Sciences, Norway) 
The purpose of this study is to explore how the concept of sustainable food consumption 
emphasizes the four aspects of sustainability. We conclude that it is a multidimensional concept 
focusing on the nature, the human being, the society, and the optimal use of economic resources in 
the food chain. 

 
Collaborative Consumption in a Subsistence Marketplace 

*Bhupesh Manoharan (Masters Union School of Business); Padmanetri Panigrahi (Pandit Ravi 
Shankar Shukla University, Raipur); *Krishanu Rakshit (Indian Institute of Management Calcutta) 
The absence of lateral exchange markets (LEM) has impeded researchers from understanding 
collaborative consumption in subsistence marketplace contexts. This work aims to understand how 
an interactive LEM shapes interdependent peer-to-peer engagement in a subsistence marketplace. 

 
Contesting Stigma in the Online Space: An Institutional Perspective 

*Bhupesh Manoharan (Masters Union School of Business); *Padmanetri Panigrahi (Pandit Ravi 
Shankar Shukla University, Raipur); *Krishanu Rakshit (Indian Institute of Management Calcutta) 
We explore how marginalised consumers tackle stigma in the online space by conceptualising the 
socio-political online consumption space as an institutional field, and studying the dynamics between 
the upper and lower caste members and their efforts to distort the current institutional logic to 
establish their desired logics respectively. 

 
The Effect of Transparent Packaging on Psychological Ownership and Preference 

*Eva Marckhgott (Wirtschafts University, Austria); Bernadette Kamleitner (Vienna University of 
Economics and Business, Austria); Zachary Estes (Bocconi University, Italy) 
Transparent packaging removes the visual barrier between the consumers and the product, thereby 
allowing consumers to develop a more intimate relationship with the product. This, in turn, leads to a 
preference for products in a transparent packaging over products in an opaque packaging. 

 
(No) Offense Taken: Value Creation vs Value Destruction by Brand-Offended Consumers 

*ereni markos (Suffolk University); *Lauren I Labrecque (University of Rhode Island); *Mujde Yuksel 
(Suffolk University) 
Consumers often post negative comments on brand social media with intentions to harm (value-
destruction). We examine if this action backfires, instead strengthening observing consumers’ 
relationships with the brand. We illustrate that consumers attack brands on social media for different 
reasons, and also investigate why consumers defend brands against others’ attacks. 

 
Patterns of Use, Essence Transfer, and Value: How Patterned Usage Impacts Object Valuation. 

*Nathanael S. Martin (University of Cincinnati, USA); Noah VanBergen (University of Cincinnati, 
USA) 
Does how an object is used impact consumers’ valuation of the object itself? The present research 
seeks to investigate whether objects whose usage is illustrated by a specific pattern are deemed 
more valuable to consumers due to possessing more of the original user’s essence. Three studies 
offer initial support. 
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Customer Citizenship Behavior in Customer Networks: An Analysis in the Lens of Network and 
Consumer Value Theories 
*Renata Martins (Fundação Getúlio Vargas); *Sofia Batista Ferraz (EAESP-FGV, Brazil); Felipe 
Zambaldi (FGV/EAESP) 
Most studies that investigate customer citizenship behavior (CCB) in customer networks neglect the 
impact of networks’ structures on it. Our work is the first to fulfill this gap proposing a framework 
showing the extent to which CCB depends on the network’s structure and on the purposes 
customers expect to achieve. 

 
Eating More to Save the Planet: Political Ideology, Food Waste, and Overconsumption 

*Erick M. Mas (Vanderbilt University, USA); Kelly Haws (Vanderbilt University, USA); Kelly Goldsmith 
(Vanderbilt University, USA) 
When facing the tradeoff to waste or overconsume, liberals may engage in maladaptive eating 
behavior by overconsuming to offset food waste because they are motivated to reduce 
environmental impacts. Conservatives, who are less concerned with these issues, do not make 
consumption choices predicated on reducing environmental harm. 

 
The Impact of Indulgent Consumption Images on In-Store Decision Making 

*Maxine Materne (University of Hamburg); Mark Heitmann (University of Hamburg); Christina 
Schamp (University of Mannheim, Germany) 
Marketers assume that displaying indulgent consumption facilitates mental simulation and increases 
purchase intentions. One field experiment and two simulated shopping experiments suggest that 
showcasing indulgent consumption is context-dependent, such that the positive effect found in 
laboratory experiments for advertisement related settings does not generalize to images displayed 
in-store. 

 
When and Why an Entertaining Story Triggers Brand Buzz 

*Koji Matsushita (Chuo University) 
This research proposes that an entertaining story with no brand appearance can boost brand word-
of-mouth (WOM). When highly transported consumers are aware that a brand might utilize a story to 
strengthen the brand image (salient persuasion knowledge), they become motivated to engage in 
brand WOM activity. 

 
The Role of Fluency in Identity-Linked Marketing 

*Miriam McGowan (University of Birmingham, UK); Edward Shiu (Bangor University, UK); Louise 
May Hassan (Bangor University, UK) 
Across three studies, we examine low identifiers in the context of identity-targeted messages. 
Drawing on fluency literature, we explore how low identifiers process identity relevant information 
differently to high identifiers. Low identifiers process identity-linked messages less fluently than 
primes, depressing their product evaluation. The opposite occurs for high identifiers. 

 
Feeling Hopeful in Response to High/Low Prototypical Identity-linked Appeals: The Distinctive 

Roles of Affective and Cognitive Social Identity 
*Miriam McGowan (University of Birmingham, UK); Louise May Hassan (Bangor University, UK); 
Edward Shiu (Bangor University, UK) 
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Research shows identity-linked messages need utilize established social group characterizations to 
be effective. We find priming consumers’ identity using less/more established (low/high prototypical) 
characterizations has differential effects on purchase intention. The emotion, hope, mediates this 
process. Three experimental studies with US MTurk samples, using gender/nationality identities, 
supported our hypothesized effects. 

 
The Effect of Perspectives in Food Pictures on Unhealthy Food Choices 

*Eva Meersseman (Ghent University, Belgium); Iris Vermeir (Ghent University, Belgium); Maggie 
Geuens (Ghent University, Belgium) 
Consumers choose less unhealthy food when seeing pictures of food shot in a top perspective vs. a 
diner’s eye perspective. We show that lower familiarity with seeing food in top view decreases 
product vividness and subsequently lowers the need for instant gratification. Hence less unhealthy 
food is chosen. 

 
The Impact of Dynamic Advertising With Zoom Lens on Consumers' Comparative Decision-

Making Preferences 
*lu meng (Renmin university China) 
This research proposes the impact of merchants 'zooming and pulling lenses on consumers' 
comparative decision-making methods in dynamic advertising on online shopping platforms and the 
perception distance’s mediator role in this process. 

 
“Show Me Your Basket, I Show You What Drives Your Food Waste” Identifying Drivers of 

Shoppers’ Food Waste and Ways to Reduce It 
*Sybilla Merian (University of Zurich); *Petra Tipaldi (University of Zurich); Klaus Fuchs (ETH Zurich); 
Martin Natter (University of Zurich) 
The increasing debate on food waste puts pressure on consumers and sellers. We propose a 
scalable approach to identify food waste predictors based on consumers’ automatically logged 
loyalty card data. Identifying characteristics triggering food waste, we propose a non-invasive 
intervention informing consumers and help them to reduce the problem. 

 
Consumer Experience Of Working From Third Places 

*Laetitia Mimoun (City University of London, UK); *Adèle Gruen (Goldsmiths, University of London, 
UK) 
This research contributes to the literature on consumer experience in third places. We document the 
emerging value that a growing body of working consumers derive from third places as work 
accelerators. We also show how this evolution may generate conflicts and confusion despite 
sustaining the social ideology of third places. 

 
Any Takers For Male Alex Vs. Female Alexa? The Impact of the Gender of Voice Technology on 

Consumer Choices 
*Nirajana Mishra (Boston University, USA); Geeta Menon (New York University, USA) 
In the future, consumers’ interactions with voice technology will only increase. Most of these voices 
are currently female. Through an initial set of studies, we find that gender of voice technology brings 
stereotypes to bear on consumers' judgments that translates to products. 
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Masculine Servicescapes? Examining the Intersections Between Men’s Identity Construction 
and Built Commercial Environments 
*Risto Moisio (California State University Long Beach, USA); *Mariam Beruchashvili (California State 
University Northridge, USA) 
We examine how servicescapes, built commercial environments partake in the process of masculine 
identity construction. Using men’s recreational training at the Mixed Martial Arts dojos/gyms, we 
demonstrate how a physical space of a dojo/gym contains and constructs a specific identity project, 
the fighter ideal, that would be difficult to realize elsewhere. 

 
The “Why” of Spending Matters: The Role of Extrinsic and Intrinsic Goals on Consumer 

Spending Choices and Hedonic Value Estimations 
*Olaya Moldes (Cardiff University) 
Past research suggests that what we buy (experiential vs. material; prosocial vs. proself) impact 
one’s well-being. We propose that why—the motivation behind—not only determines the spending 
choices made, but also the well-being experienced. Three studies test the influence of dispositional 
and situational intrinsic and extrinsic goals in consumption. 

 
The Effects of Virtual Compared to Real Eating Companions on Unhealthy Food Intake. 

*Saar Mollen (University of Amsterdam); Sindy Resita Sumter (University of Amsterdam); Nadine 
van der Waal (Tilburg University, The Netherlands); Pascale Kwakman (University of Amsterdam); 
Nynke van der Laan (Tilburg University, The Netherlands) 
In the current experiment we investigated whether social models in VR, have a similar influence on 
eating behavior, as real-life models, and whether similar processes underlie their influence. 
Participants’ intake was influenced by that of the social model, irrespective of whether this person 
was present in real-life or VR. 

 
Misperception of Multiple Risks: The Role of Categorical Reasoning 

*Mehdi Mourali (University of Calgary, Canada); Zhiyong Yang (University of North Carolina at 
Greensboro, USA) 
How do consumers combine multiple risk items when forming overall risk impressions? Our study 
shows an intriguing pattern where an option with multiple risks is judged to be less risky than the 
same option with only one of these risks. We attribute the findings to categorical reasoning about 
risk. 

 
Is There Room For Social Stimuli in Green Ads?: An Investigation of the Use of Human Face in 

Green Advertisements 
*Brishna Nader (Fontys University of Applied Science); Meng-Hsien (Jenny) Lin (California State 
University Monterey Bay, USA); Iris van Hest (Fontys University of Applied Science) 
This paper explores the effectiveness of human face (a social cue) used along with green message 
(an informational cue) in green advertisements. We find that while green ads are generally preferred 
over non-green ads, it is less preferred when a face (vs. no face) is present. 

