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ACR 2024 Paris Extended Program

WEDNESDAY

18:00-20:00 - Doctoral Symposium: “Meet the Graduates” Reception (Registration Req.).
Cafe Oz.

THURSDAY

08:45 — ACR-Sheth Foundation Doctoral Symposium (Registration Required). Loft ABDE
(floor 3). Co-Chairs: Gabriele Paolacci (Erasmus U. Rotterdam) Katherine Burson (U. of
Michigan)

9:00 - JACR BODI Incubator. Studio AB (floor 2). Chairs: Cristel A. Russell (Pepperdine U.),
LJ Shrum (HEC Paris) Pilar Rojas Gaviria (U. of Birmingham) Céline Del Bucchia
(Audencia Business School)

10:30-15:30 - ACR Board Meeting — Loft H (floor 3). President: Kristin Diehl (U. of Southern
California)

12:30-17:00 - Mid-Career Workshop (Registration Req.): Studio (floor 2). Co-Chairs: Selin
Malkoc (The Ohio State U.) Giana M. Eckhardt (King’s College London) Gal Zauberman
(Yale U.)

13:00-16:00 - Early-Career Workshop (Registration Req.): Forum (floor -1). Co-Chairs: Szu-
chi Huang (Stanford U.) Marie-Agnes Parmentier (HEC Montréal) Steven Sweldens
(Erasmus U. Rotterdam).

17:00-18:20 - Keynote: ACR Fellow Rob Kozinets (U. of Southern California) &
Distinguished Service Award Winner Julie Ozanne (The U. of Melbourne) — Loft
ABDE (floor 3) Hosted by ACR Fellow Melanie Wallendorf (U. of Arizona)

Hosted by Conference Co-chairs: Joseph Goodman (The Ohio State U.) Hilke Plassmann
(INSEAD) Cristel A. Russell (Pepperdine U.)

- ™\
18:00-19:30 Welcome Reception & Working Paper Session 1 — Scéne (floor 0)

o J
FRIDAY
7:00-8:20 — Breakfast & Working Paper Session 2 — Scéne (floor 0)
Hosted by Working Paper Co-Chairs: Gabbie Tonietto (Rutgers U.) Ela Veresiu (York U.)
Kuangjie Zhang (Nanyang Technological U.)
/

7:00-8:20 - Keith Hunt Newcomer's Welcome Breakfast — Galerie (floor 3)

1.01 Special Session: Stimulating the Validity of Consumer Research to Detect True
Effects

8:20-9:40 Loft A (floor 3). Chair: Constant Pieters (Copenhagen Business School)

Responding to the reproducibility crisis and calls for practically relevant consumer research,
this session provides novel perspectives on the internal and external validity of empirical
consumer research. The goal of this session is to provide consumer researchers with
actionable recommendations to maximize the validity of their studies

Digital In-Context Experiments

8:20-8:35. Hauke Roggenkamp* (U. of St. Gallen) Johannes Boegershausen (Erasmus U.
Rotterdam) Christian Hildebrand (U. of St. Gallen)

We introduce Digital In-Context Experiments (DICE), a new experimental paradigm mimicking
real-world social media feeds. DICE combines the strengths of experimental and
observational methods to enhance external validity in social media research. Via access to
clickstream variables (e.g., dwell times) unavailable in existing paradigms, DICE facilitates
exploring novel research questions.

From Reproducibility Crisis to Generality Revolution

8:40-8:55. Eli Sugerman (Columbia U.) Eric Johnson* (Columbia U.) Antonia Krefeld-Schwalb
(Erasmus U. Rotterdam)

In response to the criticism of consumer research’s lack of replicability, researchers have
started to collect larger samples, and more studies. For that, researchers typically rely on
selected online panels, that systematically differ on relevant moderators affecting the
generalizability of results. We make 6 recommendations to overcome that problem.

Empirical Generalizations about Predictive Accuracy in Choice Experiments

9:00-9:15. Felix Eggers* (Copenhagen Business School) John Hauser (MIT)

Predictive accuracy in form of hit rates is a common form to evaluate the validity of choice
experiments. We conduct a meta-analysis on holdout hit rates in choice experiments.
Conceptually and empirically, we examine variables related to the research context,
experimental design, estimation, and craft of the implementation.

A Framework for Discriminant Validation of Multi-ltem Scales in Consumer Research

9:20-9:35. Constant Pieters* (Copenhagen Business School) Hans Baumgartner (The
Pennsylvania State U.) Rik Pieters* (Tilburg U.)

Motivated by issues with commonly used discriminant validation criteria, this paper proposes a
decision-theoretic framework for the discriminant validation of multi-item scales in consumer
research. Annotated example code, an online application, and case studies illustrate the
benefits of using the proposed framework.

1.02 Special Session: Drivers and Consequences of Consumer Debt Decisions

8:20-9:40 Loft B (floor 3). Chair: Jiabi Wang (U. of Chicago)

This session features three papers on consumer debt decisions and an expert discussion. The
first two papers explore the motivations and consequences of buy-now-pay-later plan
usage. The second and third papers investigate social perceptions of financial instrument
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usage. Collectively, this session contributes to understanding consumer debt and promoting
financial well-being.

A New Way to Spend: The Psychology of Buy-Now-Pay-Later

8:20-8:35. Jean Zhang* (U. of California, San Diego) Wendy Liu (U. of California, San Diego)

Buy-now-pay-later short installment plans are increasingly popular and raise important
theoretical questions. Six studies demonstrate that BNPL usage is driven, in part, by its
ability to
transform price in specific ways. The findings uncover new theories for consumer financial
self-control and mental accounting, with significant implications for consumer financial well-
being.

The Impact of Buy-Now-Pay-Later Plans on Retail Repatronage

8:40-8:55. Jiabi Wang* (U. of Chicago) Christina Kan (U. of Connecticut) Daniel Katz (U. of
Chicago) Abigail Sussman (U. of Chicago)

Buy-now-pay-later (BNPL) plans are becoming increasingly popular among retailers. Although
it is advertised as boosting retailers’ revenue, across 6 studies, we found they may backfire
and harm customer repatronage. The usage of BNPL signals a consumer's financial strain,
leading to embarrassment and reduced likelihood of returning to the retailer.

Do Just-in-Time Repayment Discounts Influence Perceptions and Brand Loyalty?
Evidence from Payday Loan Adoption

9:00-9:15. Avni Shah* (U. of Toronto) Andre Cire (U. of Toronto) Dinara Akchurina (U. of
Toronto)

Panel data from a payday loan provider and two lab experiments show that discount timing
can influence firm perceptions and loyalty behavior. Offering a repayment fee discount prior
to repayment (versus upfront) leads consumers to more positive firm perceptions,
increasing repeat loan sign-ups versus more financially favorable alternatives.

Consumer Perceptions of Buy Now Pay Later and Purchase Behavior

9:20-9:35. Linda Salisbury* (Boston College)

Buy now pay later enables financial inclusion, offering credit access to consumers with limited
credit histories. However, consumers’ vulnerabilities and some lender practices can pose
risks that lead to consumer harm, such as overspending. We examine the role of
psychological ownership and BNPL lender trust on spending and shopping behavior.

1.03 Special Session: Beyond Automation: The Transformative Power of Al to Shape
Consumer-Firm Relationship

8:20-9:40 Loft DE (floor 3). Chair: Mohammadhesam Hajighasemi

This session examines Al's impact on consumer-firm dynamics, focusing on voicebot
anthropomorphism, Al literacy, generative Al's role in creativity, and financial risks in Al-
driven advice. It helps to understand factors leading to the adoption of Al as well as a novel
set of risk factors hindering the adoption of Al.

The Impact of Accent on Anthropomorphism and Downstream User Engagement with
Voicebots

8:20-8:35. Mohammadhesam Hajighasemi* (ESSEC Business School) Amir Sepehri (ESSEC
Business School) Cait Lamberton (U. of Pennsylvania)
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We introduce a novel approach to anthropomorphizing voicebot agents and show that users
prefer more to interact with a voicebot communicating with a non-standard accent
compared to a standard American one. We demonstrate the role of anthropomorphic
perceptions in explaining this effect.

Knowledge of Artificial Intelligence Predicts Lower Al Receptivity

8:40-8:55. Steph Tully (U. of Southern California) Chiara Longoni* (Bocconi U.) Gil Appel
(George Washington U.)

In contrast to people’s forecasts, this research finds that people with lower (vs. higher) Al
literacy are more receptive to Al. Greater receptivity is not driven by Al capability, ethicality,
or fear perceptions. Rather, those with lower Al literacy perceive Al as more magical and
awe-inspiring, leading to greater receptivity.

Refining Ideas with Generative Al: How Text- and Image-Based Scenarios Influence
Idea Refinement

9:00-9:15. Philipp Gordetzki (U. of St. Gallen) Ivo Blohm (U. of St. Gallen) Melanie Clegg
(Vienna U. of Economics and Business) Felix Schakols (U. of Lucerne) Reto Hofstetter* (U.
of Lucerne)

In the innovation process, generative Al can be used to refine ideas with text-based scenarios
and image-based visualization. Our findings reveal that text-based scenarios versus image-
based visualization scenarios enhance creative performance because they increase levels
of mental outcome simulations.

Biased Echoes: Generative Al Models Reinforce Common Investor Biases and Magnify
Financial Portfolio Risk

9:20-9:35. Philipp Winder* (U. of St. Gallen) Christian Hildebrand (U. of St. Gallen) Jochen
Hartmann (Technical U. Munich)

This research demonstrates that genAl investment advice systems systematically increase
portfolio risks for private investors across five dimensions: geographical, sector, trend
chasing, active allocation, and total expense risk. Four studies show that debiasing
interventions only moderately mitigate these risks. We discuss implications for consumers,
policymakers, Al developers, and financial institutions.

1.04 Special Session: The How and Why of Norms in Food Consumption

8:20-9:40 Loft G (floor 3). Chair: Irene Scopelliti (City, U. of London)

This session offers novel insights on consumption norms in food-related decisions, by
examining the intrinsic benefits of norm-adherence, and how norms affect food choices for
the self and for others, as well as co-consumption decisions. The results have implications
for societal issues related to consumer well-being and sustainability.

The Inherent Pleasure of Norm-Consistent Behavior

8:20-8:35. Anna Paley* (Tilburg U.) Irene Scopelliti (City, U. of London) Janina Steinmetz
(City, U. of London)

Five experiments demonstrate a systematic self-other asymmetry in consumers’ preference
for following a prevalent social norm, with individuals endorsing their own adherence but not
others’. Consumers underestimate the benefits others experience from norm adherence.
Interventions such as perspective taking and explicit release from the norm do not eliminate
this asymmetry.



Extended Program — ACR 2024 Paris

Choosing Larger Food Portion Sizes for Others

8:40-8:55. Peggy Liu* (U. of Pittsburgh) Ignazio Ziano (U. of Geneva) Theresa Kwon (U. of
Pittsburgh)

Consumers choose larger portion sizes for others (vs. for self, vs. predictions about how much
others want to eat, and vs. how much others want to receive). The desire to convey warmth
is one driver. Ironically, choosing larger portion sizes for others does not necessarily convey
greater warmth to recipients.

Choosing Plant-based Meals Even with Price Premium and Higher Calories: The Role
of Defaults in Encouraging Sustainable Eating Behaviors

9:00-9:15. Alim Yilmaz (IESE Business School) Isabelle Engeler* (U. of Lausanne) Minah
Jung (New York U.) Jordi Quoidbach (ESADE)

We examine how nudging plant-based (instead of meat-based) menu options affects people’s
decisions. Four studies (N=4140) find that plant-based defaults increase consumers’ choice
of plant-based meals—even when they have higher prices or calories than their meat-
based counterparts. The findings inform how defaults interact with incentives to promote
sustainable behaviors.

Avoiding (B)romantic Consumption: Unpacking the Stigma of Male Consumption
Sharing

9:20-9:35. Sherrie Xue* (INSEAD) Stephanie Lin (INSEAD) Christilene Du Plessis (Singapore
Management U.)

We examine how the perceived romanticness of consumption experiences and the gender
composition of a dyad influence shared consumption. Relative to women, men tend to avoid
sharing consumption with same-gender others due to apprehension about romance. This is
heightened for highly romantic experiences, and despite men believing they should share.

1.05 Special Session: When and Why Consumers Try to Be Sustainable but Miss the
Mark

8:20-9:40 Loft H (floor 3). Chair: Gabriela Padua (Washington U. in St. Louis)

Despite growing interest in sustainability, consumers often fall short in their efforts to create
better societal and environmental outcomes. This session features four papers that explore
and unpack how the psychology behind everyday decision-making can actually hinder
actions that would promote a more sustainable future for all.

Bad Donations: Consumers Donate Subpar Goods to Avoid Waste

8:20-8:35. Hyebin Kim* (Washington U. in St. Louis) Robyn LeBoeuf (Washington U. in St.
Louis) Cynthia Cryder (Washington U. in St. Louis)

Consumers often donate subpar goods. We find that consumers make such donations
because the alternative to donating subpar goods-- discarding them-- feels wasteful.
Consumers want to donate subpar goods but believe they should throw them away, and
presenting consumers with a less wasteful alternative (e.g., recycling) reduces “bad”
donations.

Redundant Sustainable Purchases

8:40-8:55. Gabriela Padua* (Washington U. in St. Louis) Sydney Scott (Washington U. in St.
Louis)

ACR™

26-29 SEPTEMBER, 2024

Consumers regularly make “redundant sustainable purchases’— they buy a new sustainable
product when they already own a version of it. We find that consumers sometimes
recognize a redundant sustainable purchase is not the best act for protecting the
environment, yet believe it best shows you care about the environment.

Can one person make a difference?

9:00-9:15. Joshua Lewis* (New York U.) Shalena Srna (JP Morgan Chase) Erin Morrissey
(Generation Pledge) Matti Wilks (Edinburgh U.) Lucius Caviola (U. of Oxford) Christoph
Winter (Instituto Tecnoldgico Auténomo de México)

People use “one person can't make a difference” to argue against engaging in prosocial
actions (e.g., protesting), even when they believe it's worthwhile for many people to engage
in them. People hold these conflicting beliefs even when both cases are logically
equivalent.

Consumers Are Less Likely to Recycle Disgusting Products

9:20-9:35. Tianjiao Yu* (Xiamen U.) Gabriela Padua (Washington U. in St. Louis) Stephen
Nowlis (Washington U. in St. Louis)

In this research, we find that consumers are less likely to recycle the packaging for a personal
care product that they find to be disgusting. This effect occurs because consumers believe
that it is morally wrong to contaminate the recycling process with a disgusting product.1.6

1.06 CP10: Emotional Rescue: Consumer Emotions and Mental Health

8:20-9:40 Loft C (floor 3). Chair: Daniela Cristian (City, U. of London)

Misperceiving Mental Health Stigma: Consumers Overestimate Stigma and
Underestimate Interest in Mental Health Consumption

8:20-8:30. Justin Pomerance* (U. of New Hampshire) Daniel Russman (Columbia U.)

In this research, we show that consumers overestimate others' mental health stigma, that they
do this more for more distant others due to the use of schematic beliefs, and that this
influences gift giving for mental health oriented products.

Restoring the Psychological Self: Why women prefer autologous to prosthetic breast
reconstruction

8:30-8:40. Fabienne Krywuczky* (Vrije Universiteit Amsterdam) Kobe Millet (Vrije Universiteit
Amsterdam) Jiska Eelen (Vrije Universiteit Amsterdam)

Despite implants most frequently used, we show that women prefer breast reconstruction with
tissue as it better restores the psychological self. This preference is attenuated when
restoring a body part less relevant to the self, and when aiming to restore women’s physical
appearance rather than the psychological self.

“Man is an Industrial Palace”: Philosophies of Body Impact Health and Wellness
Consumption

8:40-8:50. 1 DanielRussman Columbia U. (Columbia U.) BerndSchmitt Columbia U.
(Columbia U.)

"Consumers use common metaphors, such as “machine” or “temple

Mid-Session Q&A 8:50-9:00.

Choice Autonomy and Recovery from Hedonic Decline

9:00-9:10. Kao Si (U. of Macau) Jing Hu* (U. of Macau) Xianchi Dai (The Chinese U. of Hong
Kong)
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Individuals experience a hedonic decline with time and repeated consumption. Previous
research has explored how to slow unwanted hedonic decline while overlooking how
consumers recover from such decline. In this research, the authors find that people who
perceive a loss of choice autonomy will recover slowly from hedonic decline.

Limiting Accessibility: How Targeting Consumers with Disabilities Constrain
Acceptable Prices for Innovations

9:10-9:20. Musa Essa* (U. of Bologna) Johannes Boegershausen (Erasmus U. Rotterdam)
Gabriele Paolacci (Erasmus U. Rotterdam)

This research demonstrates that premium prices are perceived as less acceptable for
innovations that target consumers with disabilities compared to the mass market. Disability
evokes pity, which in turn makes people averse to prices which may be high but often a
necessary condition for companies to invest in adaptive products.

The Emotional Health Tax

9:20-9:30. Jacqueline Rifkin* (Cornell U.) Rebecca Ponce de Leon (Columbia U.) Eesha
Sharma (San Diego State U.)

Consumers’ decisions are more harshly judged (i.e., viewed as more unjustified,
inconsiderate) when they prioritize their emotional health (vs. physical health) over other
responsibilities (e.g., work, social commitments). This “emotional health tax” is driven by the
decision to prioritize one’s health, and not by the presence of health problems themselves.

Final Q&A 9:30-9:40.

1.07 CP10: Mr. Roboto: Consumer Interactions with Technology

8:20-9:40 Forum EF (floor -1). Chair: Maximilian Gerrath (Leeds U.)

Beyond the Uncanny Valley: Consumer Engagement with Virtual Influencers in the
Context of Personalized Offers

8:20-8:30. Kate Jeonghee Byun* (NEOMA Business School) Daegon Cho (KAIST) Michael
Haenlein (ESCP Business School) Shijin Yoo (Korea U.) Youngchan Hwang (KAIST)

Research shows consumers usually prefer humans to virtual influencers, but this changes
with personalized offers from virtual influencers by being perceived as more competent.
Additionally, virtual influencers with a hint of uncanny garner more engagement than exact
human-like ones, contradicting uncanny valley hypothesis that highly anthropomorphized
entities are more effective.

My face, my choice: Facial payment makes people less happy about others making the
same purchase decisions

8:30-8:40. Liang Huang (Tsinghua U.) C. Clark Cao* (Lingnan U.) Lei Su (City U. of Hong
Kong) Darren Dahl (U. of British Columbia)

We show that facial payment, unlike other mainstream payments such as credit cards or
mobile payments, makes users less happy seeing others making the same purchases, due
to a heightened self-identity focus. This effect is weakened when consumers focus on
products’ utilitarian value or can affirm self-identity in other tasks.

A Systematic Comparison of Consumer Reactions between Retargeting and Digital
Eavesdropping Incidences: Experimental Research

8:40-8:50. Kevin Krause* (Saarland U.) Andrea Groeppel-Klein (Saarland U.)
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A lab-based experiment was performed to discover how consumers react to personalized
advertisements based on digital eavesdropping (secret monitoring of offline conversations)
compared to ads based on retargeting (analysis of previous online behavior). Digital
eavesdropping produced worse ad-related consumer behavior and attitudes. Thus, its use
is not encouraged.

Mid-Session Q&A 8:50-9:00.

Lessons From an App Update at Replika Al: Identity Stability in Human-Al
Relationships

9:00-9:10. Julian De Freitas* (Harvard U.) Noah Castelo (U. of Alberta) Ahmet K. Uguralp
(Bilkent U.) Zeliha Oguz-Uguralp (Bilkent U.)

We find that consumers are forming deep emotional bonds with Al and are vested in Al
identities over time. Disrupting the perceived continuity of an Al's identity leads to adverse
well-being and marketing impacts, especially when an ‘essential’, rather than superficial,
aspect of the Al is changed.

Awkward conversations: Consumer perceptions of Al relational talk

9:10-9:20. Stephanie Dharmaputri* (The U. of Melbourne) Anish Nagpal (The U. of
Melbourne) Gergely Nyilasy (The U. of Melbourne) Jill Lei (The U. of Melbourne) Amitava
Chattopadhyay (INSEAD)

This paper investigates the effects of artificial intelligence (Al) relational talk on service
satisfaction. We found that consumers perceive relational talk dialogue with Al technologies
to constitute an awkward social situation. This stems from expectancy violation of Al
technologies’ perceived mechanical nature, leading to increased awkwardness and
decreased service satisfaction.

Boosting immersion in boring and stressful activities: Testing a computational model
of flow

9:20-9:30. David Melnikoff (Stanford U.) Ryan Carlson (U. of Chicago) Paul Stillman* (San
Diego State U.)

Too often, activities feel tedious or stressful. Building off a computational model of “flow” we
show multiple ways to increase engagement without changing the reward structure of the
task itself. By leveraging streaks and viewing outcomes in continuous (vs. discrete)
outcomes, we promote engagement and task performance.

Final Q&A 9:30-9:40.

1.08 CP15: Photos and Technology

8:20-9:40 Studio AB (floor 2). Chair: Dominique Braxton (Loyola Marymount U.)

The Psychology of Product Photography: How Consumers Generate Images for
Positive versus Negative Reviews

8:20-8:35. Jenny Xue* (U. of Pennsylvania) Shiri Melumad (U. of Pennsylvania)

Leveraging field and experimental studies, we show that images accompanying positive
reviews are more helpful to observers because reviewers tend to put more effort into
photographing a product they like (vs. dislike), resulting in higher-quality images that are
both easier to process and engender more trust in the reviewer.

Beyond the Visual: How User-generated Photos Signal Value in Online Reviews
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8:40-8:55. Matheus Menezes* (IESEG) Rajesh Bhargave (Imperial College London) Bryan
Usrey (Ritsumeikan Asia Pacific U.)

Across four experiments and one Yelp dataset, we show that user-generated photos in
reviews act as a signal and generate pseudo-evidence, enhancing perceived helpfulness
irrespective of informational content. This signalling effect increases reader confidence in
reviews, with consequences for consumer choices and practical implications for review
platforms.

Breaking the Stigma: The Impact of Chatbot Design on Consumers’ Willingness to
Adopt Healthcare Chatbots for Stigmatized Health Issues

9:00-9:15. Yuting Pang* (Zhejiang U.) Fangyuan Chen (U. of Macau) Lili Wang (Zhejiang U.)

This research explores the interactive effect of chatbot design and disease stigma on
consumers’ intention to adopt chatbots. Six experiments show that people are more likely to
seek help from chatbots with a robot-like (vs. human-like) design when the health issue is
highly stigmatized, an effect driven by anticipated devaluation.

Don’t Keep it! How Interface Layouts Influence Product Retention Behaviors

9:20-9:35. Huitian Zhang* (Hong Kong Baptist U.) Lei Su (City U. of Hong Kong) Jaideep
Sengupta (HKUST)

This research explores how consumers’ product retention behaviors vary across different
types of interface layouts. The results reveal that an infinite-scrolling (versus pagination)
layout lowers product retention. Reassuringly however, we also identify actionable and
easily-applicable strategies that can alleviate this effect, thereby reducing potential waste
and enhancing sustainability.

1.09 CP15: Technology and Mental Health

8:20-9:40 Studio DE (floor 2). Chair: Mirijam Tuk (Erasmus U. Rotterdam)

Driven by Emotional Loneliness: Consumer Preferences in Frontline Service

8:20-8:35. Min Yan* (The U. of Essex) Qionglei Yu (Newcastle U.) Raffaele Filieri (Audencia
Business School)

This study uses a mixed-method approach to investigate how various loneliness types impact
consumer service preferences (robots vs. humans). Across three studies, emotional
loneliness notably drives consumers towards service robots. Factors like solitude
preference, surface acting, and perceived ease of use play roles as mediators and
moderators.

Beyond Aversion: Stage-Specific Al Aversion and Preference in Mental Health Care

8:40-8:55. CamillaEunyoung Song* (City U. of Hong Kong) Kin Ning Cheng (City U. of Hong
Kong)

Extending prior research on medical Al aversion, this study reveals consumer preference for
Al in mental health diagnosis, driven by reduced social evaluative concerns but aversion in
treatment across four pre-registered studies. This research encourages a stage-specific
approach to Al integration in mental health care, ensuring effectiveness and consumer
acceptance.

Trust Your Feelings: Reliance on Reason versus Emotions in Seeking Mental Health
Products and Services.

9:00-9:15. Jaewoo Lee (Boston U.) Remi Trudel* (Boston U.)
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This research investigates how decision-making style affects mental health pursuit. In five
studies, we demonstrate that individuals who are predisposed to prioritize reason over
emotions are less inclined to seek mental health resources. This occurs because reason-
based processing diminishes perceived severity of symptoms, reducing the likelihood of
seeking related products/services.

Al-induced Dehumanization: How Perceiving Socio-emotional Capabilities in Als Leads
to Employee Mistreatment

9:20-9:35. Hyeyoung Kim* (LSE) Ann L. McGill (U. of Chicago)

This paper investigates how autonomous agents influence perceptions and behaviors towards
others, particularly human employees. We find that perceiving socio-emotional capabilities
in Als leads to attributing humanlike mind to them, leading to an assimilation between
humanness judgments of actual people and Als. Consequently, this dehumanized
perception results in employee mistreatment.

1.10 CP15: Numerical Precision on Decision Making and Perception

8:20-9:40 Studio F (floor 2). Chair: Steven Sweldens (Erasmus U. Rotterdam)

Recalculating Ambiguity Aversion: How Numerical Cognition Determines Preferences
for Precise versus Imprecise Probabilities and Outcomes

8:20-8:35. Marina Lenkovskaya* (Erasmus U. Rotterdam) Steven Sweldens (Erasmus U.
Rotterdam)

Consumers generally prefer precise options over imprecise ranges with the same expected
value, a bias known as ‘ambiguity aversion.” We demonstrate that two principles of
numerical cognition explain great heterogeneity in this bias, affecting choices in domains
characterized by varying levels of uncertainty (e.g., lotteries, discounts, investment
products, vaccines).

Going Smaller with Precise Numbers: Consequences of the Precision-Smallness
Association on Attribute Weighting and Consumer Choice

8:40-8:55. Jorge Pena Marin (Michigan State U.) Mathew Isaac* (Seattle U.) Jennifer Hong
(Seattle U.)

This research documents that precise numbers (e.g., decimals) enhances the weight and
evaluation of "smaller-is-better" attributes (e.g., product weight). This occurs because
consumers link precision with the concept of smallness. Eight studies, including a field
experiment with a real estate platform, demonstrate this effect and its impact on consumer
choices.

$9.99 per Month or $99.99 per Year? The Role of Math Anxiety and Number Processing
Fluency in Preferences for Periodic Payment Formats

9:00-9:15. Micayla Downey* (Michigan State U.) Jorge Pena Marin (Michigan State U.)

We show that math anxiety impacts subscription payment preferences. High (versus low)
math anxious consumers prefer high frequency (e.g., $9.99 per month) over low frequency
(e.g., $99.99 per year) payments due to their magnitude processing fluency. This research
deepens our comprehension of how consumers' relationship with numbers influences their
choices.

Pricing in Resale Markets: Why Lower-priced Goods Tend to Retain More Value
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9:20-9:35. Minjeong Ko* (U. of Southern California) Joseph Nunes (U. of Southern California)
Elisa Solinas (IE U.)

When selling products in the secondary market, how much of the original retail price can
sellers recoup? Contrary to consumers’ belief that higher-priced goods retain more value
than lower-priced goods, findings from five real-world datasets and five lab studies indicate
the exact opposite. Cost perceptions appear to explain this effect.

1.11 CP15: Innovations in Competitive Paper Groupings: Four Great Papers that Will
Change How you Think

8:20-9:40 Forum IJ (floor -1). Chair: Sam Maglio (U. of Toronto)

How Do the Top Consumer Research Journals Differ?

8:20-8:35. Evan Weingarten* (Arizona State U.) On Amir (U. of California, San Diego) Andrea
Morales (Arizona State U.)

We compare top-cited and lesser-cited JCR, JCP, and JMR 1974-2022 through methods,
topics, author networks, and citations. Journals uniformly employ recent methods and
exhibit vast increases in number of studies and sample sizes over time, JCR has more
CCT, and JCP more conceptual papers and employs more MTurk/student samples.

Open Source Products: The Moralization of Innovation

8:40-8:55. Lukas Maier* (WU Vienna) Martin Schreier (WU Vienna) Darren Dahl (U. of British
Columbia)

Firms can make their innovation-related knowledge open source (i.e., freely share it with the
outside world) instead of keeping it secret or protected via patents. We demonstrate that
consumers moralize such open source activities—they view the focal firm as a moral agent
whose actions may benefit society with important downstream consequences.

Pay or Donate? How Language Shapes Giving

9:00-9:15. M. Leonor Neto* (New York U.) Eunkyung An (New York U.) Minah Jung (New
York U.) Tulin Erdem (New York U.)

Collaborating with a nonprofit serving 35M educators and students, we tested how framing
contributions as pay-what-you-want vs. donate-what-you-want influenced contributions in
two large-scale field experiments (N=819,308). The results suggest that framing as a
payment increased contribution rate, but we found no effect of language in average
contribution amount.

Short and Sweet or Short and Sour: The Influence of Text Message Abbreviations on
Impression Management

9:20-9:35. Yiran (Eileen) Zhang* (Stanford U.) David Fang (Stanford U.) Sam Maglio (U. of
Toronto)

Effective impression management is crucial for social and business success. Through ten
studies (N = 6,380) using mixed methods (i.e., experiments, survey, field experiment, and
archival analyses), we show that using texting abbreviations can negatively impact
perceived sincerity and response rates.

1.12 Meet the Editors Panel #1
8:20-9:40 Forum AB (floor -1). Moderator: loannis Evangelidis (ESADE). Editors: Katrijn
Gielens (U. of North Carolina, Journal of Retailing) Dipayan Biswas (U. of South Florida,
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Journal of Business Research) Mirella Kleijnen (Vrije Universiteit Amsterdam, Journal of
Business Research) Peeter Verlegh (Vrije Universiteit Amsterdam, Journal of Interactive
Marketing) Giilen Sarial Abi (Copenhagen Business School, Psychology & Marketing) Anne
Hamby (Boise State, Journal of Advertising).

1.13 Roundtable: Fostering Impactful Consumer Research

8:20-9:40 Forum C (floor -1). Chair: Linda Tuncay-Zayer (Loyola U. Chicago) Keith Wilcox
(Texas A&M U.) Eileen Fischer (York U.). Participants: Stephen Anderson (Texas A&M U.)
Michelle Barnhart (Oregon State U.) Wendy De La Rosa (U. of Pennsylvania) Judith
Fletcher-Brown (U. of Portsmouth) Andrew Gershoff Rebecca W Hamilton (Georgetown U.)
Julie Ozanne (The U. of Melbourne) Gul Sener (Bahcesehir U.) Yan Vieites (FGV EAESP)

Current debates in consumer research examine if, and how, scholars engage in impactful
research. This roundtable discussion explores understandings of impact, the challenges in
engaging in impactful research, and the structures and incentives that need to be in place in
academia to foster impact in the field and beyond.

1.14 Roundtable: How Philosophy Can Enhance Consumer Research

8:20-9:40 Forum GH (floor -1). Chair: Martin Fritze (ZU) Cait Lamberton (U. of Pennsylvania)
Ed Love (Western Washington U.) Corey Cusimano (Yale U.). Participants: Philip Fernbach
(U. of Colorado at Boulder) Shreyans Goenka (Virginia Tech) Simona Botti (London
Business School) June Cotte Amna Kirmani (U. of Maryland) Fleura Bardhi (City, U. of
London) Klaus Wertenbroch (INSEAD) N. Craig Smith (INSEAD) Berman Berman (London
Business School) Nina Strohminger (U. of Pennsylvania) Amit Bhattacharjee (U. of
Colorado at Boulder)

Despite interest in many overlapping theoretical and substantive areas, consumer research
has only rarely drawn on philosophical thought. We propose that this omission has
separated our field from a rich intellectual legacy. In this roundtable, we will present,
discuss, and exchange ideas on how philosophy can enhance consumer research.

9:40-10:20 - Coffee Break - Located throughout the Conference Center

2.01 Special Session: Finding and Creating Meaning in the Marketplace

10:00-11:20 Loft A (floor 3). Chair: Jeremy Lee (York U.)

Consumers want meaning from the marketplace, but can the marketplace cater to this need?
This session highlights pioneering research which sheds novel insight into whether and how
consumers seek, find, and create meaning in the marketplace across diverse contexts such
as morality, emotions, prosocial behavior, and consumptive work.

The Morality of Meaning in the Marketplace

10:00-10:15. Jeremy Lee* (York U.) Nicole Mead (York U.) Lawrence Williams (U. of Colorado
at Boulder)

Five studies show that people find it unsavory to use consumption as a pathway toward
meaning. Participants considered using products and experiences to generate meaning (vs.
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pleasure) as less moral, regardless of judging themselves or others, because doing so
violated the moral foundations of care and fairness.

Fulfilling the Need for Meaning through Philanthropy

10:20-10:35. Tianyi Li* (The U. of Hong Kong) Donald Lehmann (Columbia U.) Jeffrey Parker
(U. of lllinois Chicago)

Individuals are motivated to fulfill their need for meaning in life and often find meaning through
philanthropy. Three studies show that individuals with a stronger need for meaning are
more inclined to donate, especially publicly. Moreover, those who believe their charitable
behaviors reflect their moral selves tend to donate more.

Emotional Entitlement

10:40-10:55. Stephanie Lin (INSEAD) Xueqi (Sookie) Bao* (INSEAD) Tamar A. Kreps (U. of
Hawaii)

We find that consumers are viewed as being entitled to a certain amount of emotion
commensurate with their personal investment in the emotion targets. Thus, although
emotions have been shown to be linked with higher moral evaluation, consumers with low
personal investment who show high emotion are viewed as immoral.

Consumptive Work in Coworking

11:00-11:15. Adele Gruen* (Université Paris Dauphine) Fleura Bardhi (City, U. of London)

We introduce consumptive work as the instrumentalization of consumption activities for
productive value co-creation in the workplace. Relying on an ethnography of coworking
spaces, we show how consumptive work is fuelled by consumption ideology in the
workplace. Consumers experience as a way to seek meaningfulness and empowerment at
work.

2.02 Special Session: Consumer Finances in the Field

10:00-11:20 Loft B (floor 3). Chair: Simon Blanchard (Georgetown U.)

We present four field studies of consumer finances: partition descriptions promoting benefit
claims, mental contrasting and positive thinking influencing savings, multilingual tools
helping mortgage borrowers, and gamification improving digital adoption. Together, they
underscore the pivotal role that consumer research can play in financial wellbeing by
moving to the field.

Using Partition Descriptions to Increase Interest in Claiming Government Benefits

10:00-10:15. Wendy De La Rosa* (U. of Pennsylvania) Jackie Silverman (U. of Delaware)
Abby Sussman (U. of Chicago) Gwen Rino (Code for America) Vince Dorie (Code for
America) Maximilian Hell (Code for America) Eric Giannella (Code for America)

Three large-scale field experiments investigate how adding partition descriptions—descriptions
that translate monetary amounts into smaller units—can increase consumers’ interest in
claiming benefits. Four online experiments further explore the mechanism behind this effect
and relevant boundary conditions. These results underscore the importance of marketing in
consumer financial decisions.

Bridging Fantasy and Reality: A Field Experiment Testing Mental Contrasting and
Positive Thinking on Promoting Financial Savings

10:20-10:35. Nurit Nobel (Harvard U.) Joe Gladstone* (U. of Colorado at Boulder)
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In a field experiment with a mobile app, we examined how mental contrasting and positive
thinking can promote savings. Positive thinking was significantly (~90%) more effective,
challenging the idea that focusing on positive outcomes leads to inaction. However, mental
contrasting was more beneficial for participants with high self-efficacy.

The Influence of Multilingual Digital Tools on Mortgage Borrower Decisions and
Outcomes

10:40-10:55. Simon Blanchard (Georgetown U.) Linda Salisbury* (Boston College) Avni Shah
(U. of Toronto)

This field experiment examines whether multilingual digital decision-aids during the mortgage
application process enhances the borrowing experience and reduces consumer harm,
especially for limited English proficiency (LEP) consumers. A multilingual (versus English-
only) decision aid increased engagement amongst LEP borrowers and increased perceived
understanding of the mortgage process for all borrowers.

Game Over? Assessing the Impact of Gamification Discontinuation on Mobile Banking
Behaviors

11:00-11:15. Simon Blanchard* (Georgetown U.) Mike Palazzolo (U. of California, Davis)

Financial service providers increasingly use gamification. Do the effects persist once the
gamification stops? We leverage a natural experiment within a bank’s mobile app (i.e.,
temporary shutdown of rewards) and age-period-cohort models to offer insight into
sustaining behaviors, revealing declines post-discontinuation and emphasizing the need for
maintaining gamification.

2.03 Special Session: ChatGPT and Me: Navigating the Expanding Opportunities and
Pitfalls of Generative Al

10:00-11:20 Loft DE (floor 3). Chair: Jeff Inman (U. of Pittsburgh)

This session brings together research examining the opportunities and risks from ChatGPT
across a variety of contexts, including digital artwork, blogging, chatbot design, and online
product reviews. This special session will present research into responsibly harnessing the
potential of ChatGPT while ensuring that it serves the broader interests of society

Generative Al and Artists: Consumer Preferences for Style and Fair Compensation

10:00-10:15. Wen Wang (U. of Maryland) Jason Bell* (Oxford U.) Jeff Dotson (Brigham Young
U.) David Schweidel (Emory U.)

We show that using artist names in generative image models produces images that
consumers like more. An incentive compatible discrete choice experiment shows that
consumers will pay more to compensate artists for the use of their styles. Compensation
could smooth the way for widespread, societally beneficial use of generative Al.

Al 'in Content Creation: The Impact of ChatGPT’s Release on Blogging

10:20-10:35. Josh Kaisen (U. of Houston) Meng Li (U. of Houston) Shijie Lu* (U. of Notre
Dame)

This research examines the effect of ChatGPT's public release on adopters' output. Using
data from Medium.com, we find that ChatGPT's release increases adopters' blogging
productivity, decreases user engagement with their work, and increases the novelty of their
content relative to other bloggers but decreases the novelty relative to past work.
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Training E-Commerce Chatbots with User-Generated Data: An Enhanced Approach to
Consumer Decision-making and Interactive Review Aggregation

10:40-10:55. Shane Wang* (Virginia Tech) Bingqing Li (Virginia Tech)

This research presents a methodological framework for training e-commerce chatbots with
user-generated content, offering personalized interactions and improved decision-making
for consumers. It demonstrates the efficacy of Large Language Models in enhancing digital
customer support, addressing the challenge of information overload in online shopping.

Deceptively Helpful: The Rise in Online Fake Reviews and How ChatGPT Can Increase
their Helpfulness

11:00-11:15. Mina Ameri (U. of Pittsburgh) Jeff Inman* (U. of Pittsburgh) Katharina Lohmann
(U. of Pittsburgh)

This research assesses the proportion of fake reviews in a leading e-commerce site, the
relative perceived helpfulness of the fake vs real reviews, and whether ChatGPT can
generate fake reviews that consumers perceive as more helpful than real reviews and not
detectable as fake by current algorithms.

2.04 Special Session: Time Well Spent: How Time Perceptions Shape Responsible
Consumer Behavior

10:00-11:20 Loft G (floor 3). Chair: Yusu Wang (U. of Chicago)

This special session delves into the crucial role of time perception in encouraging long-term
responsible behaviors, spanning personal and societal benefits. Through four papers, we
explore how our understanding of time influences behaviors like reducing screen time,
achieving academic success, curbing overspending, and minimizing waste.

Does Setting a Time Limit Affect Time Spent?

10:00-10:15. Jackie Silverman* (U. of Delaware) Jordan Etkin (Duke U.) Shalena Srna
(Unaffiliated)

From social media to streaming services to online games, many platforms have recently
introduced the option to set “time limits” on their platforms (e.g., 45 minutes/day on
Instagram). But do time limits affect time spent? Eight pre-registered experiments
demonstrate that time limits can increase time spent on the associated activity.

Becoming Our Future Selves: Later Future Self Realizations Predict Positive Academic,
Financial, and Health Behaviors

10:20-10:35. Hal Hershfield (UCLA) Sam Maglio (U. of Toronto) David Fang* (Stanford U.)

How do perceptions of when we become our future selves relate to our current behaviors?
Through three studies (N = 1526) and two replications (N = 701), we find that a sense of
becoming our future selves later is associated with better grades, increased savings, and
healthier behaviors.

Managing Finances in Recurring Budgets: Anticipating a Future Budget Refresh
Increases Current Spending

10:40-10:55. Yusu Wang* (U. of Chicago) Abigail Sussman (U. of Chicago)

This research investigates temporal dynamics of budgeting by examining consumers’
spending patterns in recurring budgets. We find that heightened salience of an upcoming
budget refresh increases spending within the current budget period, which is driven by
increased ease of justifying posting a current expense to a future account.

ACR™

26-29 SEPTEMBER, 2024

Expire-by or Packed-on: How the Framing of a Product’s Lifespan Affects Consumption

11:00-11:15. Minkwang Jang* (Singapore Management U.) Ayelet Fishbach (U. of Chicago)

While expiration dates are commonly used as a signal of quality, drawing consumers’ focus to
the remaining time until expiration (vs. elapsed time since purchase) can encourage
consumption of near-expiry products, even if they have declined in quality and anticipated
enjoyment.

2.05 Special Session: Platform Modulation: How do Platforms (Re)shape the Conduct of
Market Actors?

10:00-11:20 Loft H (floor 3). Chair: Gulay Guzel (Bucknell U.)

Focusing on platform-driven marketplaces and their sociocultural impact, this session
explores how digital platforms reshape the conduct of diverse market actors. The
presentations offer insights on platform-mediated consumer subjectification, value co-
creation, and reconfiguration of market interactions in food delivery, dating, and
transportation contexts.

Platform Market Governance and Consumer Subjectivity: Insights and Implications

10:00-10:15. Gulay Guzel* (Bucknell U.) Duygu Akdevelioglu (Rochester Institute of
Technology) Markus Giesler (York U.)

The paper delves into how platforms influence consumer subjectivity, revealing the modalities
that sustain the platform system. Utilizing archival research, data from Yelp, and in-depth
interviews with various stakeholders in food delivery platforms, it uncovers the mechanisms
through which platforms govern consumers.

Platformization of Intimate Encounters: How Does Tinder Contribute to the Reshaping
of the Dating Script?

10:20-10:35. Anil Isisag* (EmLyon)

The paper aims to dissect the ways in which platformization contributes to the ongoing late
modern transformation of intimate relations. Drawing on the notion of (dating) script, it
investigates how the mobile dating platform Tinder contributes to the reshaping of
consumers’ conduct within the intimate domains of romance and sexuality.

Neoliberal Markets and Platform Emergence: How do ridesharing platforms shape
markets and co-create value

10:40-10:55. Sila Ayoz* (U. of Wisconsin-Madison) Craig Thompson (U. of Wisconsin-
Madison)

The paper focuses on the process of platform market emergence in the transportation industry
and examines the value co-creation process at the macro, meso, and micro levels.
Benefiting from observation and interview data, the study demonstrates how platform
systems co-create value in relation to state practices, traditional markets, and market
actors.

Platform Modulation: The Past, the Present and the Future

11:00-11:15. Robert V. Kozinets* (U. of Southern California)

Our discussant will situate the session papers not only in recent discussions on
platformization, but also in the broader scholarly discourse on the digitalization of consumer
culture. The discussion will also include directions for future consumer research on the
topic.
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2.06 CP10: Consumer Culture Trends with Technology and Al

10:00-11:20 Loft C (floor 3). Chair: Rachel Hochstein

Re-Theorizing Singularization: Blockchain-Based Digital Collecting Through the Prism
of Sociology of Singularities

10:00-10:10. Domen Bajde* (U. of Southern Denmark) Konstantinos Lianidis (U. of Southern
Denmark) Mikkel Ngjgaard (U. of Southern Denmark)

New technologies and forms of digital consumption invite a re-examination of CCT theorizing
on singularization based on Kopytoff's work on (analog) object biographies. We seek to
advance consumer research by exploring a singularization-rich context of blockchain-based
collecting on NBA Top Shot through the prism of Reckwitz’s (2020) sociology of
singularities.

Me, My Body and My Smartwatch: How Consumers Negotiate Algorithms in Algorithmic
Consumer Culture

10:10-10:20. Yasmine Pinzon* (TBS Education) Joonas Rokka (EmLyon Business School)

Contributing to research on algorithmic consumer culture, we theorize how consumer-
algorithm relations are articulated and how algorithms affect consumers. Based on
ethnographic fieldwork on body and fitness focused self-tracking practices, we explore
algorithmic articulations (performance, confidence, responsibility, and pleasure) and
examine emerging dynamics pertaining to the body, temporality and space.

Using Generative Al Models as Synthetic Informants in Qualitative Research

10:20-10:30. Milos Ivanis* (WU Vienna) Marius K. Liidicke (WU Vienna)

This paper explores promising potential of generative artificial intelligence (GenAl) as a
qualitative data collection tool, contrasting qualitative insights from human and GenAl
informants. Our research outlines the structural and thematic differences between human
and synthetic insights, offering recommendations on how to use synthetic insights for
enhancing qualitative research.

Mid-Session Q&A 10:30-10:40

“Host A Sister”: Consumers as Trailblazing Moral Entrepreneurs and their Market Work

10:40-10:50. Michelle | Chieh Yang* (Kyoto U.) Ai Ming Chow (The U. of Melbourne)

Our paper studies how consumers proactively create and maintain alternative non-market
community space (“Host A Sister”), in response to failures of other sharing platforms. We
have identified three consumer-driven market works used to organize a “moral market”: (1)
trailblazing moral entrepreneurship, (2) organizing moral market, and (3) acquiring moral
capital.