 
“When First is Best”: Why Brand-First is Superior to Attribute-First During Sequential 

Presentation of Product Information 
*Priya Narayanan (Indian Institute of Management Kozhikode); Arvind Sahay (Indian Institute of 
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Management Ahmedabad) 
Four studies, including a mall intercept, show that consumers’ willingness to pay (WTP) for a product 
is higher when brand information is presented before attribute information, an effect mediated by 
brand-elicited affect. This research contributes to feelings-as-information ordered presentation of 
product features, and derives implications for marketing communication and packaging. 

 
"Practices As Institutional Fractals: Maintenance Of Fika In And Through Swedish Lagom" 

*Angeline Nariswari (California State University Monterey Bay); Kaisa Koskela-Huotari (Karlstad 
University, Sweden); Teea Palo (University of Edinburgh) 
This paper studies Swedish coffee drinking ritual, fika, to understand institutional maintenance by 
looking beyond micro-level practices to examine the role of broader level institutional arrangements. 
The study identifies how fika is supported by other practices that display self-similarity regardless of 
scale—fractals—that altogether refract a common societal-level value. 

 
Mouse Tracking in E-Commerce: Assessing Choice Difficulty Via Consumer’s Hand Movement 

*Patrick Wolfgang Neef (University of Innsbruck, Austria) 
Pre-decisional information processing is strongly linked to consumer choice. Since consumers 
increasingly purchase through online channels, the question arises whether other computer-based 
technology can be applied to better understand consumer decision-making. One purpose of the 
present inquiry is to understand how difficulty of the decision-making process affect hand 
movements. 

 
I Enjoy Being Mii: How Knowing Yourself Impacts Avatar Enjoyment 

*Emma Neybert (University of Cincinnati, USA); Rashmi Adaval (University of Cincinnati, USA) 
Often, consumers assemble avatars to resemble themselves. However, avatars often fail to fully 
capture all aspects of their creator, resulting in “poor copy syndrome,” lowering enjoyment. In one 
provocative study, we find that, contingent on one’s self-concept clarity, perceived personality 
similarity between the creator and their avatar impacts avatar enjoyment. 

 
The Effects of Harmonics on the Tactile Perceptions of Products 

*Mayuko Nishii (Waseda University, Japan) 
Congruence between product elements and sensory cues elicits positive responses from 
consumers. However, we show that when listening to soft-toned music that seems appropriate for 
products such as soft blankets, consumers tend to be less sensitive to their haptic perceptions. 
Therefore, we propose the role of comfort. 

 
Cultures of Product Reviewing 

*Mikkel Ørholm Nøjgaard (University of Southern Denmark, Denmark); Niklas Woermann (University 
of Southern Denmark, Denmark) 
How do expert reviews and online user reviews construct product quality information? This paper 
explores the social processes of product reviewing. It conceptualizes expert reviewing and user 
reviewing as two distinct ‘epistemic cultures’ and shows that these cultures vary across three 
epistemic processes: generating evidence, evaluating evidence, and presenting evidence. 

 
Examining the Structural Relationship Between Socioemotional Comparisons and General Risk 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

143 
 

Preference 
*Dallas Novakowski (University of Calgary, Canada); Mehdi Mourali (University of Calgary, Canada) 
Past research suggests that feelings of relative disadvantage (i.e., envy, relative deprivation) have a 
causal role in eliciting domain-general risk-taking behaviours. This study used structural equation 
modelling in a crowdsourced sample (n=804) and found that feelings of relative disadvantage 
account for significant variance with a general factor of “risk preference.” 

 
Entitled to Be Served:  Does Self-Checkout Make Customers Feel Less Rewarded? 

*Farhana Nusrat (Drexel University, USA); Yanliu Huang (Drexel University, USA) 
We examine how self-checkout service impacts customer loyalty compared to regular checkout 
service. In two studies, we show that self-checkout service, compared to regular check out, make 
customers feel less rewarded, less satisfied with their purchases, and less likely to return to the 
store. 

 
The Effects of Similarities- vs Differences-focus on Fake News Processing 

*Gergely Nyilasy (University of Melbourne, Australia); Bernice Plant (Monash University, Australia) 
The fight against fake news currently lacks working interventions. This study explores individual 
cognitive differences to pave the way towards such interventions. Relying on comparison theory, 
hypotheses test the effects of similarities- and differences proneness. Findings suggest that these 
factors indeed influence cognitive processing – if not summative truth and confidence judgments. 

 
Just Teasin': Why Poking Fun at Consumers Makes Brands Feel More Human 

*Demi Oba (Duke University, USA); Holly S Howe (Duke University, USA) 
Can consumers handle being teased by a brand? Across three experiments (on three different 
advertising platforms), brands who tease consumers are consistently shown to be more 
anthropomorphic than purely funny or serious brands. We demonstrate that this anthropomorphism 
has positive downstream consequences for brand liking and self-brand connection. 

 
Indulge Every Now and Then: Anticipating Indulgence Increases Indulgent Food Preferences 

Among Restrained Eaters 
*Ga-Eun (Grace) Oh (Open University of Hong Kong, China) 
This research examines the interactive effects of anticipating indulgent consumption and dietary 
restraint on indulgent food preferences for immediate consumption. Three experiments reveal that 
anticipating indulgent food consumption increased restrained eaters’ indulgent food preference for 
immediate consumption whereas it often reduced unrestrained eaters’ indulgent food preference. 

 
The Status Implications of Age Perception and Conspicuous Consumption 

*Ga-Eun (Grace) Oh (Open University of Hong Kong, China) 
This research examines how age perception has different implications regarding status among men 
and women. As a result of the different status implications of age towards men versus women, 
subjective age perceptions have different effects on the conspicuous consumption of men and 
women. 

 
Paying For Free Products Stops Consumers From Committing to Other Brands: Role of 

Perceived Control 
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*Maria Ortiz (Concordia University, Canada); Arani Roy (McGill University, Canada) 
Consumers are susceptible to encounter non-zero costs for products which they think should be 
available for free (e.g., online gaming apps), leading them to a reduced feeling of control. We 
examine the effect of reduced perceived control on consumers’ commitment to brands they 
subsequently encounter using predictive control theory. 

 
Run, Forrest, Run: How Intense Athletic Pursuits Induce Therapeutic Feelings 

*Tatsiana Padhaiskaya (Aalto University, Finland) 
This research aims to uncover how consumers’ understanding of their own bodies informs the 
production of therapeutic feelings. My ethnographic inquiry in the context of ultra-running illustrates a 
multi-stage process of in-depth engagement with the body that results in the therapeutic 
consequences of various magnitudes. 

 
Objectification and the Acceptance of Inequality. 

*Helena Palumbo (Pompeu Fabra University, Spain); Gert Cornelissen (Pompeu Fabra University, 
Spain) 
Media and marketing communications often represent people in an objectified manner. The 
systematic exposure to such objectifying messages might affect various types of judgments that 
people make. In this paper, we test whether it increases people’s tolerance towards economic 
inequality. We hypothesize that the effect is mediated by reduced empathy. 

 
Recipe Ingredients Predict Digital Engagement With Food Media 

*Ethan Pancer (Saint Mary's University, Canada); Matthew Philp (Ryerson University); Maxwell 
Poole (Saint Mary's University, Canada) 
Two field studies (Buzzfeed's Tasty & Yummly) demonstrate that food media based on recipes rich 
in saturated fats receive more reactions, comments, shares, and recipe bookmarks, even when 
controlling for meal complexity and meal occasion (e.g., dessert). Experimental evidence suggests 
this effect is driven by positive affect. 

 
When the Light Bulb Goes Off, Goal Progress Increases 

*Mivena Panteqi (Vilanova University, USA) 
We propose that lighting ambience influences goal completion via perceptions of goal distance. That 
is, the progress towards achieving a goal is perceived through the reduction in distance towards the 
targeted goal. 

 
“Turning the Other Cheek”: The Role of Face Orientation on Perceived Model Attractiveness and 

Product Evaluation 
*Jaewoo Park (Musashi University, Japan); Charles Spence (University of Oxford); Hiroaki Ishii 
(Aoyama Gakuin University); Taku Togawa (Sophia University) 
The present research demonstrates that people perceive a model showing their left (vs. right) cheek 
as more attractive even when the images happen to be otherwise identical. We also show that in an 
advertising context a model apparently showing their left (vs. right) cheek leads to more favorable 
product evaluation. 

 
Does Anticipated Future Self-Regulation Increase Present Self-Regulation? Counteractive 
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Construal of Intertemporal Choice 
*Jihye Park (Seoul National University, South Korea); Youjae Yi (Seoul National University, South 
Korea) 
This research examines how anticipated future behavior can encourage current self-regulation. 
Findings show that consumers are more likely to engage in self-regulatory behaviors when they 
anticipate resisting (vs. succumbing to) future temptation. Results also show that this effect is 
accounted for by counteractive construal and stronger for non-impulsive consumers. 

 
The Impact of Natural Versus Attained Beauty on Service Evaluations 

*Jooyoung Park (Peking University, China); Nathasya Pricilia B Kristianto (Peking University HSBC 
Business School) 
This research examines how women customers differently judge a service provider with natural or 
attained beauty and, in turn, evaluate their service. Two field experiments showed that obtained 
beauty is judged less favorably, decreasing overall service evaluations. 

 
Personal Trainers’ Physical Appearance and Service Registration Intention: Perceived 

Competence as an Underlying Mechanism 
*Sangchul Park (Texas A&M University, USA); *Shinhyoung Lee (Sookmyung Women's University); 
Hyun-Woo Lee (Texas A&M University, USA) 

This study investigates the effect of personal trainers’ physical appearance on fitness service 
registration intention via perceived competence. Specifically, we hypothesize that consumers 
perceive muscular (vs. well-shaped) trainers as more competent, which in turn boosts their 
registration intention for personal training services. 

 
Double Anchors in an Online Charitable Giving Platform: The Limitation of Small Suggested 

Amount Solicitation 
*Sohyeon Park (Korea University, Korea) 
This research proposes a two-stage anchoring process model that analyzes the anchoring behavior 
of consumers in charitable giving when a solicitation message contains double anchors such as 
suggested amount and target amount. Specifically, transition of anchoring behavior under 
manipulation of amount size in suggested amount and target amount is observed. 

 
The Inescapable Quest of Happiness: Exploring How the Ideology of Happiness Shapes 

Contemporary Consumer Society 
*Gabrielle Patry-Beaudoin (Queens University, Canada); Jay Handelman (Queens University, 
Canada) 
This paper draws attention to the ideology of happiness and examines how it influences a 
marketplace. We contribute to the literature on happiness in marketing by highlighting two cultural 
discourses of happiness that consumers and producers constantly negotiate: happiness as a 
virtuous project and happiness as a momentary pleasure experience. 

 
When Technology Fails: Rage Against the Machine or Self-Control? Investigating Customer’s 

Negative Emotions and Coping Strategies in AI-Service Failure Scenarios 
*Giulia Pavone (Toulouse School of Management TSM Research UMR 5303 CNRS); Lars Meyer-
Waarden (Toulouse School of Management TSM Research UMR 5303 CNRS); Andreas Munzel 
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(University of Montpellier  - Montpellier Research in Management (MRM)) 
We investigate the impact of service failures on customers’ anger, frustration and coping strategies 
when interacting with an artificial intelligence based chatbot compared to a human. Results show 
that in the same aversive situation, emotional responses differ when customers are aware of 
interacting with a chatbot rather than a human. 

 
Sounds Healthy: Modelling Healthy Food Choices Through Music-Evoked Eye-movements in 

Consumers From Denmark and China-Tracking Study in Danish and Chinese Consumers 
*Danni Peng-Li (Aarhus University); Derek Byrne (Aarhus University); Raymond Chan (Chinese 
Academy of Sciences); Qian (Janice) Wang (Aarhus University) 
The present study explores how custom-composed soundtracks associated with the notions of 
“healthiness” and “unhealthiness” can modulate Danish and Chinese consumers’ eye-movement 
patterns and choice of specific food items. The findings of this study provide a better understand how 
specific auditory components collectively can nudge consumers in different market segments. 

 
What is Transmedia Narrative Experience For Consumers of Arts and Heritage? 

*Christine Petr (Université de Bretagne Sud); *Elodie Jarrier (Université d'Angers); *Dominique 
Bourgeon-Renault (Université de Bourgogne Franche-Comté, Dijon, France); *Maud Derbaix (Kedge 
Business School Bordeaux, France) 
New technologies allow Transmedia Narrative to become a successful strategy to enlarge 
consumers’ experience with brands. We investigate the impact of transmedia on audience 
attachment considering arts and heritage. Conclusions offer additional conceptualizations to 
narrative transportation, suggest dimensions for further research on consumers’ engagement and on 
narrative transportation measurement. 

 
Influence of Childhood Socioeconomic Status on Indulgent Consumption: A Life History Theory 

Approach 
T. Andrew Poehlman (Clemson University, USA); *Denny Huynh (Duke University, USA); Oriana 
Rachel Aragón (Clemson University, USA); Gavan Fitzsimons (Duke University, USA) 
Why do some people indulge now whereas others delay? The evolutionary framework of life-history 
theory predicts that preferences for indulgences should be influenced by stress and resource 
scarcity. The effect of stress depended on whether people grew up in a resource-scarce or resource-
plentiful environment. 

 
Model Citizens of The Empire: Mythology, Ethnic Identification, And British Indian Women 

*Anuja Pradhan (University of Southern Denmark, Denmark); Margaret Kathleen Hogg (Lancaster 
University, UK); Hayley Cocker (Lancaster University, UK) 
This study explores how macro-level identity myths such as the ‘model minority’, manifest, and 
influence the lived experiences of ‘privileged’ ethnic migrant consumers such as professional British 
Indian women. It challenges our accepted norms of ‘dominant’ and ‘dominated’ consumers, and 
shows the transformation of ethnicity across migrant generations. 

 
How Religious Minorities Resolve Cultural, Market, and Religious Ambiguity 

*Theeranuch Pusaksrikit (Chulalongkorn University, Thailand); *Amna Khan (Manchester 
Metropolitan University); Andrew Lindridge (Newcastle University) 
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This research aims to explore how British Muslims engage with the religious, cultural, and market-
derived consumption narratives surrounding Christmas festival of the religious dominant group. 
Utilizing qualitative method, the findings identify three interconnected themes explaining how these 
participants engage (or not) with Christmas. 

 
How to Convince Consumers That “You Do Not Always Get What You Pay For” 

*Vahid Rahmani (Rowan University, USA); Elika Kordrostami (Rowan University, USA) 
Findings of three studies showed that provoking suspicion could eliminate consumers’ reliance on 
price to judge quality. Furthermore, findings showed that activating persuasion knowledge is likely to 
result in a schematic thinking style, a greater primacy effect of the readily available information, and 
higher price-quality perceptions. 

 
Effects of Visual Attention on Intertemporal Choice 

*Jairo Ramos (University of Colorado, USA); Kellen Mrkva (Columbia University, USA); Leaf Van 
Boven (University of Colorado, USA) 
Consumers discount delayed outcomes. We hypothesized that this happens partially because 
people attend primarily to immediate outcomes; and that shifting attention towards future outcomes 
reduces discounting. Across three experiments, participants cued to visually attend to future rewards 
discounted future rewards less than participants cued towards immediate rewards and control 
participants. 

 
Managing Multiple Identities: A Case of Meat Consumption 

*Louise Randers (Department of Management, Aarhus University); John Thøgersen (Aarhus 
University); Alice Grønhøj (Aarhus University, Denmark) 
The study identifies that consumers can hold multiple hierarchically ordered identities with 
implications for consumption, reduction and avoidance of various protein products. Identities can 
correspond or conflict. In the latter case, strategies of managing identity salience or changing protein 
consumption are used and these mechanisms can be utilized in practice. 

 
Do as I Say, Not as I Do: Figuring the Child as Digital Native Through Technology Ideology and 

Caregiver Consumption 
*Sophie Alexandra Reeves-Morris (Liverpool John Moores University); Shona Bettany (University of 
Huddersfield) 
This early stage work seeks to add to the qualitative understanding of how children are becoming 
differentially socialised consumers through their smartphone engagement. To gain a holistic view, 
the nature and dynamism of a carer’s technology ideology is being explored to see how this may 
create disparities in children’s smartphone socialisation. 

 
Pain of Philanthropy: When Does Cash Help Charitable Donations? 

*Spencer Ross (University of Massachusetts Lowell); Sommer Kapitan (Auckland University of 
Technology, New Zealand) 
Businesses have found their costs of accepting cash payments increasing as consumers have 
shifted toward noncash payments. Given this societal decrease in cash, we examine the role of 
payment mechanisms in donation behaviors. We find while noncash payments are beneficial in 
certain donation transactions, cash remains more beneficial in others. 
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Digital Resource Scarcity Affects Online Purchase Intent: The Moderating Role of Message 

Framing 
*Arani Roy (McGill University, Canada); Ashesh Mukherjee (McGill University, Canada) 
Consumers often face scarcity of digital resources such as low battery-life or low data availability. 
Two experiments are conducted to examine the effect of digital resource-scarcity on consumers’ 
online purchase intent. Using regulatory focus theory, we propose that the effect of scarcity on 
purchase intent is moderated by advertisement message-framing. 

 
Wisdom of the Crowd or People Like You? The Malleable Tradeoff of Volume and Similarity in 

Online Reviews 
*Limor Sahar-Inbar (Bar-Ilan University); Eyal Pe'er (Hebrew University of Jerusalem) 
We explore how consumers trade-off volume to similarity when using online reviews. We found that 
the format can lead to malleable preferences: When the number of similar reviewers is presented in 
absolute numbers, consumers prefer to follow similar others more compared to when it is given in 
percentages. 

 
Algorithmic Decision-Making, Agency and Autonomy in a Financial Decision Making Context: An 

Experiment 
*Laszlo Sajtos (University of Auckland, New Zealand); *Benjamin G. Voyer (ESCP Europe, France); 
*Marion SANGLE-FERRIERE (ESCP Europe, France); *Billy Sung (Curtin University) 
Algorithmic decision making (ADM) plays an increasing role in consumers’ life. ADMs rely on 
customer information, and can contribute to reducing consumers’ perceived autonomy, which 
consumers may be reluctant to accept. Using a financial decision-making scenario, we explore how 
human, ADM and joint decision-making affects consumers’ agency and autonomy. 

 
Towards a Better Understanding of Consumer Online Browsing (COB) 

*FABIO SHIMABUKURO SANDES (Sao Paulo School of Business Administration FGV-EAESP); 
Delane Botelho (EAESP-FGV, Brazil); Yuliya Komarova (Fordham University, USA) 
Through in-depth interviews and four experiments, we investigate the Consumer Online Browsing 
(COB) as a distinct type of search behavior. There are different effects of COB and similar constructs 
on dependent variables, and they are differently moderated by variables that arose from the 
qualitative phase of the research. 

 
Guilty Pleasures: Consumers Choosing Identity Conflicting Behaviors 

*Nikkita Sarna (University of Texas at Austin, USA); Susan Broniarczyk (University of Texas at 
Austin, USA) 
We examine a real-world phenomenon where consumers knowingly and repeatedly act in an identity 
conflicting way for their own personal pleasure— guilty pleasures. Four experiments (n=~1000) 
demonstrate how guilty pleasures are behaviors that individuals choose to engage in even though 
they report identifying with the behaviors less than other behaviors. 

 
Enjoying the Sale: The Case of Itinerant Retailers in Festivals 

*Prakash Satyavageeswaran (Indian Institute of Management Udaipur, Inda); Sridhar Samu (Great 
Lakes Institute of Management); Rajesh Nanarpuzha (Indian Institute of Management Udaipur); 
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Jossin Shaji (Indian Institute of Management Udaipur) 
Retailers have been seen primarily as commercial entities; itinerant retailers included. We consider 
itinerant retailer as consumer in the context of temple festivals, where they are motivated by the 
consumption of the festival. We also consider their role as informants and suppliers of products 
associated with the festival to consumers. 

 
Digital Service Consumption, Blessing or Curse?  Exploring the Effect of Persuasive Design 

Features on Mindfulness and Consumer Well-Being 
*Dorothea Schaffner (University of Applied Sciences and Arts of Northwestern Switzerland); Uta 
Jüttner (Lucerne University of Applied Sciences and Arts); Anja Bruggmann (University of Applied 
Sciences and Arts Northwestern Switzerland); Tobias Véron (University of Applied Sciences and 
Arts Northwestern Switzerland); Philipp Wyss (University of Applied Sciences and Arts Northwestern 
Switzerland); Martina Bracher (University of Applied Sciences and Arts Northwestern Switzerland); 
Linda Lingg (University of Applied Sciences and Arts Northwestern Switzerland) 
This study explores effects of mindfulness in digital service consumption. The findings of a diary 
research study provide mixed evidence: Consumer mindfulness in the digital service experience is 
negatively related to stress and positively related to satisfaction and well-being. However, persuasive 
design features are not found to impact consumers’ mindfulness. 

 
You Get What You Ask For: How the Question Asked Shapes Person Perception and Discussion 

of Controversial Topics 
Ann Schlosser (University of Washington, USA); *Evelyn Olivia Smith (University of Washington, 
USA) 
Our research contributes to prior research by demonstrating that more important than comparing 
“how” to “why” is whether the question directs the respondent’s focus inward. We find that an internal 
(e.g., “how improve”) versus external (e.g., “how work”) question inflated people’s understanding of a 
topic and perceptions of disagreement. 