Pop-Up Lifestyle: The Case of Outsite, Co-Living and Working in Cosmopolitanism

10:50-11:00. Christiane Aufschnaiter* (MCI The Entrepreneurial School) Sarah Schwarz (U. of
Innsbruck)

Zooming in on the case of the 'Outsite’ brand fostering co-working and living in global mobility,
we explore the meaning of cosmopolitan space. Our seven-month-long ethnography in
Outsite houses reveals the concept of pop-up lifestyles that unfold for mobile consumers at
the intersection of social, material, and temporal affordances.

Transgressing Gender Norms Through Consumption: French Men Wearing Makeup
Between Double Hide-and-Seek and Self-assigned Manifest Mission
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11:00-11:10. Alicia Lefrangois* (CRIISEA)

This multi-method exploratory study focuses on the living experience of “ordinary” French men
who transgress gender norms through their consumption practices of makeup, thus
expanding the literature about gender in consumer research. Additionally, the data-
emerging concepts of performativity and intersectionality inform the conceptualization of
transgression in marketing.

Final Q&A 11:10-11:20

2.07 CP10: Sustainability, Diversity, and Brand Activism

10:00-11:20 Forum EF (floor -1). Chair: Anna Paley (Tilburg U.)

Perceived Accessibility of Public Transport Predicts Consumers' Car Ownership
Intention but Objective Accessibility Does Not

10:00-10:10. Weilun Yuen* (National U. of Singapore) Leonard Lee (National U. of Singapore)
Waiyan Leong (Land Transport Authority) Kai Xuan Ng (Independent Researcher) Wen Wei
Chong (Independent Researcher) Ziv Carmon (INSEAD) Charlene Chen Yijun (Nanyang
Technological U.)

To combat climate change, policymakers typically frame a good public transport system as an
alluring alternative to private car ownership. In this research, an objective measure of public
transport accessibility did not predict car-ownership intentions, whereas a survey measure
of car owners’ perceived accessibility predicted the intention to forgo driving.

A Green Premium: The Sustainable-is-Expensive Intuition

10:10-10:20. Cara de Boer* (Maastricht U.) Anne Ter Braak (Maastricht U.) Caroline Goukens
(Maastricht U.)

Uptake of sustainable products is unlikely when these options are believed to be too
expensive. Our analysis of household panel data shows that sustainable products often do
not carry a price premium. Nevertheless, our experimental data illustrate a 'green premium'
lay belief, even in cases where it is not accurate.

Tracking the Environmental Costs of Household Grocery Purchases

10:20-10:30. Bart Bronnenberg (Tilburg U.) Trang Bui (Tilburg U.) Barbara Deleersnyder
(Tilburg U.) Lesley Haerkens (Tilburg U.) George Knox (Tilburg U.) Arjen van Lin (Tilburg
U.) Max Pachali (Tilburg U.) Anna Paley Rob Smith* (Tilburg U.) Samuel Stabler (Tilburg
u.)

Food accounts for 25% of greenhouse gas emissions, but consumers lack information about
the environmental impact of different foods. We provide consumers with an app that allows
them to compare the environmental impact of their food choices against a large reference
group. Using the app improves subjective and objective knowledge.

Mid-Session Q&A 10:30-10:40

Playing the Victim: When and Why Consumers Highlight Disadvantaged Aspects in DEI
Communication

10:40-10:50. Minwen Yang* (U. of Toronto) Ying Zeng (U. of Colorado at Boulder) Xilin Li
(CEIBS)

The research investigated how consumers communicate their adoption of Diversity, Equity,
and Inclusion (DEI). Five studies, employing varied methodologies and diverse samples,
observed that consumers predominantly emphasize their disadvantaged aspects over
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advantaged aspects in their DEI communication. However, this seemingly intuitive strategy
is shown to be less convincing than anticipated.

Marketing for an Intersectional World: Developing Understanding of Underrepresented
Consumers

10:50-11:00. Esther Uduehi* (U. of Washington) Julian Saint Clair (Loyola Marymount U.)
Rowena Crabbe (The U. of Texas at Austin)

Intersectionality has grown in popularity but remains largely understudied within consumer
research. We aim to address these gaps by: 1) highlighting the distinct benefits that
intersectionality contributes to marketing, 2) offering an integrated conceptualization of
intersectionality in marketing, and 3) synthesizing evidence-based concrete
recommendations for incorporating intersectionality into research agendas.

Humanizing Purpose of Activism: Brand Activism Leads to Brand Anthropomorphism

11:00-11:10. Amogh Kumbargeri* (IIM Udaipur) Jayant Nasa (IIM Udaipur) Sukriti Sekhri (SP
Jain Institute of Management & Research)

This research demonstrates that brand activism leads to the attribution of purpose to the
brand, leading to anthropomorphism. We show that this effect holds irrespective of
consumers’ agreement with the brand’s activist stance. Finally, we show that
anthropomorphism mediates the well-established polarized affective responses to brand
activism.

Final Q&A 11:10-11:20

2.08 CP15: Healthcare and Medical Decision Making

10:00-11:20 Studio AB (floor 2). Chair: Andrea Groeppel-Klein (Saarland U.)

Identifying and Correcting Prediction Biases in Medical Decision-Making

10:00-10:15. Alican Mecit* (Skema Business School) Yangjie Gu (HEC Paris) Yang Yang (U.
of Florida)

Five studies show that the current practice of displaying test results on healthcare platforms
can inadvertently lead patients to underestimate (overestimate) the severity of their medical
condition when their test results are extremely (slightly) outside the range. Information that
facilitates the interpretation of abnormal results can mitigate these prediction biases.

The Effect of Prescription Format on Medicine Efficacy Judgments

10:20-10:35. Alican Mecit* (Skema Business School) Yangjie Gu (HEC Paris) Aradhna
Krishna (U. of Michigan)

We show that individuals perceive multiple-unit medicine regimens as less effective than
single-unit ones, despite equivalent dosages. This happens because individuals base their
efficacy judgments on the unit rather than the total dosage and the perception of needing
multiple (vs. single) pills leads medication to be viewed as less potent.

Increasing Patients' Acceptance of Medical Innovations — Can Tailoring Your
Communication Help?

10:40-10:55. Andrea Groeppel-Klein* (Saarland U.) Marcel Grub (Saarland U.)

Innovative technologies such as continuous glucose monitoring are already being used in
diabetes management, promising many medical advantages. However, their take-up rate is
relatively low. Using a mixed methods approach, the authors investigate how tailored
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communication and advertising can be used to improve patients' acceptance of medical
innovations.

Preference for Plastic Product Package as a Function of Infectious Disease Threats

11:00-11:15. Camilla Barbarossa* (TBS Education) llaria Querci (Neoma Business School)
Georgios Halkias (Copenhagen Business School) Cesare Amatulli (U. of Bari)

This work investigates whether infectious disease threats can systematically influence
consumers’ preference for plastic-packaged products. Five studies (including one field
study and four online experiments) demonstrate that infectious disease threats increase the
preference for plastic-packaged products over unpackaged, compostable, and paper-
packaged alternatives.

2.09 CP15: Let’s Talk about Chatbots and Conversational Al

10:00-11:20 Studio DE (floor 2). Chair: Jeff Lee (The American U.)

Value of choices: multiple parallel agents frame attenuates algorithm aversion

10:00-10:15. Yaping Chang (Huazhong U. of Science and Technology) Ran Wang (Huazhong
U. of Science and Technology) Liang Huang* (Tsinghua U.)

We propose an easy-to-implement intervention that attenuates algorithm aversion in the
context of chatbot service. In seven studies, we demonstrate providing consumers with
multiple (vs. single) functionally identical chatbot options increases chatbot adoption,
willingness-to-pay, chatbots reliance, word-of-machine, and personal information
disclosure. This happens because making choices increases consumers’ personal control.

Al Can Err but Not Cheat: A Betrayal-Based Model to Explain the Different Responses
to Anthropomorphized Al

10:20-10:35. Anshu Suri (U. College Dublin) Sylvain Sénécal (HEC Montréal) Yany Grégoire
(HEC Montréal) Mansur Khamitov* (Indiana U.) Bo Huang (U. of Nottingham)

In four studies, we show that while consumers respond more favorably toward performance-
based failures attributed to anthropomorphic (vs. non-anthropomorphic) Al agents,
benevolence-based failures elicit exacerbated negative responses. Such differences can be
explained by a betrayal-based framework: Performance (benevolence) failures attributed to
anthropomorphic Al agents are seen as “accidental (intentional) betrayals”.

“So, Here is the Thing”: Narrative Conversational Agents Create a Knowledge Gap

10:40-10:55. 0 Ada Aka (Stanford U.) Deniz Lefkeli (LUISS Guido Carli U.) Konstantin Pikal
(LUISS Guido Carli U.)

Individuals prefer conversational Al over search engines for informational queries, expecting
better learning. However, the narrative elements in conversational Al distract users, leading
to lower recall performance and overestimation of knowledge. This discrepancy between
perceived and actual knowledge creates a knowledge gap, which attenuates when users
have explicit recall goals.

Do We Talk Differently to GenAl?

11:00-11:15. Pete Zhou* (U. of Arizona) Yujie Zhao (Shandong U.) Caleb Warren (U. of
Arizona)

How should people speak to Generative Al (GenAl), like ChatGPT? Although experts have
encouraged people to speak to GenAls as if they were human, we find that consumers and
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managers speak to GenAl differently than humans and that this difference does not lead to
worse output.

2.10 CP15: Social Media Recommendations and Reviews on Consumer Perception

10:00-11:20 Studio F (floor 2). Chair: Joel Lo Ribeiro (King College London)

Authenticity Matters: The Persuasive Power of Self- vs. Audience-Focused Product
Recommendations Posts on Social Media Platforms

10:00-10:15. Chong Yu* (The Chinese U. of Hong Kong) Leilei Gao (The Chinese U. of Hong
Kong) Xinyu Cao (The Chinese U. of Hong Kong)

This research examines the influence of product recommendation social media posts on
consumer response. Through four experiments and field data analysis, we show that self-
focused posts, compared to audience-focused posts, elicit more positive consumer
attitudes towards both the posts and the recommended products.

Unveiling the Discrepancy Between Reviewer Intent and Consumer Interpretation

10:20-10:35. May Yuan* (The Chinese U. of Hong Kong) Leilei Gao (The Chinese U. of Hong
Kong) Xiaoquan (Michael) Zhang (The Chinese U. of Hong Kong)

This study uncovers a discrepancy between online reviewers and readers. Reviewers
incorporate both quality and price in their ratings, whereas readers often perceive the
ratings solely as an indicator of quality. This leads to unintentional double-counting of price,
resulting in a penalty for higher-priced options in the online review context.

The Review Update Effect: How Mere Update Cues Influence Consumer Reliance on
Online Reviews in Decision-Making

10:40-10:55. Vincentia Yuen* (U. of Miami) Claudia Townsend (U. of Miami)

This research, utilizing a large dataset (N = 34,598,518) and six experiments, shows that
review updates, whether consistent or contradictory to initial reviews, exert a stronger
influence on consumer preference compared to single-occasion reviews. This highlights the
dynamic nature of reviews and suggests practical strategies, such as post-service recovery
reviews.

Micro-Endorsing Enhances Perceived Endorsement Authenticity

11:00-11:15. SungdJin Jung* (The Chinese U. of Hong Kong) Geoff Tomaino (U. of Florida)
Tianjiao (Cecilia) Wu (The Chinese U. of Hong Kong)

Influencers can make their endorsements appear more authentic through micro-endorsing—
namely, conveying a preference among a set of endorsed brand offerings. Micro-endorsing
enhances authenticity perceptions because viewers attribute the endorsement more to
intrinsic motivation. This effect attenuates when influencers use personal accounts and
when ulterior reasons for micro-endorsing are salient.

2.11 CP15: Tempted to Miss this Session? Missed Opportunities, Temptation, and
Wealth

10:00-11:20 Forum IJ (floor -1). Chair: Sujin Park (U. of Florida)

Temptation Neglect and Overoptimism in Stock Selling Performance

10:00-10:15. Emma Gu* (U. of Pennsylvania) Randy Gao (New York U.) Simon Huang (U. of
California, Berkeley) Minah Jung (New York U.)
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In 3 incentivized studies (N=983), hindsight investors believe they will hold winning stocks
longer and losing stocks shorter than they do and fail to learn from prior experiences of
stock trading. This error was reduced when selling decisions were simulated one at a time,
closely reflecting the actual decision context.

Faulty Inferences of Wealth: The Soft Hands Fallacy

10:20-10:35. Aprajita Gautam* (The U. of Texas at Austin) Andrew Gershoff (The U. of Texas
at Austin)

Four pre-registered studies show that people perceive those who have basic repair skills as
less wealthy, although there is no actual relationship between these skills and wealth.
Mediation and moderation analyses reveal that consumers assume rich people can rely on
others to repair and hence do not need these skills.

How Socioeconomic Status Affects Cancel Culture Propensity

10:40-10:55. Mingnan Nancy Shen* (The Ohio State U.) Xiaoyan Deng (The Ohio State U.)

Five experiments document the effect of SES on the likelihood of engaging in Cancel Culture,
also examining mediating roles of perceived responsibility and emotionality. Additionally, we
identify two moderators elucidating the intricate relationship between SES and cancellation
tendency. These insights offer managers guidance on mitigating risks associated with
Cancel Culture.

The Divergent Impact of Missed Opportunities: How Missing Out Can Either Motivate or
Demotivate Consumers to Purchase

11:00-11:15. Meiying Wang* (London Business School) Jonathan Berman (London Business
School) David Faro (London Business School)

How does missing out on a past opportunity change consumers’ likelihood to purchase the
current one? Past research focuses on the demotivating effect of missing out on purchase
likelihood. However, we find that missing out can demotivate or motivate consumers
relative to never having missed out in the first place.

2.12 Meet the Editors #2

10:00-11:20 Forum AB (floor -1). Moderator: Linda Tuncay-Zayer (Loyola U. Chicago).
Editors: Stacy Wood (North Carolina State U., Journal of Consumer Reserach) Vicki
Morwitz (Columbia U., Journal of the Association for Consumer Research) David Wooten
(U. of Michigan, Journal of Consumer Psychology) Oleg Urminsky (U. of Chicago, Journal
of Consumer Research)

2.13 Workshop: Meta-Studies for Advanced Experimental Exploration and Theory
Testing

10:00-11:20 Forum C (floor -1). Chair: Dan Schley (Erasmus U. Rotterdam)

Meta-studies are a collection of many very small studies within a giant factorial design (e.g.,
2x2x3x2x5x2x3x2 design). Meta-studies offer 1) improved statistical power, 2) improved
comparative inference between moderators, and 3) a distribution of potential effect sizes.
We will cover the basics of design, implementation, and analysis.

2.14 Roundtable: Exploring Diversity in Marketplaces: Innovative Research Approaches
and Challenges
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10:00-11:20 Forum GH (floor -1). Chair: Lena Cavusoglu (Pacific U.) Russell Belk York U..
Participants: Samantha Cross (Babson College) Hilary Downey (Queen's U. Belfast)
Stefania Borghini (Bocconi U.) Michelle Barnhart (Oregon State U.) Rossella C. Gambetti
(Universita Cattolica del Sacro Cuore) Raisa Tasneem Zaman Tonya Bradford (U. of
California, Irvine) Guliz Ger (Bilkent U.) Gokcen Coskuner-Balli (Chapman U.) Giiliz Ger
(Bilkent U.)

Studying marketplace diversity, stigma, and marginalization is crucial for understanding
consumer behavior, challenging discriminatory marketing practices, and promoting social
justice. However, researching these topics poses unique challenges due to their sensitive
nature. This roundtable brings together experts to discuss the latest findings, challenges,
and novel methodologies for studying such topics.

11:20-11:40 — Coffee Break - Located throughout the Conference Center

3.01 Special Session: Stars in the City of Light: llluminating the Gaps in Reviews and
Ratings

11:40-13:00 Loft A (floor 3). Chair: Junha Kim (Rutgers U.)

This session explores several gaps in consumer reviews. The first paper examines the gender
gap in review writing. The second paper investigates the gender gap in review perception.
The third paper studies the inter-platform gap in review ratings. The fourth paper inspects
the gap in individual and aggregate ratings.

Gender rating gap in online reviews

11:40-11:55. Andreas Bayerl* (Erasmus U. Rotterdam) Yaniv Dover (Hebrew U.) Hila Riemer
(Ben-Gurion U. of the Negev) Daniel Shapira (Ben-Gurion U. of the Negev)

Based on 1.2 billion observations across five leading online review platforms and two lab
studies (n = 1,172 and n = 1,165), we provide evidence for a consistent and systematic
gender rating gap: women'’s mean online review ratings are significantly more favorable
than men'’s.

Are Female Consumers Emotional? Understanding Gender Stereotypes in Online
Reviews

12:00-12:15. Alisa Wu* (Columbia U.) Vicki Morwitz (Columbia U.)

This paper examines how gender stereotype, the belief that females are more emotional than
males, influences writers’ and readers’ reactions. This research calls for more inclusive
online review system designs where all genders can express themselves without concern
about negative consequences caused by gender stereotypes.

Review Rating Paradox: When Higher Review Ratings Backfire

12:20-12:35. Junha Kim* (Rutgers U.) Joowon Park (U. of Utah)

Four studies demonstrate that consumers show a lower preference for businesses with
diverging (vs. converging) ratings across various review platforms, despite the businesses
with diverging ratings having higher ratings. While consumers believe higher ratings would
help businesses, diverging ratings bring suspicion of fake reviews and rating manipulations.

The Few vs. The Crowd: When and How Individual Ratings Crowd Out Average Product
Ratings in Consumer Judgments

12:40-12:55. Jared Watson* (New York U.) Anastasiya Pocheptsova Ghosh (U. of Arizona)
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We investigate how consumers integrate average product ratings with individual product
ratings to form product judgments. We find that consumers overweight individual ratings in
their judgments due to a biased recall of the average product ratings after viewing individual
ratings.

3.02 Special Session: Consumer Data Work: Labour Complexities in Digital Platforms

11:40-13:00 Loft B (floor 3). Chair: Kelley Cours Anderson (College of Charleston)

The new era of surveillance capitalism requires ongoing consumer data work. This special
session unpacks the concept of consumer data work and the ways in which data work is
materialized and motivated. We showcase four projects that are tackling this question
empirically and theoretically.

Working for Al: The Consumer Data-Experience Dialectic

11:40-11:55. Kelley Cours Anderson* (College of Charleston) Markus Giesler (York U.)
Marcus Benjamin (College of Charleston)

Machine learning sits at the core of today’s data revolution. However, less understood is how
humans enable and optimize machine learning’s output. Using the context of Al-enabled
VR-tours in residential real estate, we unpack domains in which social machine learning
unfolds and related tensions.

Conceptualizing the Influencer-Industrial Complex

12:00-12:15. Jenna Drenten* (Loyola U. Chicago) Gillian Brooks (King's College London)

This research introduces the concept of the “influencer-industrial complex.” The
conceptualization offers a social critique of the influencer industry, highlighting its
multifaceted societal structure that interweaves economic, political, and cultural elements.
Through an ‘industrial complex’ lens, we outline how the influencer industrial complex
shapes the way the market functions.

Digitized Dyadic Services: Tensions in the Online Therapy Experience

12:20-12:35. Ghalia Shamayleh* (Concordia U.) Zeynep Arsel (Concordia U.)

This research investigates how digitization impacts interpersonal dyadic services. Our findings
showcase how digitization impedes a successful service experience due to the lack of co-
presence, temporal consensus, and potential technological failure. We show how
responsibilizing both service provider and client addresses the limitations of digitization and
improves the service experience.

Consumer Work in Digital Platforms: Data Protection Practices of Sickle Cell Online
Communities

12:40-12:55. Lez Truijillo Torres™ (U. of lllinois Chicago) Benét DeBerry-Spence (U. of lllinois
Chicago) Furkan Adem Giiven (U. of lllinois Chicago)

Our study examines the intersection of protective consumer data work and platforms within
the context of online sickle cell disease support communities. We show data protection
practices on digital platforms that consumers engage in to secure their interactions within
communities and data content generated by community members.

3.03 Special Session: The Psychology of Disposal: When, Why, and How Consumers
Decide to Dispose of Products
11:40-13:00 Loft DE (floor 3). Chair: Itai Linzen (Tel Aviv U.)
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The papers in this special session explore mechanisms influencing sustainable consumer
decisions—why, when, and how to dispose of items. The session sheds light on factors that
influence consumer interest in disposal (recycling, replacement, and donation) of items and
the resulting ways to promote such sustainable behaviors.

The Role of Positive Incidental Emotion on Disposal Behavior

11:40-11:55. Sarah Whitley (U. of Georgia) Remi Trudel* (Boston U.)

We examine how one’s emotional state at the time of disposal, incidental to the disposal
decision itself, impacts behavior. Observing disposal behavior in the lab, online
experiments, and archival disposal data from the field, the data reveal that positive
incidental emotion makes people more likely to recycle versus trash.

When Transformation Deters Recycling: The Role of Privacy Concerns

12:00-12:15. Aylin Cakanlar* (Stockholm School of Economics) Gergana Nenkov (Boston
College) Karen Winterich (The Pennsylvania State U.)

This research shows that consumers are less likely to recycle items containing private
information compared to those without such information. This is because the disposal of
items bearing private information amplifies privacy concerns, with consumers perceiving
heightened visibility of such items to others when placed in recycling bins (vs. trash).

Used Enough? The Effect of Categorization on Product Replacement Timing

12:20-12:35. Poornima Vinoo (Indian School of Business_) Grant Donnelly* (The Ohio State
U.) Aaron Brough (Utah State U.) Mathew Isaac (Seattle U.)

Companies often provide visual guidelines to help consumers decide when to replace
products such as water filters or car tires. Representing a product’s lifespan with more (vs.
fewer) stages prompts earlier replacement because consumers are more likely to perceive
that it has already been sufficiently used.

Disposing of High-Attachment Possessions: Consumers Prefer Disposal Options that
Shield Their Identity

12:40-12:55. Itai Linzen* (Tel Aviv U.) Yael Steinhart (Tel Aviv U.) Ziv Carmon (INSEAD)

People struggle to dispose of high-attachment possessions, even when those are no longer
needed. We show that because the prospect of encountering others using their former
possessions threatens the sense of self, consumers prefer disposal solutions that reduce
the chances of encountering the items again.

3.04 Special Session: Thinking and Feeling about Numbers: Evaluative Judgments
Based on Numerical Information

11:40-13:00 Loft G (floor 3). Chair: Meyrav Shoham (Tel Aviv U.)

Numerical information affects decisions related to all 4Ps — products (choices and
evaluations), pricing (financial decisions), promotion (assessment of deals) and place
(deadlines, delivery times). This session provides insights into how consumers evaluate the
magnitude and appeal of numerical information and subsequent effects this has on their
decision-making.