 
I’m Not Too Generous: The Implications of a Novel Moderator of the Better-Than-Average Effect 

*Shoshana Segal (New York University, USA); Yonat Zwebner (The InterDisciplinary Center (IDC( 
Herzliya); Alixandra Barasch (New York University, USA) 
The finding that people often rate themselves as better than the average (BTA) is widely understood 
to apply to positive traits such as intelligence and resourcefulness. We show, however, that the BTA 
effect is attenuated for the generosity trait: people do not (like to) think of themselves as too 
generous. 

 
Consumer Experiences of Responsibilization in the Context of Digital Healthcare Services 

*Henriikka Seittu (Aalto University, Finland); *Alexei Gloukhovtsev (Aalto University, Finland); *Henri 
Weijo (Aalto University, Finland); Tomas Falk (Aalto University, Finland) 
We study consumers’ experiences of increasing responsibilization in the context of online therapy 
services. We find that responsibilization ushers in a new subjectivity of "empowered consumer" that 
conflicts with the previously internalized subjectivity of consumer-patient. We detail how our 
informants engage in various practices of reflexivity to reconcile this conflict. 

 
Sensory Attributes in Brand Extensions: The Role of Attribute Centrality in Evaluations of Fit 
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*Samuel B Sekar (University of South Florida) 
This paper examines the role of sensory attributes in consumer evaluation of brand extensions. 
Specifically, we investigate how a consumer evaluates brand extensions on touch and smell-related 
attributes across multiple possible extensions. 

 
Differential Correlates of Pathological and Impulsive Buying 

*Benjamin G. Serfas (University of Duisburg-Essen); Oliver B. Büttner (University of Duisburg-Essen, 
Germany); Matthias Brand (University of Duisburg-Essen); Astrid Müller (Hannover Medical School); 
Patrick Trotzke (University of Duisburg-Essen) 
The present research differentiates pathological from impulsive buying, both on a measurement level 
and on a conceptual level. Firstly, we establish discriminant validity between constructs. Secondly, 
we suggest a model explaining the behavioral manifestation of pathological and impulsive buying. 
Thirdly, we analyze the impact on brand loyalty. 

 
From Satisfaction of Consumers to Satisfaction With Consumers: Reverse Rating in the Sharing 

Economy 
*Jie(Doreen) Shen (University of Illinois at Urbana-Champaign, USA); Aric Rindfleisch (University of 
Illinois at Urbana-Champaign, USA) 
The current research examines consumers' perceptions of the reverse rating (i.e., consumer are 
rated by providers). It also investigates the impacts of platform positioning on consumers’ evaluation 
of a sharing platform that employs reverse rating and their future app usage intention as well as 
consumers’ star rating to providers. 

 
The Interplay of Variety and Processing Strategy on Calorie Estimates 

*Liang Shen (University of Cincinnati, USA); *Fengyan Cai (Shanghai Jiao Tong University, China); 
Robert Wyer Jr. (University of Cincinnati, USA) 
Given the inconsistent findings about the relationship between food variety and calorie estimates, we 
propose the effect of variety on calorie estimation and its downstream consequences depend in part 
on how those items are processed. Three studies confirm the proposed interactive effect and its 
underlying mechanism. 

How Process Ambiguity in Rewards Influences Subsequent Donations: The Role of Mental 
Accounting 
*Haijiao Shi (Tsinghua University); Rong Chen (Tsinghua University, China); Xiaobing Xu (Hainan 
University) 
We find that consumers are more likely to donate rewards earned through an ambiguous process 
(vs. certain process), because they place these rewards in an independent account, whereas 
rewards obtained from a certain process were booked as deductions from payment accounts. We 
also test two boundary conditions for the effect. 

 
Arbiters of Controversy: The New Role of Brands in Contemporary Society 

*Justin Sieow (University of Connecticut, USA); *Robin A. Coulter (University of Connecticut, USA) 
Our research investigates the new role of brands as arbiters of social issues. Grounded in 
institutional theory, we identity the various agents present within the brand moral landscape. We 
highlight the complexity present in the marketplace and explore the dynamic between brands, 
consumers, and third-party marketplace agents. 
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The Counterintuitive Effect of Scarcity on Food Waste 

*Bonnie Simpson (Western University, Canada); Rhiannon MacDonnell Mesler (University of 
Lethbridge, Canada); Katherine White (University of British Columbia, Canada) 
Across three studies we examine scarcity’s effect on food waste behavior. Study 1 (a field study) 
examines food waste behavior in control versus scarcity-induced conditions. Study 2 explores 
scarcity’s effect on food-related behavior in lab. Study 3 tests temporal distance as a moderator of 
food waste within consumers experiencing scarcity. 

 
The Interplay Between Reminders of Resource Scarcity and Quantity-Quality Trade-offs 

*Tanya Singh (Concordia University, Canada); Laura Goodyear (University of Toronto, Canada); 
Beatriz Pereira (Iowa State University, USA); Caroline Roux (Concordia University, Canada) 
We examine how experiencing scarcity impacts quality-quantity trade-off decisions. Across four 
studies, we find that people experiencing scarcity prefer higher quantity when trade-offs involves 
larger product quantities. Conversely, people experiencing scarcity prefer higher quality when trade-
offs involve smaller product quantities. We propose a theoretical framework to explain this 
counterintuitive result. 

 
Social Influences on the Process of Remaining a Vegetarian 

*LUCIE SIRIEIX (Montpellier SupAgro France); Gilles Séré de lanauze (Montpellier University, 
France); Margot Dyen (University of West Brittany) 
If the socio-demographic profiles and motivations of vegetarians are well known (Ruby, 2012), few 
studies have looked at the vegetarians' trajectories (Cherry, 2015). The present article redresses this 
deficiency by examining how social influences can play a role in the ability to maintain a vegetarian 
diet. 

 
Environmental Friendliness and Product Design 

*Jiaqi Flora Song (University of Liverpool); Boyoun Grace Chae (Hong Kong Polytechic University, 
China); Yuwei Jiang (Hong Kong Polytechic University, China) 
Two studies demonstrate that consumers judge products with a glossy, rather than matte exterior 
design as less environmentally friendly. This effect is driven by the belief that glossier products are 
more processed and less natural, and can lead to downstream consequences in regard to disposal 
behavior. 

 
Choosing Randomly Displayed Products For Joint Consumption 

*Jiaqi (Flora) Song (University of Liverpool); *Dongjin He (Hong Kong Polytechic University, China); 
Yuwei Jiang (Hong Kong Polytechic University, China) 
This research investigates the impact of the consumption context on consumers’ product display 
preference. Two studies demonstrate that consumers have higher purchase intention for products 
with a randomized display in joint, compared to solo consumption contexts, an effect driven by the 
heightened need to belong in joint consumptions. 

 
Owning or Sharing? How Feeling Financially Constrained Decreases Participation in Access-

Based Services 
*Emanuela Stagno (BI Norwegian Business School); Klemens Knoferle (BI Norwegian Business 
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School); Luk Warlop (BI Norwegian Business School) 
Feeling financially constrained influences consumer attention, and behaviors. We propose that this 
feeling also affects the propensity to engage in alternative consumption modes; namely, access-
based consumption. Two experiments test whether financially constrained consumers are less 
willing to participate in access-based services. The preliminary findings seem to not support our 
hypothesis. 

 
The Role of Multiple Self-Identities in Behaviours Across the Consumption-cycle in Food and 

Apparel 
*Catalin Mihai Stancu (Aarhus University, Denmark); Alice Grønhøj (Aarhus University, Denmark); 
Liisa Lähteenmäki (Aarhus University, Denmark) 
Consumers have several self-identities, which impact sustainable behaviours. Frugal self-identity 
was found to have stronger associations with specific categories of behaviours in the consumption-
cycle. While sustainable self-identity positively predicted behaviours across the consumption-cycle, 
frugal, thrifty or trendy self-identities had both positive and negative relations to behaviours, outlining 
potential clashes. 

 
The Role of Consumer Self-identities and Individual Tendencies in Food Waste 

*Violeta Stancu (Aarhus University, Denmark); Liisa Lähteenmäki (Aarhus University, Denmark) 
There are several well-established negative consequences of food waste for the environment and 
society. Consumers’ environmental or frugal self-identities are associated with lower self-reported 
food waste. On the other hand, people’s impulsive buying tendency and disgust sensitivity are 
important factors that associate positively with consumer food waste. 

 
Embracing and Rejecting “Sparking Joy”—Understanding Japanese Consumer Responses to 

Marie Kondo’s Original Book 
*Sumire Stanislawski (Tokyo International University); Shuji Ohira (Chiba University of Commerce); 
Kosuke Mizukoshi (Tokyo Metropolitan University) 
By examining responses to Marie Kondo’s original book, consumer reactions to a taste regime 
counter to mainstream consumerism are explored. Those who embraced and rejected her message 
were analyzed using text mining. Some internalized new meanings surrounding consumption, while 
others rejected her legitimacy as an influencer of taste. 

 
The Darkside of Online Social Networks: Measuring the Negative Effects of Social Influence in 

Online Social Networks 
*Sabrina Stoeckli (University of Bern, Switzerland); Fabian Bartsch (IÉSEG School of Management, 
Paris); Henry Shen (IÉSEG School of Management, Paris) 
This research conceptualizes and develops a scale of Susceptibility to Social Influence in the context 
of Online Social Networks such as Facebook or Instagram. Three studies find support for the 
conceptualization and for a valid and reliable scale. Next steps for scale development and its future 
application are discussed. 

 
Table to Farm: Persuasive Messaging Influences Consumers’ Willingness to Compost 

*Nicolette Sullivan (London School of Economics); *Rick Larrick (Duke University, USA); Gavan 
Fitzsimons (Duke University, USA) 
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Despite consumers’ concern for the environment, one measure that could have a profound impact 
diverting waste from landfills, household composting, has had low adoption rates. This study 
investigates the effectiveness of persuasive messages on willingness to compost amongst different  
segments of consumers. 

 
To Err Is Human, to Correct Is Algorithmic 

*Chengyao Sun (Washington University, USA); Cynthia Cryder (Washington University, USA) 
Across three studies and nine scenarios, we observe that people believe that algorithmic errors can 
be corrected, however, they do not believe that human errors can be similarly corrected. More 
specifically, people trust a previously erring algorithm after correction but lose confidence in an erring 
human even after correction. 

 
The Effect of Tragic Artist Biography on Consumer Evaluation of Artworks 

*Yeonjin Sung (University of Michigan, USA); *Seojin Stacey Lee (Seoul National University, South 
Korea); Kiwan Park (Seoul National University, South Korea) 
Our research proposes that providing a tragic biography of an artist enhances the perceived quality 
of the artwork by allowing people to appreciate the depth of expression in the artwork (“tragic artist 
effect”). We also show that this effect occurs independently of alternative processes—empathy, 
effort, and eudaimonic fulfillment. 