The Mixed-Unit Effect in Temporal Evaluations

11:40-11:55. Tatiana Sokolova* (Tilburg U.) Maximilian Gaerth (U. of Pennsylvania)

We examine how describing time more precisely (e.g., “by 6PM on February 13" vs. “by the
end of the day on February 13”) affects perceived duration and choice. We propose that
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more precise framing will prompt people to think about time in more granular units and
elongate perceived duration.

Extreme Choices in Numerical Ranges: The Impact on Investment Decisions

12:00-12:15. Jorge Pena Marin (Michigan State U.) Christophe Lembregts* (Erasmus U.
Rotterdam)

We find that individuals are less likely to pick extreme values when given equivalent ranges
bounded by larger numbers than ranges bounded by smaller numbers. This tendency leads
investors to allocate less to recommended options in situations specified in equivalent
larger vs. smaller number budgets/ranges (e.g., $2,000 vs. $2k).

Introducing the Double Relative Bias: How Large Percentage of a Small Percentage
Feels Bigger than a Small Percentage of a Large Percentage

12:20-12:35. Kunter Gunasti* (Washington State U.) Haipeng Chen (U. of lowa)

We examine the concept of double relatives and demonstrate that larger percentages of
smaller percentages are overestimated, while smaller percentages of larger percentages
are underestimated. For example, 75% of 1% is perceived as larger than 0.75%, while the
equivalent 1% of 75% is perceived as smaller than 0.75%.

Worth Repeating: How Numerical Repetition Affects Consumer Behavior

12:40-12:55. Elinor Amit* (Tel Aviv U.) Meyrav Shoham (Tel Aviv U.) Uriel Cohen Priva
(Brown U.) Yael Steinhart (Tel Aviv U.)

Five studies, combining experimental evidence and real-world data, show that numerical
repetition increasingly enhances the appeal of the number, and the product that carries it.
This effect is driven by enhanced sense of structure, greater processing fluency, and feeling
lucky.

3.05 Special Session: Al for the Greater Good? Exploring Opportunities and Challenges
of Consumer Al Experiences

11:40-13:00 Loft H (floor 3). Chair: Ksenia Sergueeva (Drexel U.) David Finken ETH Ziirich

As Artificial Intelligence (Al) advances, it fundamentally reshapes society with the aim of
benefiting consumers by enhancing their experiences across various domains. But are
these Al advancements truly serving the greater good? Four papers address this
question, highlighting both the opportunities and challenges Al presents for business and
society.

The Role of Inconsistent Behavior in Al Mind Perception

11:40-11:55. Nathaniel Posner* (Columbia U.) Eric Park (Columbia U.) Bernd Schmitt
(Columbia U.)

We explore how perceived behavioral inconsistency in Al influences consumer perceptions of
its agency and experience, impacting trust, uniqueness neglect, and willingness to pay.
Five studies in multiple scenarios highlight the importance of inconsistency as a cue of
cognitive ability and the importance of the perceived mind for Als.

Can Al Help Us Make Green Choices? Exploring the Impact of Al-Based Recommenders
on Sustainable Consumption

12:00-12:15. Ksenia Sergueeva* (State U. of New York at New Paltz) Chen Wang (Drexel U.)

We investigate whether, how, and why shopping with the assistance of Al affects consumers’
preference for sustainable products. Across four studies, we show that shopping with Al
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(vs. human) based recommendations activates a future-oriented mindset, thereby leading
to more sustainable consumption. We further propose that device type moderates this
effect.

Emotional Harmony? How Customization with Generative Al Increases the Design of
and Liking for Products that Create Negative Affect

12:20-12:35. Tim Derksen* (U. of Alberta) Kyle B. Murray (Wilfrid Laurier U.)

Generative Al (genAl) presents a new opportunity for product customization, increasing
consumers’ value of those products. We demonstrate that consumers in a negative
affective state design products with genAl to increase negative affect and, subsequently,
like those products more. Consumers’ preferences are driven by the emotional fluency of
the product.

The Age of Artificial Friends: How Do Al-Based Social Companions Affect Interpersonal
Interactions?

12:40-12:55. David Finken* (ETH Ziirich) Meike Zehnle (U. of St. Gallen) Martin Mende
(Arizona State U.)

Al-based social companions aim to reduce loneliness but pose uncertainty regarding
interpersonal connections. Drawing on inference theories, this research reveals a
diminished motivation to interact with people who engage with artificial companions. This is
caused by a perceived deficiency in social skills, with interaction purpose moderating the
effect.

3.06 CP10: Shifts in Socio-Digital Interactions and Family Dynamics

11:40-13:00. Loft C (floor 3). Chair: Ankita Kumar (Bucknell U.)

Parents in Liminality: Transformations in Parental Roles and Consumption Practices
Among Refugee Families

11:40-11:50. Roua Al Hanouti* (Independent Researcher)

Using an ethnographic approach, this research investigates how the refugee transition affects
family structure, focusing on parental roles. Our results show changes in maternal duties,
accompanied by a decrease in fathers' social status, which associate with the
empowerment of mothers and reshaping familial structures post-transition.

When the past comes back to haunt you: Exploring reverse consumer socialization
processes through the life course perspective

11:50-12:00. Ben Kerrane* (Manchester Metropolitan U.) Katy Kerrane* (U. of Liverpool)

Using a life-course perspective, we explore how primary consumer socialization experiences
inform reverse consumer socialization processes. We identify four types of reverse
socialization behaviours (relinquishers, persistent proactives, autocratic dictators, and self-
interested instructors) which played out as adult children taught their parents consumer
skills, informed by relationship quality/who initiated learning.

Lifestyled Business Practices: The Entanglement of Consumption and Business in
Criminal Gangs

12:00-12:10. Sofia Ulver* (Lund U.) Per Skélén (Service Research Center, Karlstad U.)

The entanglement of business and consumption practices have been neglected in prior
consumer research. We address this issue by developing the concept lifestyled business
practice. Through a study of criminal gangs in Sweden we contribute by developing three
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main entanglements of business practice; hedonic structures, stylized intelligence and sonic
monetization

Mid-Session Q&A 12:10-12:20.

Consumer disorientation: enchantment evolution, mythological liminality and
(im)moral consumer subjects within an economic crisis.

12:20-12:30. Sofia Christidi* (Newcastle U.) Andrew Lindridge (Newcastle U.) Diana Gregory-
Smith (Newcastle U.)

Taking a mythological lens in consumer enchantment evolution, we explore consumer
meaning making, enchantment and self-identity repercussions during an extended financial
crisis. Within a mythological rupture context, we consider the shifting narrative of a
progressive future and we explore consumer enchantment trajectories, mythological
liminality and associated moral conflicts.

The Physical Basis of Digital Lifestyle: Evidence from China’s COVID-19 Pandemic
Lockdown

12:30-12:40. Jayson Jia* (The U. of Hong Kong) Yun Yuan (Tsinghua U.) Jianmin Jia*
(Chinese U. of Hong Kong, Shenzhen)

Using individual-level mobile app usage data (N = 80,533), and mobility data and credit card
data, we leverage 2020 COVID-19 pandemic restrictions to quantify the degree to which
different digital consumption categories depend on physical interactions. Digital lifestyles,
far from being virtual, are often embedded within physical behavioral contexts.

Final Q&A 12:40-12:50.

3.07 CP10: Luxury, Dishonesty, and Social Interactions

11:40-13:00. Forum EF (floor -1). Chair: Tanuka Ghoshal (Baruch College, CUNY)

In Praise of Modesty: How Lay Beliefs Shape Reactions to Luxury Consumption

11:40-11:50. Sujin Park* (U. of Florida) Aner Sela (U. of Florida)

Luxury consumption is typically assumed to boost perceptions of competence and success.
However, we find that a common yet understudied lay belief associating social bragging
with increased likelihood of failure often leads people to perceive luxury consumers as less
competent and more likely to fail in the future.

Responses to “Luxury Shaming”: How Luxury Consumers Cope with Threats to Their
Identity

11:50-12:00. Julia Pueschel* (Neoma Business School) Shuyi Hao (ICN Business School)
Bernd Schmitt (Columbia U.)

This study investigates strategies used by luxury consumers to cope with threats to their
identity. We find five threat dimensions (intellectual, economic, socio-cultural, physical, and
ethical/moral) and uncover corresponding coping strategies to deal with these threats. This
research contributes to the literature on luxury consumption, status signaling, and coping
mechanisms.

| feel it’s expensive! After all, it comes from a horse’s mouth

12:00-12:10. Shweta Jha* (IIM Ranchi)

This study examines how influencer type (mega vs. micro) impacts price perception with the
help of three experimental studies. We provide evidence that this effect transpires via
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perceived competence and status. Lastly, we elucidate the boundary condition-thinking
style. The findings of the study have important managerial implications.

Mid-Session Q&A 12:10-12:20.

Lemons, Chillies and Charms: Marketplace Manifestations of Consumer Fear of Envy

12:20-12:30. Tanuka Ghoshal (Baruch College, CUNY) Ana Valenzuela (ESADE) Praveen
Kopalle (Dartmouth College) Pragati Singh (Cornell U.)

We contribute to the limited research studying the downstream effects of consumer emotions
in the marketplace. We show that consumer concerns about malicious envy of others
structures engagement in “extraordinary rituals” believed to neutralize an “evil-eye,” with
implications for positioning and marketing of status goods and financial products.

Seeing through the fog: increased ability leads to less dishonesty in ambiguous
settings

12:30-12:40. Michael Puntiroli* (U. of Neuchatel) Serhiy Kandul (U. of Zurich) Valéry
Bezengon (U. of Neuchétel) Bruno Lanz (U. of Neuchétel)

Ambiguity fosters dishonesty, by concealing self-serving behaviors. This research shows that
increasing one’s ability to disambiguate information curtails dishonesty. Overall, dishonesty
in ambiguous settings can be tackled by targeting the individual consumer, through brief
training sessions, rather than focusing solely on disambiguating the setting.

Beliefs versus Reality: People Overestimate the Actual Dishonesty of Others

12:40-12:50. Jareef Martuza* (Norwegian School of Economics) Hallgeir Sjastad (Norwegian
School of Economics) Helge Thorbjernsen (Norwegian School of Economics)

An exhaustive internal meta-analysis comparing actual dishonest behavior and beliefs about
others revealed a significant overestimation of others' dishonesty by an average of 13.9
percentage points. This pervasive tendency to overestimate dishonesty of other people
suggests a widespread belief that the world is less moral than it actually is.

Final Q&A 12:50-13:00.

3.08 CP15: Social Media and Social Comparison

11:40-13:00 Studio AB (floor 2). Chair: Felix Nitsch (INSEAD)

A Meta-Analysis of Interventions for Reducing Smartphone and Social Media Usage

11:40-11:55. Quang Duc Pham* (CUNEF Universidad) Jeeva Somasundaram (IE U.) Laura
Zimmermann (IE U.)

Concerns over maladaptive smartphone and social media use, particularly among youth,
prompt a need for effective interventions. We conducted a meta-analysis of 72 studies to
compare interventions aiming at reducing smartphone usage and increasing wellbeing.
Results indicate significant variability in intervention effectiveness, depending on
demographic and intervention characteristics.

Better than All the Rest: How Being Part of a Large Audience Influences Self-Control
and Motivation

12:00-12:15. Jessie Zhisui Jia* (Northwestern U.) Rima Toure-Tillery (Northwestern U.) Lili
Wang (Zhejiang U.)

Consumers often make decisions as part of non-interactive, anonymous audiences (e.g.,
shopping livestreams). Seven studies show that consumers are more likely to exercise self-
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control when they are part of a large (vs. small) audience because making better choices
than a larger group of people is more self-enhancing.

Keeping Up with the Joneses? Not So Much for Consumers Who Move Around a Lot

12:20-12:35. Dan Xie* (HEC Paris) LJ Shrum (HEC Paris) Tina Lowrey (HEC Paris)

Five studies using multiple methods (secondary data, internet search data, cross-sectional
and experimental studies) show that increases in residential mobility (the extent to which
consumers change residences) decrease social comparison tendencies and motivations to
“keep up with the Joneses” through positional consumption.

Uncommon Errors: Adaptive Intuitions in High-Quality Media Environments Increase
Susceptibility to Misinformation

12:40-12:55. Reed Orchinik* (MIT) Cameron Martel (MIT) David Rand (MIT) Rahul Bhui (MIT)

In the context of digital news, we show that information consumers’ judgments of the veracity
of content depend on their previous exposure to true and false news. Using computational
modeling, we show that exposure shapes the intuitions, or priors, that users have about
content, producing systematic false positives or negatives.

3.09 CP15: Le Contexte: Context Effects and Choice

11:40-13:00 Studio DE (floor 2). Chair: Jesse Walker (The Ohio State U.)

Why Context Influences Choice More than Willingness to Pay

11:40-11:55. Chang-Yuan Lee (U. of Toronto) Carey Morewedge* (Boston U.) Nina Mazar
(Boston U.)

We compare preferences elicited through choice and WTP/WTA in three classic paradigms of
decision-context effects: intertemporal tradeoffs, acquisition versus forfeiture, and the
attraction effect. We find that preference reversals across contexts occur more often when
preferences are elicited through choice than when preferences are elicited through
WTP/WTA.

Increase- Versus Decrease-framing: How Framing a Finding in “Increase” Terms
Shapes Its Perceived Magnitude

12:00-12:15. Courtney Lee* (Stanford U.) Christopher Bechler (U. of Notre Dame) Zakary
Tormala (Stanford U.)

This research investigates the effect of increase-framing (e.g., X increases healthy eating)
versus decrease-framing (e.g., X decreases unhealthy eating) on perceived effect size. We
find that researchers use increase-framing more often, and people perceive increase
relationships to be larger and more deserving of funding and publication than decrease
relationships.

Rejection vs. Choice: How Decision Frame Shifts the Compromise and Attraction
Effects

12:20-12:35. Heeyoung Yoon* (Bocconi U.) Joshua Lewis (New York U.) Minah Jung (New
York U.)

While context effects have been well-documented when consumers choose their preferred
options, we found a reversal or attenuation of the compromise effect and attraction effect
when consumers reject less-preferred options. We suggest that rejecting options leads
consumers to focus on an attribute importance, mitigating the influence of contextual
factors.
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Who Supports Nudges?: Linking Trait Self-Control to Nudge Support

12:40-12:55. Eugina Leung* (Tulane U.) Anyi Ma (U. of Wisconsin-Madison) Richard Larrick
(Duke U.)

Our research across six studies shows that people with lower self-control surprisingly prefer
nudges (e.g., diet, exercise, savings) less than those with higher self-control. We explore
how temptation avoidance and resistance influence this preference, revealing the nuanced
role of self-control in policy support, and challenging conventional views on policy design.

3.10 CP15: Responsibilization and Transformative Consumption Practices.

11:40-13:00 Studio F (floor 2). Chair: Pilar Rojas Gaviria (U. of Birmingham)

Responsibilizing drug taking, or why CEOs and moms started to take LSD

11:40-11:55. Brad Aeon Joel Bothello (Concordia U.) Pierre-Yann Dolbec* (Concordia U.)

Consumer responsibilization shifts societal problems onto individuals. We examine how
microdosing (taking sub-perceptual doses of psychedelics) operates as a responsibilizing
practice that can legitimize stigmatized products. It does so by aligning psychedelic use
with neoliberal values of productivity and self-optimization and transforming doings,
meanings, and objects.

Transformative Role of Consumer Accountability: A Practice-Theory Approach

12:00-12:15. Mujde Yuksel* (Suffolk U.) Hanna Leipdmaa-Leskinen (U. of Vaasa) Katariina
Sorvari (U. of Vaasa)

In this research we explore the ways consumers engage in accountability mechanisms to
transform their consumption patterns for individual and/or societal wellbeing. Based on
multiple qualitative data sources across two distinct contexts, our findings illustrate how
practicing accountability in myriad ways can inhabit and mobilize such transformative
consumer practices.

To Rest or Not to Rest? Consumer Tensions in the Achievement Society

12:20-12:35. Katja Brunk (European U. Viadrina) Mario Campana* (U. of Bath) Marlon
Dalmoro (NOVA Information Management School) Marcia Christina Ferreira (U. of Essex)
Bernardo Figueiredo (RMIT U.) Aimee Huff (Oregon State U.) Daiane Scaraboto (The U. of
Melbourne) Olivier Sibai Andrew Smith (Suffolk U.) Meriam Belkhir (U. of Sfax) Myriam
Brouard (U. of Ottawa)

The contemporary capitalist system is an "achievement society:" consumers are compelled to
perform across all aspects of life, while rest (i.e., restfulness, restoration) is understood as
lazy and ideologically counterproductive. We employ a collaborative autoethnography of
knowledge workers to examine the how consumers experience the tension between rest
and performance.

Navigating Tensions: How Consumers Seek to Navigate Contradicting Institutional
Logics in Their Consumption

12:40-12:55. Julia Gisler* (U. of St. Gallen) Johanna Franziska Gollnhofer (U. of St. Gallen)

Despite research on conscious consumption as a form of balanced consumption, we lack
understanding of how sustainability-conscious consumers navigate tensions between
hedonistic consumerism and sustainability values. We study this through in-depth
interviews and find that consumers navigate this tension through organizational work
strategies of decoupling, compromising, and combining.
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3.11 CP15: Optimizing Pro-Social Initiatives through Pricing Strategies

11:40-13:00 Forum J (floor -1). Chair: Anne Odile Peschel (Aarhus U.)

Bundled Versus Partitioned: How Consumers Respond to Different Pricing Strategies
in Cause Marketing Campaigns

11:40-11:55. Tongmao Li* (U. of Florida) Jihao Hu (Xiamen U.) Lisa Wan (The Chinese U. of
Hong Kong) Yuwei Jiang (The Hong Kong Polytechnic U.)

Prior research highlights the negative effects of bundled pricing on cause-related products. Six
studies demonstrated that partitioned pricing outperforms bundled one in cause-related
marketing (Studies 1-2) by enhancing perceived personal role (Studies 3-4). This effect
attenuates with identifiable purchases (Study 5) and among consumers with lower moral
identity (Study 6).

The Advantage of Periodic Donations in Corporate Social Responsibility: Consumers
View Consistency as a Diagnostic Cue of Donor Commitment

12:00-12:15. Yanyi Leng* (Washington U. in St. Louis) Alexander Park (Indiana U.) Fausto
Gonzalez (Washington U. in St. Louis) Jared Watson (New York U.) Francesca Valsesia (U.
of Washington) Cynthia Cryder (Washington U. in St. Louis)

Six preregistered studies (N=147,674) demonstrate that describing periodic donations (e.g.,
$10,000 per month) improves the favorable judgment of a company more than describing
equivalent donations in aggregate (e.g., $120,000). This pattern occurs because periodic
donations more effectively convey a firm’s commitment to the prosocial cause.

“Less Is More”: Consumers Show Preference for Receiving Less of a Pro-social
Product Instead of Paying More for It

12:20-12:35. Mingnan Nancy Shen* (The Ohio State U.) Xiaoyan Deng (The Ohio State U.)

Five experiments find reducing quantity rather than raising prices to be more effective in
promoting pro-social products because consumers perceive less sacrifice in receiving lower
quantity versus parting with more money. This effect is moderated by the rationale behind
expensiveness (pro-social vs. pro-self) and quantity’s presentation formats (experiential vs.
analytical).

Timing Matters: The Impact of Early Information Disclosure on Consumer Prosocial
Behavior

12:40-12:55. Archer Yue Pan (Cornell U.) Esther J. Kim (Cornell U.) HaeEun Helen Chun*
(Cornell U.) Dilip Soman (U. of Toronto)

This research investigates effective engagement strategies for service providers in prosocial
initiatives. Across six pre-registered studies, we show that early disclosure of information
about prosocial surcharges enhances acceptance and fosters positive consumer reactions,
providing insights into solicitation tactics and the impact of information timing on prosocial
behavior.

3.12 Meet the Editors #3

11:40-13:00. Forum AB (floor -1). Moderator: Kathleen Vohs (U. of Minnesota). Editors:
Rebecca W Hamilton (Georgetown U., Journal of Marketing Research) Cait Lamberton (U.
of Pennsylvania, Journal of Marketing) Ayelet Gneezy (U. of California, San Diego,
Marketing Science) Stephanie Noble (U. of Tennessee, Journal of the Academy of
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Marketing Science) Eric Arnould (Aalto U., International Journal of Research in Marketing)
Sharon Ng (Nanyang Technological U., International Journal of Research in Marketing)
Ashlee Humphreys (Northwestern, Marketing Letters) Finola Kerrigan (U. of Birmingham,
Marketing Theory) Andreas Chatzidakis (Royal Holloway U. of London, Marketing Theory)

3.13 Roundtable: Bridging the behavioral-quant divide: Modes and strategies for
fostering collaboration and knowledge creation across the marketing discipline

11:40-13:00. Forum C (floor -1). Chair: Johannes Boegershausen (Erasmus U. Rotterdam)
Aurelie Lemmens (Erasmus U. Rotterdam) Antonia Krefeld-Schwalb (Erasmus U.
Rotterdam). Participants: Ada Aka (Stanford U.) Simon J. Blanchard (Georgetown U.) Joe
Gladstone (U. of Colorado at Boulder) Oded Netzer (Columbia U.) Andrew T. Stephen Oleg
Urminsky (U. of Chicago) Bram van den Bergh (Erasmus U. Rotterdam)

Research in marketing has witnessed an increasing number of collaborations across its
subdisciplines, in particular between behavioral and quantitative marketing. Such
collaborations led to innovative research approaches and theories fueled by
interdisciplinary collaborations. This roundtable will shed light on strategies for collaborative
approaches to further advance this development.

3.14 Workshop: More Than Words: Linguistics and Language in Consumer Behavior

11:40-13:00. Forum GH (floor -1). Chair: Ann Kronrod (U. of Massachusetts Lowell) Sarah
Moore (U. of Alberta) Peeter Verlegh (Vrije Universiteit Amsterdam)

This workshop examines how linguistic research can offer new insights into  consumer
behavior, exploring methods, concepts, and theories. The workshop provides hands-on
practice in consumer language research and it is tied to a JACR issue on this topic
(deadline February 2025). Come and explore your ideas with us!

13:00-14:20 — LUNCH & PRESIDENTIAL ADDRESS
Main Room: Sceéne (floor 0)
Additional Room: Galerie (floor 3) with talk live-streamed
Hosted by the U. of Southern California

4.01 Special Session: The Role of Language in Consumers’ Interactions with Al
Service Agents

14:20-15:40. Loft A (floor 3). Chair: Feyzan Karabulut (U. of Alberta)

This session deepens understanding of how, when, and why the language used in interactions
with Al chat agents influences consumers. The session should be relevant to a wide
audience of researchers interested in Al agents, online chat service interactions,
communication, and the broad field of language research in marketing.

How Do Customers Talk with Al Service Agents, and Why Does it Matter?

14:20-14:35. Shun-Yang Lee* (Northeastern U.) Ann Kronrod (U. of Massachusetts Lowell)
Amir Grinstein (Northeastern U.)
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Al service agents are trained to simulate human conversation. But exactly what language do
they simulate? We show that Al agents are viewed as outgroup members and therefore
consumers communicate with them using more ‘outgroup’ language. However, we also
show that consumers respond negatively to Al that uses ‘outgroup’ language.