 
Choice Overload, Does it Really Exist?: A Neurophysiological Assessment of Consumers’ 

Responses to “the Paradox of Choice” 
*Anshu Suri (HEC Montreal, Canada); *Sylvain Sénécal (HEC Montreal, Canada); PIERRE-
MAJORIQUE LÉGER (HEC Montreal, Canada) 
We contribute to the debate of choice overload by concluding that the psychophysiological measures 
collected through an eye-tracker and face-reader indicate that consumers not only experience an 
increased level in cognitive load when selecting from a large set of options, but also experience 
negative emotions in the decision-making process. 

 
What do You Mean by Love? Understanding Brand Love Experiences 

*BRUNO SUTIL (Sao Paulo School of Business Administration FGV-EAESP); *Delane Botelho 
(EAESP-FGV, Brazil); Diógenes Bido (Machenzie) 
Just as there are types of interpersonal love, there might be types or experiences of brand love. We 
add to the literature by developing a multidimensional differentiation scale based on the reasons 
people love a brand, to typify their experiences. Four factors emerged: values, identity, emotional 
attachment, and functionality. 

 
Packaged or Unpackaged? How Displaying a Product With Vs. Without Packaging Influences 

Product Evaluations 
*Courtney Szocs (Louisiana State University, USA); *Sara Williamson (SUNY Old Westbury, USA); 
Adam Mills (Loyola University New Orleans) 
Managers display products with and without packaging in stores, advertisements, and online, 
seemingly arbitrarily. Would displaying a product encapsulated in a package as opposed to 
unpackaged influence consumers’ product evaluations? If so, why? Three experimental studies 
address these research questions and contribute to the literature on packaging and display effects. 
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You Are Who You Follow: The Impact Of Fitness Influencers On Food Consumption And Identity 

*Amandeep Takhar (De Montfort University, Leicester); *Thomas Magede (De Montfort University); 
Jennifer Walker (De Montfort University) 
This paper builds on prior consumer research relating to food and identity construction. By looking at 
how online fitness influencers, impact the food consumption and identity, of young millennials in the 
U.K. it is evident that participants were influenced by online fitness influencers, in negotiating their 
self and collective identity. 

 
To Cleanse or to Enjoy? The Effect of Affectively Tagged Windfall Time on Consumption Choice 

Arash Talebi (EDHEC Business School, France); *Easa Sahabeh (University of South-Eastern 
Norway) 
We investigate how consumption changes when people gain a windfall block of time with affective 
tags (positive vs. negative). We find an asymmetrical effect: negative windfall time encourages 
hedonic (vs. utilitarian) activities, supporting a mood regulation account. However, positive windfall 
time does not seem to influence the consumption pattern. 

 
Eco-friendly Versus Polyester Gucci Handbags: The Effect of Matching Green Claims and 

Temporal Frame on Product Evaluation of Self-enhancement Brands 
*Nabanita Talukdar (Hult International Business School); Shubin Lance Yu (Peking University, 
China); *Esterina Nervino (Universita' degli Studi di Modena e Reggio Emilia) 
We examine how message-orientations of green claims using temporal construal affects consumers’ 
evaluation towards self-enhancement brands’ sustainable products. Through a survey experiment, 
we confirm that a high construal level and high temporal distance green message improved the 
product evaluation through higher processing fluency for high green orientation individuals. 

 
Indulgent Consumption Signals Interpersonal Warmth 

*Qing Tang (Nanyang Technological University, Singapore); Kuangjie Zhang (Nanyang 
Technological University, Singapore); Xun (Irene) Huang (Nanyang Technological University, 
Singapore) 
Three studies demonstrated that showcasing indulgent consumption can have a positive signaling 
function on one’s perceived warmth. Therefore, consumers also choose indulgent food items when 
they have the motivation to appear warm in front of others. These findings add to the literature of 
indulgent consumption and consumer signaling behavior. 

 
Consumption Opportunity and The Consideration of Consumption-Opportunity Cost 

*Tao Tao (Hong Kong Baptist University); Ran Li (Chinese University of Hong Kong, China) 
For the first time, the authors propose the concept of consumption opportunity and identify it as a 
scarce, exclusive, and valuable resource to a consumer. We further demonstrated that when making 
purchase decisions, the consideration of the cost of consumption opportunity could induce 
consumers to choose the higher-quality smaller-amount option. 

 
I Revenge For Others I Do Not Know: The Role Of Intercultural Competence In Moderating 

Customer Revenge To Service Failure Occurred To Adjacent Customer 
Mohamed Sobhy Temerak (Kent Business School); *Ruby Zhang (University of Reading); Cristiana 
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Lages (University of Reading) 
We examine the service failure from the observers’ perspective and how it influences their patronage 
and revenge intentions. Results from a 2x2 experiment revealed observer’s interpretation of service 
failure was largely influenced by their intercultural competence. They are more sensitive to 
discrimination and courageous to retaliate with higher intercultural intelligence. 

 
The Impact of Logo Typeface Obliqueness on Product Efficacy Perception 

Lefa Teng (Jiangnan University); *Jie Wang (The Hong Kong Polytechnic University); Yuwei Jiang 
(Hong Kong Polytechic University, China) 
This research shows that the obliqueness of logo typefaces influences consumers’ efficacy judgment 
of products offered by the company. Compared with non-oblique typeface logos, oblique typeface 
logos generate the perception of quicker product effect. This effect is attenuated when the typeface 
is heavy. 

 
Singled Out For Public Praise: How Scarcity Boosts Demand For Public Recognition 

*Carina Thuerridl (University of Amsterdam); Bernadette Kamleitner (Vienna University of Economics 
and Business, Austria) 
Public recognition is more valuable but less popular than private recognition in crowdfunding and 
charitable giving. We show that limiting availability of recognition increases preferences for public but 
not for private recognition. Singling consumers out for public raise may thus be a simple, cost-
effective strategy to increase monetary contributions. 

 
Measuring the Dissemination of a Subculture Through Consumption. Investigating the Geek 

Culture Case. 
*Alexandre Tiercelin (Université de Reims); *Marion Garnier (Grenoble Ecole de Management - Univ 
Grenoble Alpes ComUE); *Arnaud Delannoy (Ecole de Management de Normandie, Laboratoire 
Métis) 
This research proposes to understand better the dissemination of a subculture within mass culture, 
by measuring belonging and consumption in the geek culture case. Results confirm subcultural traits 
and practices and progressive dissemination, showing the quantifiable reality of a subculture and the 
possibility of measuring its spreading. 

 
Social Atmospheres: Priming, Aligning and Defining Shared Experiences of Place 

*Hill Tim (University of Bath, UK); *Robin Canniford (University of Melbourne, Australia) 
Atmospheres are the moods associated with places. Current marketing research explains that firms 
create atmospheres by controlling material features of servicescapes. Through an ethnographic 
investigation of English Premier League soccer, however, we show that atmospheres are also social 
experiences that define the mood of place through consumers’ embodied performances. 

 
When Does Actual Versus Ideal Self-Congruence Matter? Moderating Effects of Construal-Level 

on Brand Attitudes 
*Taku Togawa (Sophia University); *Kazuyo Ando (Chiba University of Commerce) 
Drawing on construal level theory, this study found that consumers with low-level construal tended to 
focus on actual self-congruence (ASC) with a brand and prefer brands with high ASC levels. 
Contrarily, consumers with high-level construal focused on ideal self-congruence (ISC) and indicated 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

156 
 

positive attitudes toward brands with high ISC. 
 
If I Think I Can I Can. Can't I? How Social Mobility Beliefs Influence Your Financial Behavior 

*Patricia Torres (Florida International University, USA); Alexandra Aguirre-Rodriguez (Florida 
International University, USA) 
This research explores how social mobility expectations influence one’s financial behavior intentions. 
Across three studies, this research reveals that social mobility expectations impacts behavior 
intentions; financial self-efficacy mediates whereas financial literacy moderates this relationship. 
Findings are discussed considering their implications for research on expectancy, financial goal 
pursuit and decision making. 

 
How Customer Identification Can Lead to Dysfunctional Behavior 

*Huy Quoc Tran (University of South-eastern Norway); Marit Engeset (University of Southeast 
Norway); Luk Warlop (BI Norwegian Business School) 
Recent research explores the role of social identity in consumer contexts. In this study, we document 
the negative effect of customer identification on impoliteness. We found that entitlement mediated 
this relationship and that this effect was conditional on self-control. We also plan to investigate other 
mechanisms underlying this phenomenon. 

 
Product Consecration and Market Expansion: The Case of Vitamin D 

Lez Ecima Trujillo Torres (University of Illinois at Chicago, USA); *Alev Kuruoglu (University of 
Southern Denmark, Denmark); *Hazal Celik (ESSEC Business School) 
Our study investigates the relationship between product consecration and market creation and 
expansion. Our findings indicate that the global Vitamin D market has expanded, from 1996 to 2019, 
through a process of contested product consecration that involves the cultural and scientific 
consecration, and commercial innovation of Vitamin D over time. 

 
The Relationship Between Self-Construal and Neural Processes Associated With Conforming to 

Consumer-to-Consumer Recommendations 
*Arina Tveleneva (University of Wisconsin - Madison, USA); Xinyi Wang (University of Wisconsin - 
Madison, USA); Matthew Brook O'Donnell (University of Pennsylvania, USA); Emily B Falk 
(University of Pennsylvania, USA); Christopher N. Cascio (University of Wisconsin - Madison, USA) 
The results suggest that those who have a stronger interdependent view of the self, compared to a 
weaker interdependent view of the self, are potentially more likely to conform to social feedback 
when their opinions misalign with others. Interdependent self is also significantly associated with 
conflict monitoring and mentalizing. 

 
When Does Diversity Help or Backfire? Impact of Cultural Diversity on Brand Perception 

*Esther Uduehi (University of Pennsylvania, USA); Julian K Saint Clair (Loyola Marymount 
University, USA); Mitchell Hamilton (Loyola Marymount University, USA); Americus Reed (University 
of Pennsylvania, USA) 
This paper is the first to show how diversity as a brand characteristic influences consumer 
perceptions of the brand's authenticity. We find that majority-focused brands embracing diversity 
increases in authenticity, while a minority-focused brand embracing diversity may lose authenticity. 
This loss of authenticity is particularly felt by minority consumers. 
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Console War (and Peace?): Analysing Cross-Community Interactions in Gaming Discussion 

Forums on Reddit 
*Denis Utochkin (Norwegian School of Economics and Business Administration, Norway) 
In this paper, I employ a mix of netnography, machine learning, and network analysis to examine 12 
gaming communities on Reddit. Treating each individual community as inseparable from its 
immediate context, I explore how multiple loyalties and identities are managed by consumers 
engaging in conversations in a multi-community context. 

 
The Burdens of Sharing: the Formation of an Anxiety Sentiment and the Institutionalization of 

the Sharing Economy 
*Carmen Valor (Universidad Pontificia Comillas) 
This paper studies the role of emotions on the institutionalization of the sharing economy. The 
anticipated anxiety associated with participation in P2P car sharing put potential users off these 
schemes. As these emotions are shared with others, a sentiment of anxiety takes root. 