Artificial or Intelligent: Consumer Responses to Al Agents’ Phatic Communication Use

14:40-14:55. Feyzan Karabulut* (U. of Alberta) Sarah Moore (U. of Alberta) Paul Messinger
(U. of Alberta)

Al agents are increasingly employed to administer online chat customer service. We explore
how Al agents' language use affects consumers. We find that Al agents' phatic
communication (e.g., greetings, small talk) can have positive or negative effects on
consumers, depending on how authentically these cues represent Al agents' social
capabilities.

Siri-ous Conversations: How Figurative Language Displayed by Al versus Human
Service Agents Affects Customer Experience

15:00-15:15. Marat Bakpayev* (U. of Minnesota) Ann Kronrod (U. of Massachusetts Lowell)

We examine how Al service agents who use figurative language (metaphor, rhyme) are
perceived. Four studies demonstrate that people attribute less Theory of Mind to Al (vs.
human) agents. Therefore, Al agents that use figurative language are perceived as non-
cooperative. Thus, artificial agents are better off using literal language.

Beyond Words: How Foreign Language Influences Consumer’s Perception of Chatbots

15:20-15:35. Katharina Sarah Saile* (U. of Hohenheim) Verena Hiittl-Maack (U. of
Hohenheim)

It could be assumed that connections between consumers and conversational agents are
stronger in the consumer’s native language. However, our research shows that perceived
social presence of chatbots is higher when communicating in a learned foreign language
(compared to the native language), ultimately resulting in positive downstream
consequences.

4.02 Special Session: Examination of Trust in Consumer-Brand Interactions

14:20-15:40. Loft B (floor 3). Chair: Sally Myungdin Shin (Yale U.)

This session aims to deepen our understanding of trust in consumer-brand interactions, which
is both theoretically and managerially important. Using diverse methodologies, including
experiments, secondary data analyses, NLP, and theoretical inquiry, each paper highlights
the importance of trust in product recommendations, complaint management, brand
purpose communication, and marketing tactics.

From Lemons to LemonAlde: How Low Brand Trust Mitigates Aversion to Artificial
Intelligence

14:20-14:35. Sally MyungJin Shin* (Yale U.) Nirajana Mishra (Yale U.) Ravi Dhar (Yale U.)

We investigate the impact of trust on Al aversion in customer service settings. Our research
proposes that lower the brand trust, lower the aversion towards an Al developed by the
focal brand. Experiments offer converging evidence with hypothetical and real companies,
examines essence transfer mechanism, and addresses alternative explanation.

Beyond Productivity: Can Generative Al Help Brands Regain Trust from Negative
Online Reviews?
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14:40-14:55. Yichuan Wang* (Sheffield U. Management School) Yiran Su (U. of
Massachusetts Amherst) Matthew Thomson (U. of Massachusetts Amherst)

Responding to negative online reviews is a challenge for customer service managers. In
Study 1, we show that compared to those written by humans, Al-generated responses
improve consumer trust. Study 2, examining over 400,000 actual complaints, invites
explanations by documenting systematic differences in language used by human and Al
responders.

Effect of Communicating Brand Purpose and Firm Size on Consumer Responses as
Mediated by Consumer Trust

15:00-15:15. Mansur Khamitov* (Indiana U.) Anastasiya Pocheptsova Ghosh (U. of Arizona)

As companies increasingly attempt to establish themselves as purpose-driven, we find that
whereas communicating high purpose generates increased NWOM intentions and
decreased behavioral intentions for national versus community firms, communicating high
purpose does not affect behavioral intentions as a function of firm size. This interaction is
mediated by consumer trust.

Social Inferences from Behavioral Policies: Implications for Consumer Trust

15:20-15:35. Joseph Reiff* (U. of Maryland) Jonathan E. Bogard (Washington U. in St. Louis)

This paper presents an integrative theory on consumer inferences from marketing tactics. We
propose a taxonomy of inferences derived from four fundamental motives: sociality,
autonomy, morality, and material well-being. The theory offers insights into why marketing
tactics can succeed or backfire, providing a strategic guide for designing effective marketing
tactics.

4.03 Special Session: Consumer Morality in the Marketplace

14:20-15:40. Loft DE (floor 3). Chair: Shreyans Goenka (Virginia Tech)

This special session brings together four papers that examine consumer moral reactions in
the marketplace. The papers examine how consumers' moral attitudes and judgments
shape downstream behaviors in four important marketplace contexts — price increases,
brand activism, deceptive advertising, and visceral consumption

The Ethical Edge: Consumers Prefer Labor (vs. Material) Cost Justifications for Price
Increases

14:20-14:35. Shreyans Goenka* (Virginia Tech) Rajesh Bagchi (Virginia Tech)

Firms often justify price increases by citing an increase in material or labor costs. This
research demonstrates that consumers find price increases justified through labor (vs.
material) costs to be fairer. The labor cost preference is demonstrated through laboratory
experiments, social media sentiment analysis, website tracking, and stock market data.

Avoiding Activism: Articulated Silence on Sociopolitical Issues

14:40-14:55. Andy Li (U. of Maryland) In-Hye Kang (California State Polytechnic U. Pomona)
Rosellina Ferraro (U. of Maryland) Amna Kirmani* (U. of Maryland)

When a company clearly stays silent on a raised sociopolitical issue, consumers evaluate the
company based on their belief about firms' responsibilities. When a company obfuscates its
silence with an ambiguous statement, consumers make inferences about the company's
stance on the issue and evaluate the company based on ideological congruency.

That Price Isn’t Fair: A Moral Harm Approach to Price Fairness
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15:00-15:15. Margaret Campbell* (U. of California, Riverside) Justin Pomerance (U. of New
Hampshire) Erin Percival Carter (U. of Maine)

We develop the Moral Harm Approach, a conceptual model proposing that consumer
perceptions of the harm that a price might cause to target consumers influence perceptions
of price fairness. Our conceptualization suggests that price fairness is influenced by firm
price strategy, consumer vulnerability, product welfare impact, and inferred firm motive.

The Unique Moral Diagnosticity of Sexual Desires

15:20-15:35. Paul Andrew Blythe* (U. of Colorado at Boulder) Amit Bhattacharjee (U. of
Colorado at Boulder) Alixandra Barasch (U. of Colorado at Boulder)

The pursuit of sexual gratification is crucial to well-being yet morally stigmatized. Eight studies
(N=2,862) demonstrate that despite their common biological basis, satisfying sexual drives
is perceived as more diagnostic of individuals' identities than fulfilling other basic visceral
drives. Accordingly, it results in harsher judgments of those individuals' moral character.

4.04 Special Session: Exploring Consumer Behavior in the Circular Economy: The
Role of Consumer, Message and Platform Characteristics

14:20-15:40. Loft G (floor 3). Chair: Aylin Cakanlar (Stockholm School of Economics) G.
Ceren (Gerry) Aksu (University of Massachusetts Boston)

Given the crucial roles of reducing and reusing in the circular economy, identifying the key
factors that encourage these practices is crucial. This session explores consumer, message
and platform characteristics that impact consumer adoption of circular economy practices,
thus expanding our understanding of the consumer's involvement in circular economy
initiatives.

Why Product-Benefit Appeals Encourage Participation in the Circular Economy

14:20-14:35. Yijie Wang* (Warwick Business School) Tongming ZHANG (U. of Colorado at
Boulder) Monroe Meng (The Hong Kong Polytechnic U.) Aaron Brough (Utah State U.)

Five studies show that consumers are more likely to participate in the circular economy
following product-benefit appeals (“give items a second life”) versus other-benefit appeals
(“help those in need”). We argue that product-benefit appeals fulfill identity-related needs
for emotionally-attached owners who perceive used products as part of their extended self.

Harnessing Reuse Transformation Salience to Improve Brand Evaluation and Extend
Product Utilization

14:40-14:55. Aylin Cakanlar (Stockholm School of Economics) Gergana Nenkov* (Boston
College) Karen Winterich (The Pennsylvania State U.)

This research demonstrates that transformational messaging (i.€., giving products a new life
by transforming them) enhances consumers’ perception of utility in their products. This
increased utility perception then elevates expectations for the duration of product use,
ultimately boosting interest in both the products and their associated brands.

Live Out of a (Used) Suitcase: Residential Mobility and Second-Hand Product
Consumption

15:00-15:15. G. Ceren (Gerry) Aksu* (U. of Massachusetts Boston) Aylin Cakanlar (Stockholm
School of Economics) Gergana Nenkov (Boston College)

Our work examines how consumer responses to brands offering second-hand products vary
depending on to what extent they have a residentially mobile lifestyle. Across three studies,
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we show that residentially mobile consumers tend to have more favorable responses
toward brands when they offer second-hand products than when they do not.

Brands in the Circular Economy: Effects of Sharing Platform Type on Consumer
Adoption

15:20-15:35. Rishad Habib* (Toronto Metropolitan U.) Sid Mookerjee (McGill U.) Katherine
White (U. of British Columbia)

Sharing economy platforms allow consumers to access resources without ownership. This
research investigates the effect of different types of platforms in driving adoption in the
sharing economy. We find that single-brand sharing platforms lead to greater perceptions of
trust than multiple-brand platforms, and increase adoption particularly for affordable brands.

4.05 Special Session: Unpacking Consumer and Managerial Conflicts in Prosocial
Decision-Making

14:20-15:40. Loft H (floor 3). Chair: Christopher Olivola (Carnegie Mellon U.)

If only it was more straightforward to do more good. Unfortunately, consumers and managers
must navigate a wide variety of conflicts when engaging in prosocial behavior. This session
unpacks some of the key conflicts consumers and managers must navigate in the service of
the greater good.

Asymmetric Opportunity Cost Considerations Hinder Consumer Altruism

14:20-14:35. Christopher Olivola* (Carnegie Mellon U.) John Han (McGill U.)

We show that choices between selfish and altruistic outcomes are biased by an implicit
asymmetric consideration of the opportunity costs associated with each alternative. Eight
studies provide converging evidence for this subtle, but consequential, default asymmetry,
and highlight a novel “nudge” that increases generosity by countering this tendency.

Damned Either Way: Hypocrisy Perceptions When Commitments to Behaviors and to
Values Conflict

14:40-14:55. Jonathan Berman* (London Business School) Graham Overton (National U. of
Singapore) Daniel Effron (London Business School)

Across 4 studies we find that when individuals are faced with a dilemma between violating a
commitment to a behavior and failing to maximize on an ethical goal, they are condemned
as hypocrites regardless of whatever option they choose.

Revisiting the Norm of Self-Interest: The Case for Prosocial Modesty

15:00-15:15. Ryan Carlson* (U. of Chicago) Deborah Small (Yale U.)

What do people want others to know about their motives for acting prosocially? Seminal
research holds that people's explanations for their prosociality reflect a norm of self-interest.
In four experiments, we show that people’s tendency to cast their prosocial actions as self-
interested instead reflects a norm of prosocial modesty.

Hitting the Target: Charities Maximize Revenue by Displaying Impact Costs At or Just
Below Donors’ Reference Points

15:20-15:35. Joshua Lewis* (New York U.) Deborah Small (Yale U.)

Charities often advertise the cost of a given amount of impact (e.g., $5/meal). Donors use this
cost as a donation target. In an online experiment and a field experiment, the revenue-
maximizing cost target appears to be at or just below the donors’ reference point for a
reasonable donation.

ACR™

26-29 SEPTEMBER, 2024

4.06 CP10: Social Factors in Consumer Engagement and CSR

14:20-15:40 Loft C (floor 3). Chair: Matilda Vevera

Referral Contagion: Downstream Benefits of Customer Referrals

14:20-14:30. Rachel Gershon* (U. of California, Berkeley) Zhenling Jiang (U. of Pennsylvania)

Through large-scale field data and experiments, we show that referred (vs. non-referred)
customers make more referrals, in part because referred customers believe referring is
more socially appropriate. These insights advance our understanding of the social motives
of referring and indicate that promoting referrals is substantially more valuable than
previously estimated.

Effort Begets Business: On the Effectiveness of Appreciation Letters in Inducing
Repeat Purchases

14:30-14:40. Zheshuai Yang* (School of Management, Zhejiang U.) Yan Zhang (National U.
of Singapore)

This study examines if adding appreciation letters to shipping packages increases repeat
purchases. Two lab experiments and a six-month-field experiment tracking 2000
consumers’ actual purchases revealed that printed letters had no effect. Handwritten letters,
particularly those with less-refined calligraphy, boosted repeat purchases by signaling
greater personal effort from the seller.

Consider it Done: Consumers are equally persuaded by corporate promises of future
sustainability action as by evidence of current actions

14:40-14:50. Abel Gustafson* (U. of Cincinnati) Levina Vilardo (U. of Cincinnati) Sarah
Goodrich (U. of Cincinnati) Samantha Rubadue (U. of Cincinnati) Isaiah Ball (U. of
Cincinnati) Christopher Hartis (U. of Cincinnati)

This experiment (N=2340) finds that two types of corporate sustainability information
(promising future sustainability achievements; documenting realized achievements) have
identical positive effects on consumers' attitudes and purchase intentions. Troublingly, this
suggests that companies may gain substantial reputational benefits by merely pledging
future sustainability achievements without acting on those promises.

Mid-Session Q&A 14:50-15:00.

Is CSR Stigmatized? The Implicit CSR Bias, its Consequences, and a Remedy

15:00-15:10. Antonios Stamatogiannakis* (IE U.) Pavlos Vlachos (The American College of
Greece) Jonathan Luffarelli (Montpellier Business School)

Consumers frequently report explicit positive attitudes towards CSR. However, six studies with
implicit association tests provide evidence for the contrary: Implicit CSR attitudes are
negative and negatively influence brand trust. This effect is attenuated for family-owned
firms, and when individuals are exposed to counter-stereotypical CSR information.

Winners’ Dilemma: How Serendipitously Winning from an Exogenous Crisis Affects
Perceptions toward Companies’ Crisis Relief Communications

15:10-15:20. Mehmet Yanit (U. of Manitoba) Qi Zhang* (Burgundy School of Business) Fang
Wan (U. of Manitoba)

During crises, companies communicate their corporate social responsibility (CSR) initiatives,
anticipating favorable public responses. However, we find the CSR messages from
companies that gain serendipitously during exogenous crises are perceived as less sincere,
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leading to decreased willingness to spread positive word-of-mouth and reduced preference
for company products and services.

“My Money but Not for Me”: When and Why Infringement Perceptions Undermine the
Effectiveness of Government Incentives

15:20-15:30. Zoe Y. Lu* (Tulane U.)

Increasing consumer awareness of the presence of their tax contributions in a government
incentive increases both their psychological ownershipem of the incentive and infringement
perceptions for their tax contributions. While psychological ownership increases incentive
effectiveness, infringement perceptions trigger reactance and decrease incentive
effectiveness. Infringement perceptions are moderated by self-incentive congruity.

Final Q&A 15:30-15:40.

4.07 CP10: Prospect Theory, Losses, Decoys, and Choice Deferral

14:20-15:40. Forum EF (floor -1). Chair; Dan Schley (Erasmus U. Rotterdam)

Rethink Prospect Theory: Preference (In)Stability Asymmetry in Gain/Loss Decision-
Making

14:20-14:30. Yuanyuan (Gina) Cui* (Clemson U.) Jungkeun Kim (Auckland U. of Technology)
Raghunath Rao (The U. of Texas at Austin) TzuShuo Ryan Wang (Salve Regina U.) Patrick
van Esch (Coastal Carolina U.) Akshay Rao (U. of Minnesota)

We challenge a key assumption in Tversky and Kahneman’s (1981) traditional view of
decision-making across gain and loss domains, in that preference stability for sure versus
risky options might differ across these domains. Eight experiments find greater preference
stability in gain (vs. loss) domains.

Tie Aversion: Exploring Consumer Reactions to Tied Outcomes

14:30-14:40. Mathew Isaac (Seattle U.) Meyrav Shoham* (Tel Aviv U.) Rebecca Wang
(Lehigh U.)

We introduce the phenomenon of “tie aversion”: in competitions, tied outcomes are judged as
more like losses than wins, while in ranked lists, tied entities are judged less favorably than
otherwise identical non-tied entities. We further show that ties adversely influence
consumers’ expectations about future performance.

Responses to Missed Opportunities: The Effects of Phantom Decoys and Inaction
Inertia on Consumer Choice

14:40-14:50. Grace Zhang* (U. of Chicago) Oleg Urminsky (U. of Chicago)

Competing predictions from the phantom decoy effect and inaction inertia are reconciled for
the impact of missing a good deal, and moderators are identified. A target product’s sales
may vary depending on the deal magnitude, as missed deals can reduce purchases but
increase relative preference for the target.

Mid-Session Q&A 14:50-15:00.

Examining the relationship between attraction and compromise effects

15:00-15:10. Susanne Adler* (Ludwig-Maximilians-Universitat Miinchen) Louis Gogolin
(Ludwig-Maximilians-Universitat Miinchen)

Consumer researchers frequently find that attraction and compromise effects operate
independently (e.g., concerning reactions to experimental manipulations). Choice modeling
research however suggests that the effects correlate positively. We discuss these
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seemingly contradictory findings in this submission and present data suggesting that
attraction and compromise effects co-occur.

Algorithmic Choice Set Design: An Application to Choice Deferral

15:10-15:20. Feiyi Wang* (U. of Pennsylvania) Sudeep Bhatia (U. of Pennsylvania) Barbara
Mellers (U. of Pennsylvania)

We combine theories of consumer behavior with machine learning to model choice deferral.
Four pre-registered experiments (one incentive-compatible) show that our approach
accurately predicts deferral patterns and probabilities, and that it can thus be used to
algorithmically design choice sets that minimize deferral from millions of possible options.

Set Composition Induces Overbuying

15:20-15:30. Elena Bocchi* (City, U. of London) Irene Scopelliti (City, U. of London) Zachary
Estes (City, U. of London)

This research demonstrates consumers' general preference for equally over unequally
distributed sets of products. In presence of unequally distributed sets, consumers choose
and buy more items to reduce such inequality. This effect influences both product restock
and new purchases and can result in redundant, suboptimal acquisitions.

Final Q&A 15:30-15:40.

4.08 CP15: Experiential Engagement and Narratives

14:20-15:40. Studio AB (floor 2). Chair: Anne Hamby (Boise State)

The Life you Save (For): Experiences Dominate Goods in Motivating Savings

14:20-14:35. Siyuan Yin* (U. of Pennsylvania) Grant Donnelly (The Ohio State U.) Cait
Lamberton (U. of Pennsylvania) Michael Norton (Harvard U.)

This research investigates how experiential dominance over goods extends to savings
requiring self-control and planning. Across field studies and pre-registered experiments,
consumers are more motivated to initiate saving goals and save toward experiential versus
material goals, because experiential goals are perceived more versatile satisfying different
needs and uncertain future preferences.

The Role of Activity Engagement Purchases on Happiness

14:40-14:55. Matthew Hawkins* (Burgundy School of Business) Anastasia Thyroff (Clemson
u)

Three studies demonstrate that consumers can self-classify and recall activity engagement
purchases, demonstrating it is a unique purchase type. Consumers indicate that activity
engagement purchases improved their happiness more than material purchases. Moreover,
activity engagement purchases better satisfy consumers’ competency needs than both
material and experiential purchases.

The Protagonist Mindset: When Viewing Life as a Story Enables Consumers to
Prioritize Experiences

15:00-15:15. Robina Ghosh* (The U. of Texas at Austin) Ty Henderson (The U. of Texas at
Austin) Wayne Hoyer (The U. of Texas at Austin)

Consumers increasingly describe life in narrative terms. We introduce a novel construct, the
protagonist mindset, and examine whether seeing oneself as the protagonist of one’s life
story increases engagement in experiential consumption and pursuit of extraordinary
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experiences despite costs. We also examine the mindset’s long-term consequences on
well-being and growth.

The Effect of Characterization on Narrative Enjoyment: An Empirical Investigation of
Personality Coherence in Movie Characters

15:20-15:35. Qiang Zhang (The Chinese U. of Hong Kong, Shenzhen) Yunhui Huang* (Hong
Kong Baptist U.) Xiaoyan Deng (The Ohio State U.)

This study examines how fictional characters' personality coherence impacts audience
enjoyment. Analysis of large datasets shows that greater dispersion in personality ratings
lowers movie enjoyment. We suggest that rating dispersion reflects personality
incoherence, which affects narrative enjoyment. Follow-up experiments confirm the causal
link and provide evidence for the mechanism.

4.09 CP15: Marketing Strategy and Technology

14:20-15:40. Studio DE (floor 2). Chair: Ana Valenzuela (ESADE/Baruch College)

Effect of Low-Stock Tags on Online Purchases

14:20-14:35. Derick Davis* (U. of Virginia, USA) Amar Cheema (U. of Virginia)

Online retailers often place low-stock tags on products (e.g., Only 3 left- order soon),
ostensibly to signal scarcity and popularity. Across four preregistered choice studies, we
find that a low-stock tag on a product decreases its choice share in an online store, and this
effect is exacerbated for high-reactance consumers.

The AR-Display Bias: Why Augmented Reality Increases Preferences More for Inferior
Than for Superior Products

14:40-14:55. David Finken* (ETH Ziirich) Thomas Scheurer (U. of Lucerne) Leif Brandes (U.
of Lucerne) Reto Hofstetter (U. of Lucerne)

We demonstrate that AR product displays increase preferences for products with objectively
inferior performance more than for products with superior performance. The reason is that
AR induces psychological ownership of products fostering associations between products
and the self. Eight studies provide evidence and offer insights for managers and policy-
makers.

Channel Integration, Interfirm Dependence, and Manufacturers’ Online Market Entry

15:00-15:15. Hua Fan* (Shanghai International Studies U.) Bing Han (Shanghai U. of
International Business and Economics)

A survey on 2051 purchasing managers reveals that dealers’ dependence significantly
triggers manufacturers’ online market entry. Further, manufacturers’ channel consistency
and transparency are more relevant to dealers’ active dependence, while information and
interaction integration lead to passive dependence. Lastly, channel ambidexterity is
superior to integration ambidexterity in ensuring dealers’ dependence.

Shopping in the Metaverse: How Virtual Stores Unlock Consumer Openness to
Innovative Products

15:20-15:35. Wenru Wang* (Tsinghua U.) Liang Huang (Tsinghua U.) Ming Chen (U. of North
Carolina at Charlotte) Raymond Robert Burke (Indiana U.)

Innovation is crucial for business growth, yet its success rate is low. Through 7 studies, we
find that emerging virtual stores increase consumer attitudes and willingness to purchase
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innovative products, attributed to the heightened openness to experience within these
virtual environments.

4.10 CP15: Consumption Culture in Digital Spaces: Identity, Enhancement, and
Influence

14:20-15:40. Studio F (floor 2). Chair: Delphine Dion (ESSEC Business School)

Human Enhancement Technologies and the Enhanced Self

14:20-14:35. Vitor Lima* (ESCP Business School) Luis Pesséa (PUC-Rio) Russell Belk (York
u)

How does the consumption of human enhancement technologies (HET) shape the sense of
self of those undergoing self-enhancement procedures? This paper shows that consumer
cyborgs experience what is here conceptualized as the Enhanced Self: an experiential
sense of being enhanced for cybernetic body modifications using HET, such as microchip
implants.