 
The Meaning and Transformation of Taste Vocabulary 

*Rohan Venkatraman (University of Melbourne, Australia); *Anna E Hartman (University of 
Melbourne, Australia); Ilkka Ojansivu (University of Melbourne, Australia); Erica Coslor (University of 
Melbourne, Australia) 
We conceptualize the vocabulary used in tasting notes as part of taste regimes. Through qualitative 
content analysis of whiskey tasting descriptions, we found that consumers transformed 
institutionalised vocabularies to convey variable meanings, extending our understanding of 
adaptation of the language of a taste regime. 

 
"Luxurious and Responsible? Consumer Perceptions of Corporate Social Responsibility Efforts 

by Luxury Versus Mass-market Brands" 
*Marlene Vock (Amsterdam Business School, University of Amsterdam) 
This research contributes to the inconclusive debate in the field of sustainable luxury on whether the 
adoption of Corporate Social Responsibility practices is beneficial for luxury brands, or backfires, a 
dilemma known as the ‘CSR-Luxury paradox’. Different types of CSR practices might help to explain 
inconsistencies in previous findings. 

 
Magically Relieved or Taking Control? The Influence of Messages Aimed at Debt Distressed 

Consumers 
*Rory Waisman (University of Alberta, Canada); Mohammed El Hazzouri (Mount Royal University); 
Kelley Main (University of Manitoba, Canada); Gerald Häubl (University of Alberta, Canada) 
Marketing messages used by the debt-remedy industry differentially impact consumers’ financial 
behaviors depending on the nature of the appeal and consumers’ level of debt. Appeals that focus 
on debt-relief can backfire, whereas messages about taking control of debt have distinct marketing 
and public-policy advantages. 

 
What a Cute Lemon! The Effect of Whimsical Cuteness on Willingness-To-Pay For Imperfect 

Produce 
*Darlene Walsh (Concordia University, Canada); *Camille Darriet (Concordia University, Canada) 



 

First Virtual 2020 ACR Conference Program 
October 1-4, 2020 

 

158 
 

The goal of our research is to find a way to encourage consumers to purchase imperfect produce. As 
a first-step in achieving this goal, we demonstrate that priming whimsical cuteness (i.e., adding 
“googly eyes” to imperfect produce) can increase consumers’ willing-to-pay for imperfect produce. 
Future research ideas are also discussed. 

 
Healthy-Angular, Unhealthy-Circular: The Effect of Shape  on Consumers Health Choice 

*Jie Wang (Renmin University of China); Jing Jiang (Renmin University of China); Xiaodan zhang 
(Peking University, China) 
This paper explored the matching effect between food healthiness and shape. We demonstrated that 
angular (vs. circular) shape increases consumers’ preference for healthy options, which is because a 
“healthy-angular, unhealthy-circular” match could enhance consumers ease of processing and 
subsequently influences consumers choice. 

 
The Dark Side of Precision: Numerical Information and Consumers’ Unhealthy Choices 

*Jie Wang (Renmin University of China); Jing Jiang (Renmin University of China); Xiadan Zhang 
(Renmin University of China) 
The research explores how numerical precision affects consumers’ health behaviors and how 
illusory control functions as an underlying mechanism. Across three studies, we find that when the 
numerical information is expressed in a precise (vs. imprecise) format, it tends to induce consumers’ 
illusory control, which subsequently increases risky health behaviors. 

 
Don’t Reveal It Yet!  How Goal Disclosure on Social Media Impedes  Goal Revision and 

Commitment 
*Liangyan Wang (Shanghai Jiao Tong University, China); *Zhining Yu (Shanghai Jiaotong 
University) 
People commonly disclose their personal goals publicly on social media platforms based on the 
conventional belief that disclosure increases goal commitment and improves performance. Results 
from two experimental studies suggest that this conventional belief only applies to easy goals but not 
for difficult goals. 

 
Signs Telling Me to Do What Others Do: The Effect of Exposure to Public Rules on Conformity 

*Xiaoran Wang (Renmin University of China); Jing Jiang (Renmin University of China); Yan Wang 
(Renmin University of China) 
This research takes a novel perspective by proposing an exposure effect of public rules on 
conformity. Across three experiments, we find that in public consumption context, exposure to public 
rules reminds consumers of the presence of others, which increases their public self-awareness and 
hence the preference for majority-endorsed products. 

 
A Discount Added is an Obstacle Created:  The Impact of Multiple Discounts on Consumer 

Decisions 
Xin Wang (Nanjing University, China); *Chunqu Xiao (Nanjing University, China); Hong Zhu (Nanjing 
University, China) 
Based on numerical cognition, we conducted four experiments to explore the effect of multiple 
discounts and found that consumers preferred a single discount to multiple discounts. Cognitive 
fluency and perceived sincerity sequentially mediated the effect. Consumers concern for sales 
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moderated the effect. 
 
Robot Anthropomorphism in the Workplace and Employees’ Job Insecurity 

*Xue Wang (University of Hong Kong, China); Sara Kim (University of Hong Kong, China); Minki Kim 
(Korea Advanced Institute of Science and Technology) 
In four studies, we show that robot anthropomorphism in the workplace enhances employees’ job 
insecurity due to an increase in social comparison. The findings contribute to the literature on robot 
anthropomorphism and job insecurity and provides practical implications to organizations in terms of 
how to design robots. 

 
Love or Luck? The Effect of Self-Referencing Narratives on Used Product Consumption 

Behaviors 
*Yan Wang (Renmin University of China); Jing Jiang (Renmin University of China) 
This research investigates the impact of selling narratives created by sellers on buyers’ purchase 
behaviors, in the context of second-hand market. Across three experiments, we find that self-focused 
(love-oriented) narratives drive low purchase intention, but high willingness-to-pay, whereas product-
focused (luck-oriented) narrative generates both high purchase intention and willingness-to-pay. 

 
Visual Simplicity Signals Constructive Brand Authenticity 

*Yan Wang (Renmin University of China); Jing Jiang (Renmin University of China); Xiushuang Gong 
(Jiangnan University) 
Constructive brand authenticity is subjective and can be contextually determined. This research 
examines the consumer lay belief about the relationship between aesthetics and constructive brand 
authenticity. Across three experiments, we find that consumers perceive a brand as more authentic 
when it is with visually simple (vs. complex) designs or displays. 

 
Red in the Environment Increases Preference For Competent Brands 

*Yansu Wang (Renmin University of China); Jun Pang (Renmin University of China); Lingyun Qiu 
(Peking University) 
Across four studies, this research demonstrates that exposure to red cues in the environment 
increases consumer preference for competent but not warm brands. This effect is mediated by 
competitive orientation, and is attenuated when consumers purchase products for others than for 
themselves. 

 
Moderate Product-gift Complementarity Eliminates Devaluation Effect in Free-Gift-With-Purchase 

Offers 
*Yusu Wang (Texas A&M University, USA); Nicholas J. Olson (Texas A&M University, USA) 
While past literature demonstrated a devaluation effect of the focal product in free-gift-with-purchase 
offers, this research provides evidence supporting our argument that a moderate (vs. high) 
complementarity between the focal product and the free gift counters this devaluation tendency. 
Underlying mechanism is also accessed. 

 
The Case-Gender Congruity Effect:  Consumer Choices For Upper Versus Lowercase Brand 

Names 
*Na Wen (California State University Northridge, USA) 
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A series of experiments find that the letter case of brand names (upper- vs. lower-case) affects 
consumer choices but that these effects depend on congruity between brand case and product 
gender. This research advances understanding of how seemingly subtle brand name characteristics 
affect gender perceptions and consumer behavior. 

 
The Closer, The Worst: The Impact Of Social Distance TO A Dissociative Group And Consumer 

Choices 
*Na Wen (California State University Northridge, USA) 
Two experiments test the idea that consumers are less likely to buy a product if it is associated with 
a near (vs. distant) dissociative group—which is mediated by construal-level mindsets and 
moderated by group conformity. This work advances understanding of how different types of 
dissociative groups affect consumer behavior. 

 
You Are More Patient When You Experienced More: The Impact of Memory Markers on 

Consumers’ Decisions in the Future 
*Yingting Wen (ESSEC Business School); Ayse Onculer (ESSEC Business School) 
This research investigates how retrospective time progression can influence consumers’ decisions in 
the upcoming future. By using different numbers of memory markers, two studies show that people 
experience different retrospective time progression over the same duration, and they have different 
levels of patience on waiting and intertemporal choice. 

 
The Value of Personal Information - Consumers’ Valuations And Preferences For Personal Data 

And Privacy 
*Claudia Wenzel (University of Zurich); René Algesheimer (University of Zurich) 
Data is the oil of our age. Despite its importance, research is lacking consistent data value 
estimations. By combining current valuation methods, this research offers a better estimate of the 
value consumers attribute to their data and, by drawing on reference price theory, minimizes the gap 
between different valuation methods. 

 
The Unit-Size Effect Revised: A Win-Win Solution For Reducing Both Waist and Waste 

*Amber Werkman (University of Groningen, The Netherlands); Jenny van Doorn (University of 
Groningen, The Netherlands); Koert Van Ittersum (University of Groningen, The Netherlands) 
People consume less when food is presented in multiple smaller units compared to a few larger 
units, however food waste will increase accordingly. We propose that this so-called unit-size effect is 
even more impactful during food selection when people select quantities themselves based on 
unportioned rather than portioned food. 

 
When Do You Want This? How Delivery-scheduling Impacts Motivation Among Online Shoppers 

*Sara Williamson (SUNY Old Westbury, USA); Courtney Szocs (Louisiana State University, USA) 
Online purchases require consumers to complete multiple sub-tasks such as product selection, 
delivery-scheduling, and payment. In this project, we investigate how the sequence of these sub 
tasks can influence motivation in the purchase context. Specifically, we investigate how scheduling 
delivery before making product choices can exhibit motivating effects. 

 
Self-Other Differences in the Perceived Efficacy of Self-Enhancement Products 
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*Kaiyang Wu (University of Wisconsin - Madison, USA); Evan Polman (University of Wisconsin - 
Madison, USA) 
We tested if judgments of self-enhancement products’ efficacy differ according to whether a product 
user is the self or someone else. In two pre-registered studies, we found that people believe that 
self-enhancement products will be more efficacious for others than for themselves, and that usership 
moderates this self-other difference. 

 
Are Co-branding Products More Attractive? Understanding the Role of Consumer  

Innovativeness and Self-construal 
*Sihan Wu (Tsinghua University); Maggie Wenjing Liu (Tsinghua University, China) 
In this study, we intend to develop and test a model considering that the consumers prefer co-
branding product via consumer innovativeness. We further examined the moderation role of self-
construal, such that positive effect is stronger when individual is in a predominantly interdependent. 