Conceptualising Online Consumer Counterpublics

14:40-14:55. Benjamin Rosenthal* (FGV EAESP) Massimo Airoldi (U. of Milan)

This study proposes the notion of online consumer counterpublics, which are online consumer
collectives socio-technically shaped and promoted by social media influencers and their
audiences on social media platforms based on strong oppositional discourses, ideas,
affectivities, and values associated with a consumption topic, and who develop a
compelling counter-hegemonic social identity

Run Like a Girl: The Online Identity Work of High-Performance Female Runners

15:00-15:15. Fernanda Scussel* (Federal U. of Santa Catarina) Benjamin Rosenthal (FGV
EAESP)

This study explores the narratives of high-performance female runners on social media and
how these narratives are perceived by their online audiences. By employing an identity
work approach for online self-presentation, we shed light on the online dynamics of the
evolving cultural meanings of contemporary femininity.

Turning Goods into Enrichment Privileges: the Market System of Enrichment and
Brand Strategy

15:20-15:35. Delphine Dion* (ESSEC Business School) Roman Pavlyuchenko (ESSEC
Business School) Sonja Prokopec (ESSEC Business School)

A growing number of primary markets are creating enrichment opportunities for consumers
who resell the goods at massive premiums on secondary markets. In this ethnography of
the luxury watch market, we explain the market system of enrichment and highlight the
brand-led distribution of the enrichment privilege as its key dynamic.

4.11 CP15: Corporate Social Responsibility and Branding

14:20-15:40 Forum IJ (floor -1). Chair: Pierre Chandon (INSEAD)

The CSR Curse: When and Why CSR Endeavors Boost Brand Image but Hurt Product
Evaluation

14:20-14:35. Jiashu Wang* (Peking U.) Haiyang Yang (Johns Hopkins U.) Ming Hsu (U. of
California, Berkeley) Jingjing Ma (Peking U.)
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Previous studies emphasized potential positive impacts of corporate social responsibility
(CSR) endeavors on brands. However, this paper shows that certain CSR efforts can harm
consumer evaluations of brand’s main products. Combining behavioral and neuroimaging
methods, it identifies disgust triggered by CSR products as an underlying factor for the
observed effects.

Justifying the System: How and Why Legal Status Affects Consumer Responses to
Corporate Social Irresponsibility

14:40-14:55. Elinor Amit (Tel Aviv U.) Shai Danziger* (Tel Aviv U.) Steven Sloman (Brown U.)

This research explores consumer reactions to legal yet socially irresponsible corporate
actions. Seven experiments (N=2109) demonstrate that legality improves consumer brand
perceptions and downstream responses. Moral acceptability mediates the legality effect
and system justification motivations moderate it. The findings show the law can legitimize
potentially harmful corporate behavior.

When Should Environmental Labeling be Mandatory for All Food Products? The role of
Carbon Footprint predictability

15:00-15:15. Shemal Doshi* (INSEAD) Pierre Chandon (INSEAD) Jad Chaaban (INSEAD)

Carbon footprint labels are effective when all product options have them, which is unlikely to
ever happen. We examine what proportion of labeled food products is necessary for
effective labeling. We find that labeling only the best brands is sufficient, but only when
consumers can predict CO2 emissions.

What Makes a Brand Sustainable? Conceptualization and Scale Development of
Consumer-Perceived Brand Sustainability

15:20-15:35. Melina Burkert* (U. of Hohenheim) Verena Hiittl-Maack (U. of Hohenheim)

This research captures the consumers’ understanding of sustainable brands and develops a
scale for measuring consumer-perceived brand sustainability, a crucial mediating variable
driving consumers’ purchase-related responses to (un)sustainable practices. Automated
text analysis is used to analyze qualitative consumer responses, forming the basis for a
traditional scale development process.

4.12 Workshop: Consumer Behavior lags behind Psychology in Credibility; Let's
Change That

14:20-15:40. Forum AB (floor -1). Chair: Uri Simonsohn (ESADE)

Over the last 14 years there has been a credibility revolution in psychology but not in the sister
field of consumer behavior. This workshop begin substantiating this claim, speculating on
an explanation for it (on why CB is different), and then shifting to a hands-on guide to open-
research practices.

4.13 Roundtable: Consumer Vulnerability and Market Inclusion

14:20-15:40. Forum C (floor -1). Chairs: Asheeabee R Shaheen Hosany (U. of London)
Rebecca W Hamilton (Georgetown U.). Participants: Brent McFerran (Simon Fraser U.)
Chethana Achar (Northwestern U.) Eesha Sharma (San Diego State U.) Jenny Olson
(Indiana U.) Lan Chaplin (Northwestern U.)

This roundtable examines the challenges and opportunities of brand activism through a global
lens, focusing on exploring cultural and socio-political influences on collective consumer
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actions while offering insights for companies and policymakers on navigating brand activism
in a polarized world. The roundtable is expected to motivate future research questions.

4.14 Roundtable: Enhancing Academic Impact through Marketing Science Institute:
Industry Engagement and Research

14:20-15:40. Forum GH (floor -1). Chair: John Lynch (U. of Colorado at Boulder) Keith Marion
Smith (Marketing Science Institute). Participants: Barbara Kahn (U. of Pennsylvania) Robert
V. Kozinets (U. of Southern California) Cait Lamberton (U. of Pennsylvania) Page Moreau
(U. of Wisconsin-Madison) Vicki Morwitz (Columbia U.)

The Marketing Science Institute has played an important role in enhancing academic research
through industry engagement. The roundtable will discuss experiences and benefits from
MSI collaboration, highlighting research exposure, dissemination, academic-industry
partnerships, and enrichment of academic work in consumer behavior and marketing.

15:40-16:00 — Coffee Break - Located throughout the Conference Center

5.01 Special Session: Embracing Al: Understanding the Dynamics of Consumer
Preference for Al

16:00-17:20. Loft A (floor 3). Chair: Louise Lu (Stanford U.)

This session examines factors that increase consumer openness to Al and ways Al can be
used to increase consumer openness to information. It spans diverse topics, including
receptiveness to opposing views, advice-taking, and human-Al collaboration; explores the
psychological underpinnings of Al perceptions; and concludes with a meta-analysis on
algorithm acceptance.

Al versus Human Sources: The Advantages of Al for Opening People Up to
Counterattitudinal Opinions

16:00-16:15. Louise Lu* (Stanford U.) Zakary Tormala (Stanford U.) Adam Duhachek (U. of
Illinois Chicago)

Contradicting the well-established notion of algorithm aversion, we find that people prefer Al
over human sources when receiving counterattitudinal information. Specifically, people
perceive counterattitudinal messages from Al (vs. human) sources as less biased, more
informative, and as having less persuasive intent, which increases felt-receptiveness,
boosts sharing intentions, and reduces affective polarization.

Wisdom of the Algorithmic Crowd: Encouraging Algorithm Adoption by Leveraging
Intuitions of Crowd Wisdom

16:20-16:35. Jenny Xue* (U. of Pennsylvania) Stefano Puntoni (U. of Pennsylvania) Barbara
Mellers (U. of Pennsylvania)

Across ten studies and multiple contexts, we demonstrate that presenting ensemble models
as a collection of algorithms boosts their perceived accuracy, purchase intent, and
preferences compared to single algorithms or single human experts. The effect stems from
beliefs that machine crowds reduce both noise and bias relative to single algorithms.

Why Order Matters in Al-Human Collaboration

16:40-16:55. Kelly Herd* (U. of Connecticut) Taly Reich (Yale U.)
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The examination of Al systems in decision-making has largely focused on consumers’
preference for either Al or humans, failing to consider how consumers perceive the
collaboration between the two. We offer insights into how consumers evaluate Al's role in
medical decision-making and develop an intervention to help with Al adoption.

Algorithm Acceptance: Theories, Prediction Market, and Meta-Analysis

17:00-17:15. Carey Morewedge* (Boston U.) Ya You (California State U., East Bay) Maude
Lavanchy (IMD Business School) Chen Jing (Boston U.) Amit Joshi (IMD Business School)
Shuba Srinivasan (Boston U.)

Comparing relative preferences for algorithms and human agents in a meta-analysis of 156
studies (= 127,421), we find evidence of algorithm aversion (= -.24) that is stable over time.
Self-serving comparison theories better predict its moderators than theories positing unique
prejudices toward algorithms or general technology diffusion theories.

5.02 Special Session: Writing Differently: Ecriture Féminine and Consumer Research

16:00-17:20. Loft B (floor 3). Chair: Jonatan Sodergren (U. of Bristol)

This special session draws on écriture féminine, a concept developed by Héléne Cixous,
suggesting that feminist politics can be done through resistant, non-masculine forms of
writing. By defying the ‘scientific’ style, rooted in masculine and mechanistic
epistemologies, we claim we can expand the boundaries of consumer research by ‘writing
differently.’

Writing Consumer Research with Clarice Lispector

16:00-16:15. Jonatan Sodergren* (U. of Bristol) Maria Carolina Zanette (Neoma Business
School) Arindam Das (Alliance U.)

Clarice Lispector's writings have been called the finest practice of écriture féminine. In this
paper, we draw on three works by the extraordinary Brazilian novelist to illustrate how
consumer research can be written differently through (1) introspection, (2) affective
encounters, and (3) the mediation of silences.

Feminine Introspection

16:20-16:35. Alex Rome* (Independent Researcher) Aliette Lambert (U. of Bath)

This paper explores how consumer researchers can harness the intricate threads of feminine
experience, identity, and societal expectations to interrogate the complexities of consumer
culture. Herein, we illustrate how feminine artistic, namely literary and cinematic
introspective works may inform academic writing.

Embracing Language Diversity in Academic Writing

16:40-16:55. Flavia Cardoso* (Universidad del Desarrollo)

Drawing on extant research on reflexivity, this paper argues that academic writing could
benefit from the linguistic richness found in Latin languages. The use of diverse language
and writing styles can serve as a powerful tool for challenging the dominant structures that
are deeply ingrained within academic discourse.

Writing Differently: Ecriture Féminine and Consumer Research

17:00-17:15. Jonatan Sodergren* (U. of Bristol)

This special session draws on écriture féminine, a concept developed by Héléne Cixous,
suggesting that feminist politics can be done through resistant, non-masculine forms of
writing. By defying the ‘scientific’ style, rooted in masculine and mechanistic
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epistemologies, we claim we can expand the boundaries of consumer research by ‘writing
differently.

5.03 Special Session: Socio-ecological Futures in Consumer Research

16:00-17:20. Loft DE (floor 3). Chair: Sofia Ulver (Lund U.)

In this special session we critique and re-imagine the anthropocentric present. In
contemporary consumerist society the global market is presented as the solution to the
climate crisis through (unsustainable) pillars like unlimited growth, responsibilized
consumers, and domination of Nature. We discuss opportunities for consumer research in
re-imagining new socio-ecological futures.

Reimagining Consumption in the Climate Crisis

16:00-16:15. Carys Egan-Wyer* (Lund U.) Jon Bertilsson (Lund U.)

Degrowth promises to make human life on earth sustainable but represents a radical change
to the dominant paradigm, which couples wellbeing with consumption. We draw on the idea
that imagined futures perform the present, meaning that ecologically sustainable futures
may be generated if marketers envision and “sell” them as desirable.

Working Within the Ecocentric Event Horizon: The Opportunities of Sentiocentric
Consumer Ethics

16:20-16:35. Jack Waverley* (Manchester)

Those challenging anthropocentric worldviews have increasingly endorsed ecocentrism,
moving from human-only axiologies to those valuing all things within overarching
socioecological systems. However, ecocentrism fails to differentiate between sentient
entities, who experience suffering and enjoyment, from nonsentient counterparts. It also
imports anthropocentric assumptions. This article provides a constructive critique of
ecocentricity.

Towards Neo-Animist Consumption

16:40-16:55. Eric Arnould* (Aalto U.)

Consumers seek friendly relations with the non-human biome, yet the dominant market
exchange and consumption paradigm thwarts a transition to a resilient, restorative
consumption system. However, neo-animist inspired relations of resource circulation and
value cocreation re-emerge to restore healthful relations between people, and between
people and other sentient actors.

Venturing the Fiction of Ethical Consumption

17:00-17:15. Sofia Ulver* (Lund U.) Carys Egan-Wyer (Lund U.)

To reimagine society along new socio-ecological logics, we must continue to expose how the
current capitalist fiction of market solutionism is spelled out to powerful actors. Here, we
unpack the fantasies of "ethical consumption" by studying a global fast-fashion brand's
communication targeting the financial market, and spot some hopeful tendencies.

5.04 Special Session: Greening Minds: Exploring Psychological Drivers of Sustainable
Consumption

16:00-17:20. Loft G (floor 3). Chair: Andde Indaburu (Boston U.)

Many consumers do not seek sustainable products despite the urgent importance of doing so
to help combat climate change. This session offers both novel theoretical insights and
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practical guidance for marketers, sustainable brands, and policymakers regarding how to
most effectively promote sustainable consumption.

Variants of Uncertainty Predict Environmental Behavior

16:00-16:15. Gizem Ceylan* (The Ohio State U.) Qiurun Wang (U. of Southern California)
Gulden Ulkumen (U. of Southern California)

While previous explanations emphasize partisanship, we propose that individuals' climate
uncertainty perceptions play a pivotal role. Viewing uncertainty as epistemic fosters trust in
experts and urgency for action. Conversely, inherent randomness beliefs breed skepticism
towards expertise. As climate aligns with liberal identities, these effects may amplify among
conservatives.

Recycled Materials as New Technology: Adjusting Consumers’ Quality Perceptions of
Eco-friendly Products

16:20-16:35. Qingyang Wang* (UCLA) Xinyu Cao (The Chinese U. of Hong Kong) Minah Jung
(New York U.) Yongbin Ma (Ningbo U.)

Green products made from recycled materials are often seen as inferior to their non-recycled
counterparts. In a large-scale field experiment with a major global luggage brand and a lab
study, we find that framing recycled materials as novel technology enhances the perceived
quality of eco-friendly products, leading to greater sales.

Green and Clean: How and When Dual Appeals to Environmental and Health Goals
Undermine Perceived Claim Effectiveness

16:40-16:55. Eda Erensoy* (Yale U.) Abigail Sussman (U. of Chicago)

Brands are increasingly combining appeals towards environmental and health goals. This
research explores how consumers prefer dual appeals when the goal is environmental, but
not when it is health related. As a result, they are less likely to choose products with dual
appeals when their goal is health vs. environmental.

The Product Composition Paradox: “Fewer Materials Is Greener” Reverses for
Recycled Materials

17:00-17:15. Andde Indaburu* (Boston U.) Remi Trudel (Boston U.) Daniella Kupor (Boston
u.)

Consumers increasingly desire to purchase sustainable products. However, consumers often
struggle to accurately gauge products’ sustainability. We find that an often-salient cue
guides these evaluations: The quantity of different materials in products. Consumers infer
products with fewer materials as more sustainable but infer the opposite when those
materials are recycled.

5.05 Special Session: Al is not for everyone: Psychological Boundaries driving
Consumer Interactions with Artificial Intelligence

16:00-17:20. Loft H (floor 3). Chair: Ana Valenzuela (ESADE/Baruch College)

As the rise of technological advances, there has been a global shift in how consumers think
about their interactions with Al systems. This special session explores the psychological
mechanisms behind consumer responses to algorithm-based interactions and the
boundaries that arise from them.

No Point Arguing: Understanding Susceptibility to Persuasion in Interactions with
Artificial Intelligence
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16:00-16:15. Geoff Tomaino* (U. of Florida) SungJin Jung (The Chinese U. of Hong Kong)

In four experiments, participants discussed a topic with a partner which was, in reality, a
generative Al (OpenAl's GPT-4) programmed to change their opinion on the topic.
Participants’ opinions shifted more when the conversation partner was framed as an Al-
powered chatbot than when it masqueraded as another human.

Acceptance of Automated Vehicles is Lower for Self than Others

16:20-16:35. Stuti Agarwal* (Harvard U.) Julian De Freitas (Harvard U.) Anya Ragnhildstveit
(U. of Cambridge) Carey Morewedge (Boston U.)

We find that nationally representative consumers prefer lower levels of vehicle automation for
themselves than for others. This difference is mediated by self-enhancing comparative
evaluations. We demonstrate that it is enhanced assessments of self, not different
assessments of automated vehicle capabilities, that explaine different preferences for self
and others.

Giving Algorithms a Human Touch: Highlighting Human Input Increases Perceived
Helpfulness of Algorithmic Advice

16:40-16:55. Yue Zhang* (Erasmus U. Rotterdam) Mirijam Tuk (Erasmus U. Rotterdam)
Anne-Kathrin Klesse (Erasmus U. Rotterdam)

Five studies show that emphasizing human input enhances perceived algorithmic advice
helpfulness. Study 1 reveals greater perceived helpfulness when students believe an Al
coach includes human input. Studies 2a-2b demonstrate the causal impact of highlighting
human input on perceived helpfulness. Studies 3-4 provide process evidence of enhanced
subjective understanding.

Sheep with a Shepherd? When Al Recommendation Precision Improves Acceptance

17:00-17:15. Aaron Barnes (U. of Louisville) Ana Valenzuela* (ESADE) Yuanyuan Zhang
(Baruch College, CUNY)

Four studies show that high (vs low) recommendation precision (e.g., 97% match) has an
average effect (d=.30) on Al recommendation acceptance. Consistent with a trust account,
the effect of recommendation precision on acceptance is stronger for liberals (vs.
conservatives) and those with a high (vs. low) desire for obedience.

5.06 CP10: Perception, Persuasion, and Customer Evaluations

16:00-17:20. Loft C (floor 3). Chair: Timothy Heath (U. of South Florida)

Sex, Humor and Rock’n’Roll: The Effects of Mating Orientation and Humor in
Advertising on Persuasion

16:00-16:10. Martin Eisend (European U. Viadrina) Mags Karpinska-Krakowiak* (U. of Lodz)
Joseph Riley (European U. Viadrina) Artur Modlinski (U. of Lodz) Wojciech Trzebinski (SGH
Warsaw School of Economics)

A novel theoretical approach based on evolutionary psychology was tested to explain the
differences in consumer responses to humor in advertising. A series of experiments
showed that funny advertisements were more persuasive among individuals with a strong
rather than weak mating orientation.

The Impact of Color Saturation on Potency and Efficacy Perceptions

16:10-16:20. Lauren Labrecque™ (U. of Rhode Island) Stefanie Sohn (U. of Southern
Denmark) Barbara Seegebarth (RheinMain U.) Christy Ashley (U. of Rhode Island)
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This research provides evidence that consumers infer greater perceived efficacy from higher
color saturation, based on learned associations between color saturation and potency.
Overall higher color saturation increases purchase intentions (PI) and decreases the
amount of product used. We find evidence of this saturation-efficacy effect through 6
studies.

The Impact of Walking Sound on Status Perception and Persuasion

16:20-16:30. Zhihao Yu (U. of Nebraska at Omaha) Lam An (The U. of Winnipeg) Timothy
Heath* (U. of South Florida)

Previous research shows that an individual’'s visual cues (attire, posture, etc.) can influence
other people’s impressions. We extend that research to the auditory domain by showing
individuals’ footstep sound increases their persuasiveness via higher perceived social
status. We also show that the effect is more prominent among conservative observers.

Mid-Session Q&A 16:30-16:40.

Trading off “4.7/5” for “Awesome”: The Role of Numerical versus Verbal Attribute
Descriptions on Product Evaluations

16:40-16:50. Ellen Lahn* (Michigan State U.) Jorge Pena Marin (Michigan State U.)

The format in which product attributes are presented (numerically versus verbally) can impact
consumers’ evaluations of a product. When attributes are shown verbally (versus
numerically), consumers are more likely to trade off negatively evaluated attributes with
positively evaluated attributes, resulting in an overall more positive evaluation of the
product.

Customers Rely on Sample Range from Observed Outcomes to Judge Variability

16:50-17:00. Tianwei Liu (Karlsruhe Institute of Technology) Benjamin Scheibehenne*
(Karlsruhe Institute of Technology)

Participants across four behavioral experiments relied on range rather than variance to judge
variability. Consequently, larger samples, due to its wider range, were perceived as more
variable and hence riskier. The phenomenon is explained by a “cognitive fencing” model
where mental simulations of outcomes are constrained by the observed range.

The Interplay of Overall and Feature Ratings

17:00-17:10. Rahil Hosseini* (Universidad Carlos Il de Madrid) Bram van den Bergh
(Erasmus U. Rotterdam) Christophe Lembregts (Erasmus U. Rotterdam)

This project delves into the contrast between overall ratings (ORs) and feature ratings (FRs) in
consumer evaluations. Although consumers verbally prioritize ORs, our research
demonstrates the notable influence of FRs on product choices. Through experimental
methods, we explore how selectively presenting FRs affects evaluations, providing insights
into consumers' decision-making processes.

Final Q&A 17:10-17:20.

5.7 CP10: Giving, Sharing, and Experiences in Consumption

16:00-17:20. Forum EF (floor -1). Chair; Evan Weingarten (U. of Southern California)

How the Sharing Economy Shapes Consumption Desire

16:00-16:10. Xinping Wei* (The Chinese U. of Hong Kong) Yunhui Huang (Nanjing U.) Xuebin
Cui (Nanjing U.)
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This research investigates how the perception of the sharing economy’s popularity shapes
consumers’ preferences for products irrelevant to the sharing economy. It demonstrates
that perception of the sharing economy’s popularity activates descriptive norm perception
that others devalue ownership, thus decreasing consumers’ desire for material but not
experiential purchases.

Possession versus Experience: How Maximizing Affects Consumer Preference for
Probabilistic Goods

16:10-16:20. Han Gong (Shanghai U. of Finance and Economics) Lanting Liu* (Shanghai U.
of Finance and Economics)

This research examines consumer responses to probabilistic selling, contrasting material
versus experiential purchases. Findings from a series of experiments suggest a lower
preference for probabilistic selling with material (vs. experiential) goods, influenced by a
maximizing decision strategy, offering novel insights into the probabilistic selling model from
a consumer perspective.

Which Moments Matter Most? Investigating Boundary Conditions of the Effect of
Specific Moments on Overall Evaluations of Customer Experiences

16:20-16:30. Aleksandar Blecic* (U. of Mannheim) Sabine Kuester (U. of Mannheim)

Four scenario experiments show that negative incidents occurring at the end of a customer
experience (CE) disproportionately influence overall CE evaluations across different service
contexts (recency effects). However, these effects dissipate for positive incidents and hold
only for individuals with a heightened sense of perceived control.

Mid-Session Q&A 16:30-16:40.

Enhancing Cancer Outreach Effectiveness through Monetary vs. Time Incentives:
Insights from a Randomized Field Experiment

16:40-16:50. Sigi Dai* (Zhejiang U.) Zheshuai Yang (Zhejiang U.) Xiuping Li (National U. of
Singapore)

How to incentivize poor people in developing countries to participate in free cancer screening
programs has long been of interest to marketing scholars. This research finds that helping
the poor save time is more effective in motivating them to participate in cancer screening
programs than giving them equivalent monetary incentives.

Fairness in Gifting to Multiple Recipients

16:50-17:00. Yanli Jia* (Xiamen U.) Tianjiao Yu (Xiamen U.)

This paper investigates how givers choose gifts for multiple recipients in public versus private
context. We find that when gifts are handed out in public, givers are more concerned about
treating recipients differently and end up choosing the same gifts for every recipient.

Is In-kind Kinder than Cash? The Impact of Money vs. Food Aid on Social Emotions and
Aid Take-up

17:00-17:10. Samantha Kassirer* (Northwestern U.) Ata Jami (Northwestern U.) Maryam
Kouchaki (Northwestern U.)

There has been widespread endorsement from the academic and philanthropic communities
on the new model of giving cash to the poor. Yet the recipient’s perspective has mostly
been ignored. The present research explores how food-insecure individuals feel and
respond when offered either monetary or food aid from a charity.

Final Q&A 17:10-17:20.
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5.08 CP15: Discrimination and Inequality in the Marketplace

16:00-17:20 Studio AB (floor 2). Chair: Chun-Ming Yang (Soochow U.)

Disclosing Disability: Consumer Reactions to Disability-Owned Businesses

16:00-16:15. Lukas Maier* (WU Vienna) Rishad Habib (Toronto Metropolitan U.)

How do consumers react to disability disclosures in the marketplace? While extant literature
shows that disabled people often suffer from discrimination and negative stereotyping, we
demonstrate that disclosing disability to consumers may hold some valuable marketing
potential: consumers react more positively to disability-owned businesses because they
perceive them as more moral.

Mindsets and Gender Biases in Crowdfunding: Navigating Entrepreneurial Support

16:20-16:35. Huachao Gao* (U. of Victoria) Shane Wang (Virginia Tech) Xi Li (The U. of Hong
Kong) June Cotte (Ivey Business School)

This study examines entrepreneur gender and crowdfunding, differentiating consumer and
investor mindsets. Consumers tend to support women entrepreneurs due to perceived
disadvantage; investors tend to support men entrepreneurs due to perceived determination.
Findings from five experiments and one field study suggest strategies for overcoming
gender biases in entrepreneurial support.

When is it OK for Firms to Say No? Consumer Responses to Ideologically-Driven
Customer Denial

16:40-16:55. Maximilian Gaerth* (U. of Pennsylvania) Cait Lamberton (U. of Pennsylvania)

Some ideologically-driven customer denials are attributed to the protection of one’s own
values, others are attributed to the desire to discriminate against customers’ values. We
identify the extent to which a service or good is viewed as self-expressive for the provider
as a determining factor in this relationship.

A Catalyst for Change: Perceived Economic Inequality as a Determinant of Consumer
Switching Behavior

17:00-17:15. Sumaya Albalooshi* (U. of Groningen) Mehrad Moeini-Jazani (U. of Groningen)

This research proposes that when people perceive greater economic inequality, they are more
likely to exhibit switching behavior. Three studies confirm that high (vs. low) economic
inequality prompts consumers to forgo the default option for an alternative one to express
their desire to disrupt the status quo.

5.09 CP15: Diversity Perception and Political Influence

16:00-17:20 Studio DE (floor 2). Chair: Rosanna Smith (U. of lllinois at Urbana-Champaign)

Equity or Immorality? How Political Ideology Shapes Consumer Response to
Historically Underrepresented Identities in Marketing Communications

16:00-16:15. Cory Haltman (The Ohio State U.) Jianna Jin (The Ohio State U.) Grant
Donnelly* (The Ohio State U.) Rebecca Reczek (The Ohio State U.)

Drawing on Moral Foundations Theory, we develop a typology of historically underrepresented
identities (HUIs) to demonstrate that, while liberals respond positively to the depiction of all
HUIs (due to their concerns regarding fairness), conservatives respond negatively only to
the depiction of certain HUIs (due to their concerns regarding purity/sanctity).

Consumer Responses to Marketplace Deprivation: The Case of Radical Wellness
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16:20-16:35. Sebastian Ordofiez-Giraldo* (The U. of Melbourne) Julie Ozanne (The U. of
Melbourne) Robin Canniford (U. of Galway)

Due to an episode of crisis, wellness consumers were deprived of marketplaces considered
essential for their well-being. In response, they underwent a process of political awakening
that entailed acts of resistance, an inclination for pre-modern ritualistic practices and an
ideologization of consumption patterns that we define as radical wellness.

The Political Ideology Gap in Perceptions of Racial Diversity on Television

16:40-16:55. Kate Christensen* (Indiana U.) Broderick Turner (Virginia Tech) Rajesh Bagchi
(Virginia Tech)

We demonstrate a political ideology gap in perceptions of racial diversity on television and
streaming platforms. In nine experiments and an analysis of consumer viewing behavior we
provide insight into the gap in diversity estimates. We document an intervention to lower
backlash and increase intention to purchase entertainment products.

“I Decide What | See”: How Consumers Proactively Shape Personalized
Recommendations

17:00-17:15. Yvonne Huang* (U. of Florida) Xiang Wang (Lingnan U.) Yang Yang (U. of
Florida)

This research demonstrates that when consumers perceive a recommender system to be
personalized (vs. non-personalized), they proactively consume more attitude-consistent
news relative to attitude-inconsistent news, aiming to influence future recommendations.
This research also discovers that political conservatism and the belief in open-mindedness
as an injunctive norm can attenuate the effect.

5.10 CP15: Consumer-driven Territorialization and Consumption Transformation

16:00-17:20. Studio F (floor 2). Chair: Linda Price (U. of Wyoming)

Symbolic Territorialization Work: Consumers and the Legitimacy of Local
Complementary Currencies

16:00-16:15. Valentina Kirova* (Excelia Business School) Ronan Jouan de Kervenoael
(Rennes School of Business) Alexandre Schwob (Excelia Business School)

In this study, we present “symbolic territorialization work” as a phenomenon that captures the
crucial role played by consumers in territorialization today. Grounded in institutional theory,
we demonstrate how consumers rely on the legitimacy of local complementary currencies
(LCCs) to build privileged relationships with local retailers and shape their territories.

Theorizing the Domestic Servicescape

16:20-16:35. Adele Gruen* (Université Paris Dauphine) Mimoun Laetitia (ESCP Business
School)

We theorize consumer experiences within home-based services and explore how customer
services transform the home. Traditionally private and familial, the home is turned into a
domestic servicescape. The nature of such spaces makes the consumer experience liminal
and extimate. Our research contributes to theorizing consumer extimacy and the domestic
servicescape.

Trickster Consumption

16:40-16:55. Nathan Warren (Bl Norwegian Business School) Linda Price* (U. of Wyoming)
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The trickster lens reveals the unique characteristics of consumption driven by insatiable
appetites. ‘Dirtbags,” who self-define by their single-minded pursuit of wilderness
experiences, represent a prototypical example of trickster consumption, which is appetite-
driven, socially unmoored, and sustained through creative tricks. These tricks can result in
ambiguous collateral social disruptions.

Theorizing the Consumerization of Solidarity

17:00-17:15. Benedikt Alberternst* (Freie Universitat Berlin) Markus Giesler (York U.) Lena
Steinhoff (Paderborn U.) Andreas Eggert (Freie Universitat Berlin)

Solidarity, once considered a counterforce to markets, is now increasingly expressed through
consumption. Our research asks how consumption has become a way to show solidarity
and reveals the fusion of once-contradictory civic and market elements, resulting in four
consumer solidarities across different solidarity systems: family, community, movement,
and welfare.

5.11 CP15: Emotions in Consumption

16:00-17:20. Forum IJ (floor -1). Chair: Daniel Grossman (U. of Missouri-St. Louis)

Too Hallowed to Hesitate: The Effect on Awe on Embarrassing Purchases

16:00-16:15. Srinwanti H. Chaudhury (The U. of Queensland) Amogh Kumbargeri* (IIM
Udaipur) Atul Kumar (Ahmedabad U.)

Four studies showed that awe’s positive self-diminishment effect leads to lower self-product
overlap with embarrassing products, thereby increasing purchase intentions, relative to the
self-enhancing emotion of pride (as well as a neutral condition). Given associated social
stigmas, we hope to enable marketers to strengthen marketing strategies for embarrassing
products.

Something Old for Something New: Defining and Understanding Vintage

16:20-16:35. Maren Hoff* (Columbia U.) Silvia Bellezza (Columbia U.)

Using a multi-method approach, this research defines vintage, distinguishes vintage products
from similar, yet different products (e.g., retro), and examines the motivations behind
vintage consumption. Vintage is a composite formative construct consisting of four
dimensions (age, design, scarcity, and quality) and is consumed for self-expression rather
than self-presentation.

Sentimental Value: When Less is More

16:40-16:55. Daniel Grossman* (U. of Missouri-St. Louis) Julian Givi (West Virginia U.)

When one has multiple items (vs. a single item) linked to a specific association, these items
are typically imbued with less (vs. more) sentimental value. This effect occurs because the
items are seen as less representative of the association, and consequently, are more likely
to re-enter the marketplace via resale.

Should the Devil Earn Prada? Observing Unearned Luxury Acquisition Increases Brand
Preference When Observers Are in a Promotion Focus

17:00-17:15. Ye Zhao* (Durham U. Business School) Yuanyi Xu (U. of Southampton) Sarah
Xiao (Durham U. Business School)

Does observing other consumers acquiring luxury brands through unearned resources always
lead to brand devaluation? Twelve studies demonstrate that when promotion-(vs.
prevention-)focused consumers observe others’ unearned luxury consumption, they
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increase brand evaluation, with efficacy appraisal and mental imagery as serial mechanism,
and resource type (tangible vs. intangible) as boundary condition.

5.12 Workshop: Text Analysis Workshop: Evolving Tools & Methods

16:00-17:20. Forum AB (floor -1). Chair: Grant Packard (York U.) Jonah Berger (U. of
Pennsylvania) Francisco Villarroel Ordenes (LUISS Guido Carli U.)

Using text analysis for consumer insight has seen tremendous growth. So too has the
range of tools and approaches available. This workshop provides an overview for scholars
who haven't tried text analysis, and for those who have, introduces the latest methods and
user-friendly tools.

18:00-19:30 Reception & Working Paper Session 3 — Scéne (floor 0)
Hosted by Working Paper Co-Chairs: Gabbie Tonietto (Rutgers U.) Ela Veresiu (York
U.) Kuangjie Zhang (Nanyang Technological U.)

SATURDAY

7:00-8:20 — Breakfast & Working Paper Session 4 — Scéne (floor 0)
Hosted by Working Paper Co-Chairs: Gabbie Tonietto (Rutgers U.) Ela Veresiu (York U.)
Kuangjie Zhang (Nanyang Technological U.)

o

5.13 Roundtable - Smarter Together: How Can We Better Integrate Brain and Body in
Consumer Research?

16:00-17:20. Forum C (floor -1). Chair: Felix Jan Nitsch (INSEAD) Leo van Brussel Erasmus
U. Rotterdam

Consumer neuroscience is not integrated well within consumer research generally, in part
due to a lack of accessibility. We want to improve integration by facilitating collaboration.
This roundtable attempts to seed fruitful collaborations by experts sharing their
experiences and grouping participants into brainstorming break-outs.

Smarter Together: How Can We Better Integrate Brain and Body in Consumer
Research?

16:00-16:15. Felix Jan Nitsch* (INSEAD) Leo van Brussel (Erasmus U. Rotterdam) Anastasia
Buyalskaya (HEC Paris) John Clithero (U. of Oregon) Eric Johnson (Columbia U.) Ana
Martinovici (Erasmus U. Rotterdam) Nikki Sullivan (LSE) Vinod Venkantaram Ryan Webb
(U. of Toronto)

Consumer neuroscience is not integrated well within consumer research generally, in part due
to a lack of accessibility. We want to improve integration by facilitating collaboration. The
proposed roundtable attempts to seed fruitful collaborations by experts sharing their
experiences and grouping participants into brainstorming break-outs.

5.14 Roundtable: Future Directions in Arts-Based Research
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16:00-17:20. Forum GH (floor -1). Chair; Baptiste Cleret (U. of Rouen) Joonas Rokka
(EmLyon Business School) Luciana Walther* (Federal U. of S&o Jo&o Del Rei)

The purpose of this roundtable is to map out and explore the future directions and
perspectives for art-based research (ABR), including film, photography and artwork in
consumer research, in association with the Art Festival track. The session intends to
explore potential new pathways for advancing consumer research knowledge.

Tango of Death

Ana Vukadin* (Institut frangais de la Mode)

This performance deals with the (female) body commodification versus emancipation through
the (tango) market, in the extreme context of tango in a Holocaust concentration camp.
Scream of horror and forced smile when having to entertain before dying. Dancing and
seduction as negotiation with the Enemy—to survive.

6.01 Special Session: Reexamining What We Think We Know: Methodological
Critiques in Consumer Research

8:20-9:40. Loft A (floor 3). Chair: Stephen Spiller (UCLA)

Science is self-correcting, but only when someone attempts to correct. This session includes
four methodological critiques of influential findings, literatures, and paradigms, providing
new interpretations of highly-replicable findings. These new interpretations ought to cause
the research community to reconsider what we think we know.

Do People Understand the Extent of Inequality? Lay Judgments of Skewed
Distributions Can’t Give Us the Answer

8:20-8:35. Hillary Parent (Yale U.) Jason Dana (Yale U.) Gal Zauberman* (Yale U.)

Prior research finds that Americans underestimate income inequality and desire even less
disparity than they perceive. Using the same methods, Americans vastly underestimate the
tax burden of high earners, and desire tax flatter than in any developed economy. We
conclude that having subjects estimate highly skewed distributions yields uninterpretable
results.

An Alternative Interpretation of Apparent Failures to Learn From Failure

8:40-8:55. Stephen Spiller* (UCLA)

Does failure undermine learning? Recent research says yes, using a paradigm in which
participants randomly receive failure or success feedback. But a methodological nuance
invites a different interpretation. | replicate the finding with a placebo replication, assigning
condition at the end of the study, indicating failure is not the cause.

Fishing for Complements: Treating Listed Elements as Exhaustive in Joint Estimation
Tasks

9:00-9:15. Shane Frederick* (Yale U.) Asher Lawson (INSEAD) Ryan Hauser (Yale U.)

We document a new “complementarity heuristic”: respondents commonly produce estimates
that sum to 100% in situations where they shouldn’t. We explore its scope across a wide
range of questions and elicitations and explore its impact on estimates. We conclude with
implications for interpreting data concerning attitudes and beliefs.

Measurement Invariance Across Conditions: A Case Study of Material and Experiential
Happiness

9:20-9:35. Dan Schley* (Erasmus U. Rotterdam) Jason Roos (Erasmus U. Rotterdam)
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In experiments, researchers tacitly assume measurement invariance — measured variables in
one condition mean the same thing as in another condition. We show that happiness
ratings from experiential consumption correspond to different latent happiness than ratings
from material consumption (i.e., different dependent variables between conditions), violating
measurement invariance and experimental conclusions.

6.02 Special Session: Narrowly-Bracketed Consumer Preferences

8:20-9:40. Loft B (floor 3). Chair: Megan Weber (UCLA)

Preference construction shapes consumer survey responses and choices in the real world.
Four papers explore how incomplete preference construction can lead consumers awry
when considering what to spend time or money on, what to invest in, what policies to
support, and how the economy has changed over time.

People Underappreciate the Aggregate Impact of Unlikely Events

8:20-8:35. Amanda Geiser* (U. of California, Berkeley) Ellen Evers (U. of California, Berkeley)

How do people compare sets of risky opportunities? Seven preregistered studies find that
people give more weight to the probability of success per opportunity than to the total
number of opportunities, frequently preferring to invest resources into smaller sets of
higher-probability opportunities over larger, more valuable sets of lower-probability
opportunities.

Consumers Believe Star Ratings Are Comparable Even When They Are Not

8:40-8:55. Matt Meister (U. of San Francisco) Nicholas Reinholtz* (U. of Colorado)

We find that product ratings are influenced by frames of reference those products establish for
good and bad performance. We find that when products engender higher expectations, they
are rated lower by consumers as a result. Further, consumers do not anticipate this impact
of frames of reference when using ratings.

Opportunity Cost and Price Insensitivity When Eliciting Policy Preferences

9:00-9:15. Megan Weber* (UCLA) Craig Fox (UCLA)

Citizens frequently express their preferences concerning policies through polls and ballot
initiatives, despite their typical inability to rationally evaluate policy options. Across seven
preregistered studies, we find that citizens’ government spending preferences are
myopically biased by contextual cues, consistent with reliance on the affect heuristic. We
further propose remediation strategies.

Efficiency Neglect Leads to Economic Pessimism

9:20-9:35. Jason Dana (Yale U.) George Newman (U. of Toronto) Guy Voichek* (Imperial
College London)

Despite decades of improving living standards, efficiency neglect leads to the belief that the
economy is worsening. People view population growth more as increasing consumption
than as contributing labor and innovation. This fosters anti-immigration sentiment and the
belief that real costs of goods are rising even when they actually decrease.

6.03 Special Session: Representations in the Marketplace: Perspectives From Drug
Legalization, Ranked Choice Voting, Inclusive Design, and Racial Advancement
Messaging

8:20-9:40. Loft DE (floor 3). Chair: Chethana Achar (Northwestern U.)
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This session sheds light on the experiences of underrepresented groups as consumers,
producers, and recipients of support, fostering discussion on marketplace dynamics. Topics
include the impact of Exploring Consumer Behavior in the Circular Economy minority
ownership labeling on psychoactive drugs, perceptions of electability in voting, judgments of
disability needs, and responses to racial advancement messaging.

From Stigma to Competence: ‘Black-Owned’ Labels and Expertise Stereotypes in
Psychoactive Drug Markets

8:20-8:35. Chethana Achar* (Northwestern U.) Nidhi Agrawal (U. of Washington)

We examine consumer responses to minority ownership labels on psychoactive drugs. We
propose an expertise stereotype framework that presents a different account to prosocial
minority support mechanisms. Field and online experiments varying ‘Black-owned’ labels on
cannabis and psychedelic brands find positive effects conditional on respondent race and
product.

The Promise of Ranked Choice Voting: Overcoming Electability Concerns to Increase
Votes for Underrepresented Candidates

8:40-8:55. Rachel Gershon (U. of California, Berkeley) Kristen Duke* (U. of Toronto) lvuoma
Onyeador (Northwestern U.)

This work finds that voters have greater concerns about electability for under-represented
political candidates, influencing their voting decisions and undermining these candidates’
success. Ranked Choice Voting mitigates these concerns, thereby increasing support for
under-represented candidates. This research highlights the potential of voting reform in
promoting more balanced political representation.

Perceptions of Disability: Effects on New Product Design and Marketing

9:00-9:15. Maayan Malter* (Columbia U.) Melanie Brucks (Columbia U.) Gita Johar (Columbia
u.)

Understanding the needs of people with disabilities is essential for inclusive product design,
marketing, and public policy. We find that observers systematically misperceive the needs
of people with physical disabilities by elevating the importance of high-level needs (e.g.,
self-actualization) at the expense of important low-level needs (e.g., eating).

Racial Advancement Aversion

9:20-9:35. llya Gokhman (Georgia Tech) Broderick Turner* (Virginia Tech)

The current research explores the impact of pro-racial messaging on consumers’ attitudes and
behaviors amid political polarization. Conservatives respond negatively - liberals support
diverse racial groups. A theory of racial advancement aversion is proposed. Framing
messages as pro-human, vs. pro-racial, could bridge ideological divisions for companies
navigating politically charged environments.

6.04 Special Session: The Drivers and Consequences of Time Consumption and
Expenditures

8:20-9:40. Loft G (floor 3). Chair: Jacqueline Pan (Duke U.)

Everyone consumes time. This session explores the drivers and consequences of how
consumers perceive (e.g., feelings of time poverty) and spend their time (e.g., how long
they spend on social media, when and why they are more or less likely to consider how
choices impact time).
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Understanding Time Cost Neglect in Decision-Making

8:20-8:35. Jacqueline Pan* (Duke U.) Jordan Etkin (Duke U.) Jonah Berger (U. of
Pennsylvania)

From making purchases to using services, consumption inevitably involves time. But despite
time’s impact on happiness and wellbeing, consumers often neglect time costs when
making decisions. Why? We develop a comprehensive framework integrating previously
disconnected work with novel insights to explain why time costs are given limited
consideration in decision-making.

What Ways of Spending Time Predict Feelings of Time Poverty?

8:40-8:55. Maria Trupia* (UCLA) Cassie Holmes (UCLA) Hal Hershfield (UCLA)

Time poverty is rampant. But why do people feel time poor? Using two large Time Use
Surveys (N=10,959), we examine how the ways people spend their day (e.g., doing many
different activities or spending across different categories of activities) relate to feelings of
time poverty.

The Lasting Impression of Beauty: The Impact of Beautiful Memories on Time
Perception and Emotional Well-being

9:00-9:15. Ada Aka* (Stanford U.) Jennifer Aaker (Stanford U.)

We study the effects of recalling "beautiful" memories (vs. "happy" memories) on time
perception and consumer well-being. Drawing on laboratory studies and text analysis, we
show that participants who remembered “beautiful” memories were more likely to have an
elongated perception of time and increased feelings of presence, awe and wonder.

Lagging Behind: Brief Internet Delays Impair Learner Engagement in Online Education

9:20-9:35. Asaf Mazar* (U. of Pennsylvania) Geoff Tomaino (U. of Florida) Wendy Wood (U.
of Southern California) Ziv Carmon (INSEAD) Angela Duckworth (U. of Pennsylvania)

Internet delays can negatively affect online education. Using both field data from an online
learning platform and randomized experiments, we find that even brief loading delays
reduce engagement. Delay effects were non-linear, with even negligible delays having an
outsized impact on persistence. Nevertheless, consumers underpredict the consequences
of such delays.

6.05 Special Session: Unraveling Consumer Stigma: Bridging Micro, Meso, and Macro
Realms

8:20-9:40 Loft H (floor 3). Chair: Gulay Guzel (Bucknell U.)

The session explores stigma dynamics across micro, meso, and macro levels, offering
insights into navigating stigmatized identities of consumers. Stigma, intrinsic to social
identities, perpetuates division and exclusion, intersecting with oppression, and
exacerbates inequalities. Addressing it across different realms, fosters discussion of
inclusivity, reinforcing bonds and unity

Vulnerable yet Protected: Intimate Self-Extensions in the Marketplace

8:20-8:35. Eda Anlamlier* (U. of Nevada, Las Vegas) Colleen Harmeling (Florida State U.)
Mengtian (Montina) Jiang (U. of Kentucky)

The paper examines how individuals with stigmatized identities navigate online platforms,
exploring how they display and negotiate their identities in digital spaces. This research
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sheds light on the complex dynamics of stigma management and identity expression in the
digital realm.