 
Effects of Masculinity and Femininity Incongruence on Consumer Responses to Brands 

*Xiu Wu (Concordia University, Canada); Bianca Grohmann (Concordia University, Canada) 
This research examines the effect of incongruence between consumers’ gender identity and brand 
gender. Two studies find a significant main and interaction effect of masculinity and femininity 
incongruence on consumer-brand boundary—the perceived psychological distance between a 
consumer and a brand—and affective, cognitive, and relational brand responses. 

Robots Don’t Discriminate: Financial Resources, Age, and Preference of AI in Service 
*Lan Xia (Bentley University, USA) 
Do consumers prefer robots or humans in service contexts? Our studies show that controlling for 
self-efficacy and AI performance preferences for AI vary by customer characteristics such that older 
consumers of lower (vs. higher) financial status tend to prefer robots more due to the expected 
service they obtain. 

 
Maximizing What? The Effect of Maximizing Mindset on the Evaluation of Product Bundles 

*Lan Xia (Bentley University, USA); Nada Nasr Bechwati (Bentley University, USA) 
Do maximizers value product bundles higher than satisficers? We propose that it depends on 
whether maximizers try to maximize the value of the individual products or that of the entire bundle. 
The focus of the maximization is influenced by the presence of a discount. Results from three 
studies are presented. 

 
The Effect of Handwritten Typefaces on Consumer Evaluation 

*Chunqu Xiao (Nanjing University, China); *Xin Wang (Nanjing University, China); Hejin Fang 
(Nanjing University); Haoyuan Wang (New York Statement University at buffalo); Hong Zhu (Nanjing 
University, China) 
Handwritten typefaces strengthen the impact of online reviews. Across three studies, the current 
research found that handwritten typefaces led higher evaluation on the perceived sincerity of 
reviewers, thus benefitted positively reviewed products. This effect diminished when the reviews 
were negative or consumers had greater domain knowledge. 

 
Penny Wise and Pound Foolish- The Interaction Between Ease of Comparison and Cognitive 

Effort And Its’ Impact On Preference And Choice Change 
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*na xiao (Laurentian University) 
It is proposed that the interaction between ease of comparison and cognitive effort determines the 
importance of attributes. It is demonstrated that when cognitive effort to process information about 
choice-options is high (vs. low), consumers will give weight to ease-to-compare attributes in 
comparison, therefore preference and choice change. 

 
The Impact of Financial Perception on Agent Preference of Intelligent Assistant 

*Chunya Xie (Renmin University of China); En-Chung Chang (Renmin University of China) 
Four experiments indicate that financial affluent reduces participants’ preference for AI provider of 
intelligent assistant. Financial affluent leads to a high sense of entitlement, which reduces AI 
preference. Assistant type moderates the effect. When the intelligent assistant is not instructional, 
the effect of financial perception on agent preference reverses. 

 
The Impact of Corporate Environmental Transgressions on Consumer Negative Reactions: The 

Role of Political Ideology 
*Chunyan Xie (Western Norway University of Applied Sciences, Norway); Richard P. Bagozzi 
(University of Michigan, USA) 
We experimentally test a psychological mechanism underlying consumer negative reactions toward 
the firm as a function of perception of corporate environmental transgressions. Results showed that 
social disgust and attitude mediates the relationship between perceived corporate environmental 
transgressions and consumer reactions. Further, political ideology moderates effects of 
transgressions on social disgust. 

 
Performance Diversity and Team Performance Expectations 

*Vivian (Jieru) Xie (Virginia Tech, USA); Rajesh Bagchi (Virginia Tech, USA) 
We investigate the effects of performance diversity on expectations of team performance. We find 
that perceivers expect less diverse teams to perform better. We demonstrate the underlying process 
and delineate one approach via which these expectations could be reversed. 

 
Let’s Get Serious About Play: A Hedonic Vs. Eudaimonic Investigation of Goal-Based Mixed 

Affective Experiences 
*Xuan Xie (University of California Irvine, USA); Sayantani Mukherjee (Central Washington 
University); Loraine Lau-Gesk (University of California Irvine, USA) 
This research investigates factors of goal-based mixed play experiences. Perceived effort 
corresponds positively to consumer judgment and perceived fun of the mixed (vs. pure positive) play 
experiences. Outcome-oriented thinking encourages a eudaimonic lens unaltered by cognitive load 
while process-oriented thinking shifts to a hedonic lens moderated by cognitive load. 

 
How Can I Help When I Feel Rejected? The Interplay of Social Exclusion, Social Identity, and 

Prosocial Behavior 
*Xuan Xie (University of California Irvine, USA); Loraine Lau-Gesk (University of California Irvine, 
USA); Amber Gaffney (Humboldt State University, USA) 
This research explores prosocial behavior through social exclusion and social identity lens. Results 
suggested that when feeling rejected, prototypical members displayed lower willingness-to-help 
whereas peripheral members have higher willingness-to-help. When feeling ignored, such effect was 
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attenuated for both peripherals and prototypicals. Prosocial behavior alleviates some negative 
consequences of social exclusion. 

 
Swear by My Family: Explore Consumer Attitudes Toward Brands Named After People 

*Fei (Katie) Xu (Hong Kong Polytechic University, China); Yuwei Jiang (Hong Kong Polytechic 
University, China) 
Consumers are more interested to purchase from brands which are named after people’s last names 
than from brands containing people’s first names. This effect is found to be mediated by brand trust 
and moderated by consumers’ domain-specific knowledge. 

 
Why People Are Crazy For Chewing? An Exploratory Study of the Effect of Chewing on Mental 

Construal 
jialiang xu (University of Manitoba, Canada); Fang Wan (University of Manitoba, Canada); Norbert 
Schwarz (University of Southern California, USA); *Wenqing Wu (University of Manitoba, Canada) 
Oral-sensory information, different from other sensory information, can be received by different ways 
(chewing/ swallowing/ drinking). This perspective has not studied by previous research. Our work 
examines that chewing (vs swallowing) activates people’s concrete mental construal, which may 
help consumers focus on the current moment and appreciate experience of eating. 

 
Need to Evaluate as a Predictor of Sharing and Seeking Online Recommendations 

*Mengran Xu (Ohio State University, USA); Rebecca Walker Reczek (Ohio State University, USA); 
Richard Petty (Ohio State University, USA) 
In this research we characterize who is likely to engage in sharing and seeking online word of mouth 
as a function of their need to evaluate, an individual difference measure consisting of two motives, 
the need to express attitudes and the need to acquire information in order to have attitudes. 

 
No-Modification Allowed! Saying No to a Consumer’s Modification Request Can Increase 

Product Evaluation 
Amanda Pruski Yamim (Grenoble Ecole de Management, France); *Adilson Borges (NEOMA 
Business School) 
Through three studies, we show that the presence of non-modification policies can increase 
tastiness evaluation and willingness to pay because they make consumers think the chef put more 
effort into the food creation. The positive effect of non-compliance is contingent on consumers’ initial 
beliefs that the chef has high expertise. 

 
Before or After? The Order Effect of Donors’ Personally Identifiable Information on Donation 

Amount 
Li YAN (University of Technology Sydney); *Xue Wang (University of Hong Kong, China); Minjung 
Koo (Sungkyunkwan University, South Korea); Hean Tat Keh (Monash University, Australia) 
Across five studies, we found that individuals donate a higher amount if their personally identifiable 
information is requested before they indicate the donation amount. This finding makes important 
theoretical contributions and offer practical implications for charitable organizations by identifying a 
simple “nudge” that encourages donors to give higher amounts. 

 
Why Should I Improve Myself? Perceived Economic Mobility and Consumer’s Interest in Self-
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Improvement Products 
*Chun-Ming Yang (Ming Chuan University, Taiwan) 
Across three studies, we provide convergent evidence suggesting that the constraints perceived by 
consumers increased when they had a low perceived economic mobility (PEM), which in turn 
influenced their interests in self-improvement products. This study contributes to the literature of 
PEM by extending its downstream consequences. 

 
Contestations of Entrepreneurship and Marketing in Creative Maker Tribes 

*AMY YAU (CARDIFF UNIVERSITY) 
The ethnographic study explores the narratives of becoming and being a creative maker 
entrepreneur and how the makers imbue themselves as brands to start and develop their business. 
It explores how makers create offline and online commercial communities and tribes with other 
makers and consumers in the mass-market dominated marketplace. 

 
Impact of Inverted Packaging on Brand Memory 

*Nur Yazgan Onuklu (Temple University, USA); Maureen Morrin (Rutgers University, USA) 
In this paper, we explore the influence of upside down packaging on brand recall and recognition. 
With two studies we show that unaided recall and recognition memory are improved when there is 
an upside down bottle presented among regular bottles compared to an all regular bottle 
presentation. 

Serif For the Conservatives: The Effects of Typeface on The Persuasiveness of Political 
Campaign 
*Jiwon Yi (Hongik University); *Nara Youn (Hongik University, South Korea) 
This research investigated the effect of congruence between serif (vs. sans-serif) typeface and the 
conservative (vs. liberal) political ideology on the campaign effectiveness. Through two experiments, 
we provided a support for the positive effect of serif typefaces on political campaign evaluation of the 
conservatives and unveiled underlying psychological process. 

 
Immediate Incentives in Prosocial Contexts 

*Y. Rin Yoon (Cornell University, USA); Kaitlin Woolley (Cornell University, USA) 
Prior research provides mixed evidence for the effect of financial incentives on prosocial behavior. 
Three studies (N = 982) fill this gap. We find that immediate (vs. delayed) incentives increase 
prosocial behavior when prosocial motivation is low, but that this effect attenuates when prosocial 
motivation is high. 

 
Multiple Social Identities Increase Torelence of Unethical Behaviors 

*Irina Y. Yu (Chinese University of Hong Kong, China); *Li Huang (Hofstra University, USA); *Morgan 
X. Yang (The Hang Seng University of Hong Kong) 
Consumers possess various social identities and generally show an identity congurent behavior 
when an identity is momentarily salient. What will happen when multiple identities are salient? We 
find that the activation of multiple social identities enhances consumers’ moral relativism belief and 
increases their tolerance of unethical/immoral behaviors. 

 
Ethnic Identity and Patience in Intertemporal Monetary Decisions 

*Jiaqi Yu (University of Chicago, USA); Oleg Urminsky (University of Chicago, USA); Stephanie 
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Chen (London Business School, UK) 
Ethnic identity importance predicts consumers’ patience in making intertemporal monetary decisions. 
Two studies based on evidence from Asians and Caucasians in the U.S. and the U.K. conclude that 
people who consider their ethnic identity more important value the present over the future and make 
more impatient time discounting choices. 

 
Sustainability as the Guilt-Relief Pill For Luxury Purchases 

*Shubin Lance Yu (Peking University, China); *Nabanita Talukdar (Hult International Business 
School); Sangeeta Trott (ITM-SIA Business School) 
Sustainability claims are not widely used by luxury brands because sustainability is considered 
incompatible with luxury. The results of two experimental studies suggest that, for luxury products 
with a high price, a sustainability claim can reduce the anticipated guilt of purchases, which in turn 
leads to higher purchase intention. 

 
Refunded Money is More Likely to be Spent 

*Tianjiao Yu (Washington University in St Louis, USA); Cynthia Cryder (Washington University, 
USA); Robyn LeBoeuf (Washington University, USA) 
We test how consumers’ willingness to spend depends on the transaction history of the money they 
have available. Specifically, we find that money refunded from previous purchases is more likely to 
be spent than non-refunded money. This research extends prior findings about mental accounting 
and fungibility. 

 
Is First the Worst? Understanding Consumers’ Tendency to Postpone the Better Outcome 

*Ozge Yucel-Aybat (Pennsylvania State University Harrisburg); Marina Carnevale (Fordham 
University) 
This research investigates the tendency of consumers to postpone their preferred item to the end. 
Two studies demonstrate that long-term (vs. short-term) oriented consumers are more likely to save 
their favorite product for last because they value improvements over time more. 

 
Boosting the Resale Value: Effects of Expired Warranty and Repair Conditions of Secondhand 

Products 
*Ulku Yuksel (University of Sydney, Australia); *Nguyen T Thai (University of Wollongong, Australia); 
*Vince Mitchell (University of Sydney, Australia) 
Secondhand retailers rarely communicate negative information such as manufacturer warranties 
being expired, or secondhand products being repaired. We show that consumers associate 
secondhand products with expired warranties with higher (lower) resale values than those with no 
warranties when these products have been repaired (never been repaired) and explain the process. 

 
Save Time For Better Life! The Effect Of Time Saving On Quality Perception 

*Jintao Zhang (Drexel University, USA); *Hongjun Ye (Drexel University, USA); Siddharth Bhatt 
(Pennsylvania State University - Harrisburg); Haeyoung Jeong (Drexel University, USA); Rajneesh 
Suri (Drexel University, USA) 
Consumers form their perceptions of quality with different signals. This study examines a novel 
signal of quality – time – as consumers would associate time saved when shopping with the 
perceptions of quality of the products, the more time consumers save, the better quality of the 
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products they perceive. 
 
Repetition Or No Repetition? Effects Of Repetitive Numbers On Bundling Promotion 

*Jintao Zhang (Drexel University, USA); *Hongjun Ye (Drexel University, USA); Siddharth Bhatt 
(Pennsylvania State University - Harrisburg); Haeyoung Jeong (Drexel University, USA); Rajneesh 
Suri (Drexel University, USA) 
Consumers are constantly making decisions on numbers along with their journey of consumption. 
Our study examines the effect of repetitive numbers on bundling price (i.e., 2 for $2.22 vs. 2 for 
$$2.12) that consumers have higher intentions to purchase bundling products with repetitive number 
prices. 

 
Food Label Halos and Consumer Perceptions of Food Healthfulness 

*Yijun Zhao (Renmin University of China) 
This paper demonstrates that label halos bias dieters’ estimates about the healthfulness of vice 
foods containing such labels. Dieters tend to draw a directional conclusion about food healthfulness 
to mediate the guilt associated with consuming indulgent food. Providing corrective information to 
dieters can mitigate these effects. 

 
The Impact of Social Crowding on Cross Sensory Products——Based on the Brand Alliance 

Perspective 
*Yijun Zhao (Renmin University of China) 
This research defines the cross sensory product (CSP), which refers to the product with different 
sensory attributes provided by two or more co-brands in brand alliance and suggest that feeling 
crowded makes consumers need more arousal , which, in turn, makes them prefer cross sensory 
product. 

 
How Crowdedness Enhances Consumers’ Healthy Lifestyle 

*Wanyi Zheng (University of Hong Kong, China); He (Michael) Jia (University of Hong Kong, China); 
Echo Wen Wan (University of Hong Kong, China) 
Social crowdedness is ubiquitous and has important implications for marketers. This research 
demonstrates that in a crowded environment, consumers are more likely to engage in health-
improving consumption, which can boost their immune system and thus make themselves less 
vulnerable to contagious diseases that become more salient under crowdedness. 

 
Time, Endowment Effect, and Happiness 

*wenxue zheng (Cornell University, USA); Ashley V. Whillans (Harvard Business School, USA) 
This project demonstrates an endowment effect of time such that people expect higher 
compensation for time losses than for identical time gains. We also find initial evidence for a link 
between this endowment effect and happiness. 

Where Does My Time Go?! The Trap of Segregated Resources 
*wenxue zheng (Cornell University, USA); David R. Just (Cornell University, USA); Jura Liaukonyte 
(Cornell University, USA) 
This project showed that time follows reversed arithmetic rules of mental accounting. Through 
hypothetical questionnaires that measured WTP, WTA, willingness to wait, level of irritation, we find 
that aggregated (vs. segregated) time was preferred, and participants have a higher WTA and WTP 
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for the aggregated time losses and time gains. 
 
A Helping Hand: How Online and In-store Shopping Environments Change Information Search 

For Haptic Products 
Lingrui Zhou (Duke University, USA); *Nicolette Sullivan (London School of Economics); Gavan 
Fitzsimons (Duke University, USA) 
What information do consumers search for when shopping for haptic products? The current research 
uses both behavioral data and computer mouse tracking analysis to examine how consumers search 
for and weigh various attributes across different shopping environments (online, in-store, or a 
combination of both). 

Device, Fast and Slow: How Devices Influence Consumer Decisions 
*Shuqi Zhu (University of Warwick); Sarah Wei (University of Warwick); John M. Rudd (University of 
Warwick); Yansong Hu (University of Warwick) 
How the devices (mobile versus stationary) consumers use influence how they approach a purchase 
decision? We argue that consumers are less likely to employ deliberative processing when they use 
mobile devices, compared to when they use stationary devices. Evidence from three studies 
supports this theorizing. 

 
AI is Better When I’m Sure: The Influence of Certainty Level of Consumer Needs on Their 

Willingness to Use AI Customer Service 
Yimin Zhu (Sun Yat-sen University); *Yingyue Liu (Sun Yat-Sen University, China); Xiang Fang 
(Oklahoma State University, USA) 
This paper explores the effect of certainty level of consumer needs on their willingness to use AI 
customer service, as well as its moderating effect and mediating effect. The findings make important 
theoretical contributions to AI research in the service context and provide useful guidelines for 
companies to use AI. 

 
The More, the Worse – When the Communication of High Majority Sizes Decreases the Impact of 

Descriptive Normative Information on Consumers’ Willingness to Donate 
*Vita Eva Maria Zimmermann-Janssen (Heinrich Heine University Düsseldorf, Germany) 
The ability of descriptive normative information (DNI) about majorities’ charitable behavior to 
motivate donations is currently discussed in reaction to diverging findings. Drawing on altruism 
models and impact philanthropy, we propose to reconsider crowding-out predictions and provide 
experimental evidence for DNI’s diminishing persuasiveness at high (vs. low) majority sizes 
communicated. 

 
Can Handwritten-appearing Typefaces Boost the Effectiveness of Social Norms?  – An 

Experimental Investigation on Sustainable Consumer Behavior 
*Vita Eva Maria Zimmermann-Janssen (Heinrich Heine University Düsseldorf, Germany); Carina 
Sophia Hütte (Heinrich Heine University Düsseldorf); Julia Kluger (Heinrich Heine University 
Düsseldorf) 
Descriptive normative information (DNI) about a majority’s sustainable behavior proved to be 
especially persuasive when others are present. As handwriting can evoke human presence 
perceptions, we tested experimentally whether DNI’s influence on sustainable behavior can be 
increased if presented in a handwritten-appearing (vs. machine-written) typeface under factual social 
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Film Festival 

absence. 
 
Time of Day and Construal Level Interact to Influence Engagement With Information 

*Ozum Zor (Rutgers University, USA); Kihyun Hannah Kim (Rutgers University, USA); Ashwani 
Monga (Rutgers University, USA) 
Social media messages that match with a high-level construal engage consumers more in the 
morning, whereas those that match a low-level construal engage consumers more in the evening. 
Empirical evidence comes from an experiment and a Twitter dataset. These findings have 
implications for both theory and practice. 

 

 
Airbnb Butterfly Effect: How Consumption Transformations Reverberate on Social and 

Cityscapes 
*Marlon Dalmoro (University of Vale do Taquari); *Diego Costa Pinto (Nova IMS - Information 
Management School); *Celso Zanini (Nova IMS -  Information Management School) 

 
Come Come! 

*Thomas Stenger (University of Poitiers, France); *Olivier Coussi (University of Poitiers, France) 
 
Coworkers Lifestyle 

*Máté Bencze (Corvinus University of Budapest) 
 
Dignity as a Gift: an Immersion in the Gastronomic Experience at Refettorio Paris 

*Ophelie Elise Mugel (Ferrandi Paris) 
 
Impact of Religious Differences on Marketplace Configurations 

Ameya Mittal (Indian Institute of Technology Bombay); Akshaya Vijayalakshmi (Indian Institute of 
Management Ahmedabad, India); *Nitisha Tomar (University of Wisconsin - Madison, USA); Ankur 
Kapoor (Indian Institute of Management Udaipur, Inda) 

 
Lost in an Emodity: Self-Reflexive Ethnographer Portraits 

*Joonas Rokka (EMLYON Business School); *Maira Lopes (EMLYON Business School); Vincent 
Dewaguet (EMLYON Business School); *Anissa Pomies (Emlyon Business School, France); *Lydia 
Ottlewski (University of St. Gallen, Switzerland) 

 
Outside In 

*Baptiste CLERET (University of Rouen); *Cerise Thorel (University of Rouen Normandy); *Boris 
Collet (University of Rouen Normandy) 

 
Pac-Man & the Pack Mentality: Nostalgia & Socialization Factors in Gaming Choice 

Avery Kerns (Ohio University, USA); *Jacob Lee Hiler (Ohio University, USA) 
 
Stanislavskij's Reflexive Videography to Explore the Representational World of the Researcher 

*Michele Corengia (Università della Svizzera italiana) 
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Sustainup 

*Dr. Iris Mohr (St. John's University) 
 
The Disruptive ‘Other’? Exploring Human-Animal Relations in Tourism 

*Minni Haanpää (University of Lapland, Finland); Tarja Salmela (University of Lapland); *José-Carlos 
García-Rosell (University of Lapland, Finland); Mikko Äijälä (University of Lapland, Finland) 

 
Too Big To Care: Uncovering the Ugly Truth of Brand Relationships in the Video Game Industry 

*Jacob Lee Hiler (Ohio University, USA); Elana Harnish (Ohio University, USA) 
 
Winter Texans' Motivations to Temporarily Relocate:  Exploring Costs of Living 

*Ross Murray (The University of Texas Rio Grande Valley); *Suwakitti Amornpan (The University of 
Texas Rio Grande Valley, USA); Michael Minor (The University of Texas Rio Grande Valley) 