Unveiling Hate-Watching: Middle-Class Dynamics and Stigma in Media Consumption
Landscape

8:40-8:55. Gulay Guzel* (Bucknell U.) Gilliz Ger (Bilkent U.)

The paper presents a parallel construction of stigma, illustrating how individuals with
stigmatized identities engage in hate-watching as a form of expression. By examining the
intersection of stigma, media consumption, and identity formation, this research offers
insights into how individuals assert their identities and challenge societal norms through
media consumption practice.

Productive and Consumable: The Construction of Stigma as an Asset

9:00-9:15. Orcun Turan* (York U.) Markus Giesler (York U.)

The paper unpacks the concerted efforts in the (re)production and maintenance of stigma
around certain health conditions by various capitalist market actors in the privatized
healthcare context while co-opting narratives of disability justice and solidarity while
undermining universal healthcare.

Exploring Stigma in Consumer Research

9:20-9:35. Eileen Fischer* (York U.)

Our discussant will bring together three papers exploring the concept of stigma at various
levels and examining the experiences of consumers. The discussion will provide insights for
broader consumer research on stigma and suggest directions for future studies in our field.

6.06 CP10: Donations? Prosocial Behaviors

8:20-9:40. Loft C (floor 3). Chair: Daniela Cristian (City, U. of London)

The Politics of Prosocial Behavior

8:20-8:30. Ethan Milne (Ilvey Business School) Kirk Kristofferson* (lvey Business School)
Miranda Goode (Ivey Business School)

A lack of political diversity in prosocial consumer behavior stimuli poses challenges for the
generalizability and reliability of prosocial consumer behavior research. We survey
contemporary prosocial consumer behavior research across leading marketing journals and
find that the study stimuli therein exhibit a consistent left-wing skew.

Promoting Organ Donation through Philanthropic Partnerships

8:30-8:40. Chi Hoang* (ESCP Business School)

Government agencies are partnering with businesses to widen organ donation promotion, but
the impact of partnerships targeting specific audiences is unclear. Five studies reveal that
promoting organ donation through targeted partnerships (i.e., targeting audiences with high
risk of dying) heightens donor exploitation concerns, reducing public support for the
initiating agency.

Ownership of Art Encourages Prosocial Behavior

8:40-8:50. Weiyi Li* (Renmin U. of China) Jun Pang (Renmin U. of China) Haipeng Chen (U.
of lowa)

This research examines how ownership of artistic products impacts individuals’ prosocial
behavior. Across three studies, we demonstrated that owning artistic (vs. non-artistic)
products makes people more prosocial, with the enhanced spiritual level as the underlying
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mediator. This effect disappears when people merely view, but do not own, artistic
products.

Mid-Session Q&A 8:50-9:00.

Increasing Charitable Giving Through the Pursuit of Meaning

9:00-9:10. Cony Ming-Shen Ho* (Northern Arizona U.) Daniel Grossman (U. of Missouri-St.
Louis) Julian Givi (West Virginia U.)

We find that consumers focused on the pursuit of living a meaningful life (vs. the pursuit of
pleasure or control) make larger donations. This occurs because consumers have a higher
desire to feel connected to others when pursuing meaning in life, leading them to give
more.

Giving Love, More People Involve? Giving Money, Donate More? How Medium Framing
Shapes Donation Decisions

9:10-9:20. Wenjing Song* (Nanjing U.) Yunhui HUANG (Nanjing U.)

This research examine how the medium framing of love or money shapes donation decisions.
Based on valuation mode, six experiments and one secondary-data analysis show that the
medium framing of love leads to higher donation participation, while the medium framing of
money leads to a higher donation amount.

Effect of Consumer Embarrassment on Prosocial Consumption

9:20-9:30. Vaishali Sangwan (OP Jindal Global U.) Sanjeev Tripathi* (IIM Indore) Moutusy
Maity (Southeast Missouri State U.)

In this research, we examine a positive outcome of embarrassment. Specifically, we argue
that embarrassment enhances prosocial product preference and that the individual’s
motivation to repair the social image mediates this effect. Further, this effect is moderated
by the individual's trait of public self-consciousness and the social context of purchase.

Final Q&A 9:30-9:40.

6.07 CP10: Context, Presentation, and Beliefs about Lunch

8:20-9:40. Forum EF (floor -1). Chair: Elena Bocchi (City, U. of London)

Why we Think Unhealthy Food Tastes Better: From Cognitive lllusions to Unfavorable
Beliefs About Food

8:20-8:30. Sonja Kunz* (U. of Vienna) Niklas Pivecka (U. of Vienna) Arnd Florack (U. of
Vienna)

We propose a cognitive-ecological account for the unhealthy=tasty belief. If there are many
unhealthy and tasty foods, consumers think unhealthy foods taste better, regardless of the
true health-taste relationship. Once consumers formed an unhealthy=tasty belief, they try
more unhealthy food and do not learn that healthy food also tastes good.

Savoring with your eyes: The influence of visual entropy on food assessment

8:30-8:40. Ze Wang* (U. of Central Florida) Juncai Jiang (U. of Central Florida) Ganga
Urumutta Hewage (U. of Memphis) Mackenzie Bland (U. of Central Florida) Surendra Singh
(U. of Kansas)

This research investigates the impact of visual entropy—the degree of disorder or complexity
in an image— on consumer evaluations of food. Findings from five empirical studies reveal
that visual entropy positively influences consumer outcomes. This effect is driven by
anticipated tastiness and is moderated by the prototypicality of the food’s appearance.
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Heterogeneity in Response to Nudges: Socioeconomic and Residential Disparities in
the Effects of Nutrition Labeling on Fast-Food Choices

8:40-8:50. Pierre Chandon* (INSEAD) Andde Indaburu (Boston U.)

Can simplified nutrition labels on fast-food menus lead to healthier choices? A field
experiment with a sandwich chain shows that Nutri-Score labels lead to healthier choices in
metropolitan middle-class areas but backfire in more deprived provincial areas. An online
experiment suggests modest moderation effects of socioeconomic position and residence.

Mid-Session Q&A 8:50-9:00.

From Atmosphere to Plate: Air Pollution Intensifies Food Waste Behavior and
Interventions

9:00-9:10. Yang Yang (Shenzhen Academy of Social Sciences) Yi Wu* (East China Normal
U.) Lu Yang (Nanjing Agricultural U.)

This research conducted five studies to examine the impact of air pollution on food waste by
utilizing a mixed-methods approach. We found that air pollution increased consumers’ food
waste behaviors via the heightened focus on immediate consequences. Interventions
promoting a present-focused mindset or legacy motives significantly reduced waste.

Together or One By One? How Presentation Mode Affects The Number of Selected
Options

9:10-9:20. Sadaf Mokarram Dorri* (U. of Amsterdam) Siegfried Dewitte (KU Leuven)

The results of 7 experiments demonstrate that a sequential presentation mode of two products
leads to a higher probability of choosing both options, compared to a simultaneous
presentation mode. We further test for the mediating role of perceived greediness (i.e.,
social acceptability of taking both options).

My Never-Ending Story: Why, How, and When Incompleteness in Product Sets Signals
Self-Expansion

9:20-9:30. C. Clark Cao* (Lingnan U.) John Yi (Le Moyne College) Darren Dahl (U. of British
Columbia)

Complementing the traditional wisdom that consumers prefer product sets to be complete, six
studies demonstrate that consumers can also prefer incomplete sets because they suggest
self-expansion. The authors also show that this effect requires experience with the set
items to manifest, and intensifies as experience grows.

Final Q&A 9:30-9:40.

6.08 CP15: Visual Elements and Online Engagement

8:20-9:40. Studio AB (floor 2). Chair: Mohammadhesam Hajighasemi

Beyond the Smile: Unraveling the Nonlinear Effects of Emojis on Social Media
Engagement

8:20-8:35. David Schindler (Friedrich-Alexander-Universitat Erlangen-Nurnberg) Eva
Leonhardt* (Friedrich-Alexander-Universitat Erlangen-Nirmberg) Nicole Koschate-Fischer
(Friedrich-Alexander-Universitat Erlangen-Nirnberg)

This research sheds light on the impact of emajis in online brand posts on consumers’ sharing
behavior. Based on a comprehensive Twitter (now X) dataset, we illuminate the interplay
between important types of verbal post content and emojis and examine the moderating
role of relevant brand communication characteristics.
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Getting in (Visual) Touch with Consumers: Effects of Visual Texture on Visual
Perception and Social Media Engagement

8:40-8:55. Olesia Nikulina* (Maastricht U.) Dhruv Grewal (Babson College) Allard van Riel
(Hasselt U.) Jos Lemmink (Maastricht U.) Martin Wetzels (EDHEC Business School)

Through field and controlled experiments, the authors establish how visual texture—an
essential visual perception component—impacts digital consumer behavior. More textured
images can enhance engagement and brand evaluations. Maintaining consistent visual
texture across brand posts can further boost liking and commenting, likely by establishing a
recognizable visual identity.

Unveiling the Impact of Virtual Influencers’ Anthropomorphism: How Visual
Appearance and Facial Resemblance Shape Consumer Engagement

9:00-9:15. Yu Pan (Shanghai International Studies U.) Botian Lei* (Shanghai International
Studies U.) Jia Jin (Shanghai International Studies U.) Shanshan Guo (Shanghai
International Studies U.)

Through multi-methods, this study illustrates a promising empirical basis for measuring the
effectiveness of virtual influencers’ anthropomorphism on consumer engagement: adding a
congruence between visual appearance and facial resemblance as a novel criterion. These
novel insights offer implications for designers in crafting virtual influencers, for marketers in
enhancing marketing strategies.

Made with Al: Consumer Engagement with Media Containing Al Disclosures

9:20-9:35. Stephan Carney* (U. of Southern California) Ignacio Riveros (U. of Southern
California) Steph Tully (U. of Southern California)

Observational data and four preregistered experiments (N = 1,232) demonstrate consumers’
reduced willingness to engage with content disclosed as co-created with artificial
intelligence. This occurs because consumers feel less interpersonal connection to the
creator. The effect persists regardless of whether the disclosure is mandatory or
volunteered by the poster.

6.09 CP15: Sustainability and Innovation

8:20-9:40. Studio DE (floor 2). Chair: Tito Grillo (U. of Alberta)

The Eco-Friendly Dilemma: Placement Strategies for Maximizing Green Purchase
Intentions

8:20-8:35. Matthew Philp* (Toronto Metropolitan U.) Ali Tezer (HEC Montréal)

When placed next to their conventional alternatives (vs. in isolation), eco-friendly products are
seen as weaker, leading to lower purchase intentions. But if the benefit sought is
gentleness, these products become more appealing. Three experiments demonstrate a
contrast effect mechanism and inform retailers how to boost preference for eco-friendly
products.

Outsourcing Control: How Cultural Tightness Impacts Sustainable Consumption

8:40-8:55. Tanvi Gupta* (IIM Ahmedabad) Reetika Gupta* (ESSEC Business School) Malobi
Mukherjee (SP Jain London School of Management)

Are certain cultures hard-wired to consume unsustainably? This research introduces cultural
tightness as a new cultural variable that distinctively shapes preferences towards
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(un)sustainable consumption and examines how brands can communicate more effectively
in tight cultures to influence sustainable consumption.

Survival of Trendy Styles in the Age of Sustainability: The Impact of Style Longevity on
Sustainable Consumption Decisions

9:00-9:15. Yeonjin Sung* (U. of Michigan) Carolyn Yoon (U. of Michigan)

This research documents a reduced preference for trendy over timeless styles among
environmentally-conscious consumers. We show that consumers automatically associate
trendiness with perishability and timelessness with durability, and that environmentally-
conscious consumers’ heightened concerns regarding the physical durability of products
lead them to avoid trendy styles perceived as physically less durable.

Buy, But Don’t Use (Too Much): When Morally Regulating Messages to Promote
Resource Conservation Backfire

9:20-9:35. Cindy G. Grappe* (U. of Alberta) Tito Grillo (U. of Alberta) Sarah Moore (U. of
Alberta) Jennifer Argo (U. of Alberta)

Brands and governments increasingly take a stance at regulating consumers’ environmental
behavior to diminish resource waste through environmental messaging. We show morally-
regulating messages have detrimental consequences for the brand and future conservation
behavior, which are explained by the experience of moral dilemmas and feelings of anger.

6.10 CP15: The Environment on Consumption Patterns

8:20-9:40. Studio F (floor 2). Chair: Doreen E. Shanahan (Pepperdine U.)

The Impact of Uncomfortable Cold Temperature on Green Consumption: The Mediating
Role of Perceived Resource Scarcity

8:20-8:35. Qi Cao* (Jiangxi U. of Finance and Economics) Xiang Fang (Oklahoma State U.)
Yuechen Wu (Oklahoma State U.) Junzhou Zhang (Montclair State U.) Xiaoyu Wang
(Shanghai U. of Finance and Economics)

We propose that an uncomfortably cold (vs. neutral) temperature can lower consumers’ green
consumption (but not regular, non-green consumption). This effect occurs owing to the
increased perceived resource scarcity in the cold condition. We conducted five experiments
and one secondary data analysis to test our hypotheses.

Retailers Beware: Ambient Coldness Increases Consumers’ Choice and Spending on
Indulgent Food

8:40-8:55. Yining Yu (Xi'an Jiaotong-Liverpool U.) Miaolei Jia* (U. of Warwick) Bingjie Li (U. of
Warwick) Chuang Tang (Peking U.)

This research demonstrates that cold temperature triggers consumers' need for warmth,
which increases indulgent food preferences due to the “warmth = indulgent food”
association. We also rule out the alternative explanation of calorie consideration.
Meanwhile, we test the boundary condition of food temperature.

Exterior Transparency of the Built Environment and Consumer Patronage

9:00-9:15. Kevin L. Sample* (U. of Rhode Island) Julio Sevilla (U. of Georgia) Kelly L. Haws
(Vanderbilt U.)

We examine the influence of exterior transparency of the built environment on patronage,
noting that more (less) transparency increases (decreases) understanding and
consequently likelihood to enter. Five studies, utilizing varying stimuli (images, video, virtual
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reality), capture this effect, while demonstrating how curiosity and insight can increase
patronage for less transparent places.

Affective Encounters in Consumption Spaces

9:20-9:35. Hossain Shahriar* (Lund U.) Sofia Ulver (Lund U.)

This study explores affective encounters in retail marketplaces within multiethnic societies,
expanding our understanding of consumption spaces, social cohesion, inclusion/exclusion,
and consumer acculturation. Through ethnographic observations in Sweden and the lenses
of affect theory, it unveils how consumer spaces become arenas of affective resonance,
economy of visibility, and identity construction.

6.11 CP15: Ethics and Gender

8:20-9:40 Forum IJ (floor -1). Chair: Nelson Amaral (Ontario Tech U.)

An Unexpected Bias: High Levels of Achievement Change the Biases Women Face in
the Marketplace

8:20-8:35. Jean Zhang* (U. of California, San Diego) Elizabeth Campbell (U. of California, San
Diego) On Amir (U. of California, San Diego)

Emerging evidence suggests increased awareness of gender bias leads others to view highly
accomplished women more positively than equivalent men. We propose these beliefs can
also lead to overly high expectations of high-achieving women. We document evidence of
buyers’ expectations of female freelancers shifting depending on their qualification level.

The Effect of (A)symmetric Marketing Visuals on Product Gender Perceptions

8:40-8:55. Ajmal Basheer® (U. of Kansas) Yuechen Wu (Oklahoma State U.) Felipe M.
Affonso (Oklahoma State U.)

Consumers perceive asymmetric (vs. symmetric) designs in marketing visuals such
as product packaging, and logos as more feminine. This inference leads to greater
preference for asymmetrically designed products when female (vs. male) consumers are
choosing for themselves, or when consumers are choosing a gift for a female (vs. male)
consumer.

Women Are Complex, Men Are Simple: the Association Between Gender and
Complexity and Its Implications for Consumer Behavior

9:00-9:15. Elinor Amit* (Tel Aviv U.) Tanya Rubinstein (Tel Aviv U.) Cheryl Wakslak (U. of
Southern California) Gil Appel (George Washington U.)

Many decisions made about a brand impact its perceived complexity. Through diverse
operationalizations of complexity, we find in four experiments and two field studies that
consumers perceive brands with complex features as more feminine compared to
masculine ones. These findings have significant implications for marketing strategies and
communication practices.

Unexpectedly Ethical: Price-Quality Inference for Ethical Versus Conventional Products

9:20-9:35. Yugqi Guo* (Tilburg U.) Karen Winterich (The Pennsylvania State U.)

Nine experiments (eight preregistered) and an Amazon dataset show that ethical attributes
offer a perceived quality premium for low-priced, but not high-priced products. This occurs
because when the price is low, consumers do not expect products to be ethically produced,
which results in positive expectation disconfirmation.
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6.12 Roundtable: Consumers + Technology Dialogue: Replacing, Collaborating, and
Experiencing

8:20-9:40. Forum AB (floor -1). Chairs: Ana Valenzuela® (Baruch College, CUNY) Anne-
Kathrin Klesse (Erasmus U. Rotterdam) Emanuel de Bellis (U. of St. Gallen) Johannes
Boegershausen (Erasmus U. Rotterdam). Participants: Christoph Fuchs (Universitat Wien)
Jonas Gorgen (U. of St. Gallen) Tobias Schlager (U. of Lausanne) Klaus Wertenbroch
Melanie Clegg (Vienna U. of Economics and Business) Moritz Joerling (EmLyon Business
School) Shwetha Mariadassou (Erasmus U. Rotterdam) Martin Schreier (WU Vienna) Hadi
Hadi (Oxford U.) Christian Hildebrand (U. of St. Gallen) Reto Hofstetter (U. of Lucerne)
Andrew T. Stephen (Oxford U.)

This roundtable brings together researchers who investigate consumer-technology
interactions. It aims to generate a conversation around the recent body of research in this
space, and to provide future research directions in exchange with the audience. The
roundtable features three themes—automation and replacement; co-creation and
collaboration; and interactions and experiences.

6.13 Roundtable: A Global Perspective on Brand Activism and Consumer Movements

8:20-9:40. Forum C (floor -1). Chairs: Serkan Saka* (San José State U.) Priscilla Pefia (U. of
St. Thomas). Participants: Ike Silver (Northwestern U.) Tim Dewhirst (U. of Guelph) Jacob
Brower (Queen's U.) Mansur Khamitov (Indiana U.) Ernest Baskin (Saint Joseph's U.) Jared
Watson Chris Hydock (Tulane U.) Mitchell Hamilton (Loyola Marymount U.) Dominique
Braxton (Loyola Marymount U.) Seth Ketron (U. of St. Thomas) Du Du (U. of New
Hampshire) Mithila Guha (San José State U.) Nitika Garg (U. of New South Wales)

This roundtable examines the challenges and opportunities of brand activism through a global
lens, focusing on exploring cultural and socio-political influences on collective consumer
actions while offering insights for companies and policymakers on navigating brand activism
in a polarized world. The roundtable is expected to motivate future research questions.

6.14 Film Festival - session 1

8:20-9:40. Forum GH (floor -1). Chair: Joonas Rokka (EmLyon Business School) Baptiste
Cleret U. of Rouen

This session presents three films that explore, theorize and express consumer research
phenomena using the moving image and sound. Each film screening is followed by a
discussion with the filmmakers. The films are approximately 15 minutes in length.

Duck Hunter

8:20-8:40. Alexandra Vignolles™ (INSEEC) Quentin Forgeot (INSEEC)

Hunting is much criticized in France, yet still practiced by around 1 million French people. We
followed 3 young rural hunters in their daily lives. We accompanied them on a duck hunt
and discovered their passion for the environment and for pursuing what they consider a
tradition and a passion.

Enter. Bird Watching Perspective of Academic Coping. An Introspective Video-collage

8:45-9:05. Déra Horvath* (Corvinus U. of Budapest) Maté Bollok (Corvinus U. of Budapest)
Attila Cosovan (Corvinus U. of Budapest)
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A portrait of myself discovering the joy of watching and recognizing birds in the garden. Itis an
introspective video collage about my turn toward birdwatching as a way of coping with just
and unjust rejections. Itis my transition from researcher to observer and observer to
researcher.

Entomophagy in Thailand - Tracing Traditional Practices Amidst Modern Changes

9:10-9:30. Gaélle Pantin-Sohier (Université Angers) Julie Leroy* (IAE Angers) Frangois Pantin
(IAE Angers)

This videography dives into the traditional and modern ways of consuming insects in Thailand
through the participant observation of a French researcher and her family. It explores the
traditional practices, the factors that influenced the changes in consumption and production
of edible insects, and the way sellers adapt to those factors.

9:40-10:00 - Coffee Break - Located throughout the Conference Center

7.01 Special Session: Transcending Reality: Unraveling Positive And Adverse Effects
Of Mixed Reality Product Interaction

10:00-11:20. Loft A (floor 3). Chair: David Finken (ETH Ziirich) Thomas Scheurer U. of
Lucerne

Technological advancement has shifted consumer interactions from the real world into mixed
realities. This special session investigates perceptual and behavioral implications of
consumer interactions in Augmented Reality and Virtual Reality and its broader relevance
for sensory marketing and product perception with helpful or harmful consequences for
consumers and marketers.

Sound In Motion: How Spatial Audio Improves Product Evaluation

10:00-10:15. William Fritz (U. of Oxford) Rhonda Hadi (Oxford U.) Cammy Crolic* (Florida
State U.) Andrew T. Stephen (Oxford U.)

Brands and tech companies are beginning to experiment with spatial audio (e.g., dynamic
audio that responds to users’ movements) in extended reality environments. We find that
when products are imbued with spatial (vs. standard) auditory cues, it increases
consumers’ sense of immersion and their overall evaluations of the featured products.

Beyond Pixels: How Augmented Reality Displays Impede Olfactory Imagery and Affect
Product Preferences

10:20-10:35. David Finken (ETH Zrich) Thomas Scheurer® (U. of Lucerne) Rebecca Chae
(Santa Clara U.)

Augmented Reality (AR) product displays provide a contemporary solution to traditional
limitations. However, we demonstrate that AR diminishes preference for products with
olfactory importance due to reduced fluency and subsequent diminished mental imagery of
such olfactory product attributes. Six experiments support this finding and offer managerial
insights for potential solutions.

On My Table, Close to Me, | Can Do It: AR Effects on Desirability Through Concreteness
and Self-Efficacy
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10:40-10:55. Juliana Batista (FGV EAESP) Joseph Koons (Baruch College, CUNY) Ana
Valenzuela* (ESADE) Rhonda Hadi (Oxford U.)

Increasingly many companies are using augmented reality to train consumers on the use of
their products. Through two initial studies, we demonstrated that AR content increases
consumers’ desire to perform product-related tasks by causing them to activate a concrete
mindset, and increasing their self-efficacy which is mitigated by consumer’s expertise.

Smell The Difference: How Olfactory-Enabled Product Presentations In VR Enhance
Consumer Evaluation, Intention, And Behavior

11:00-11:15. Laura Berry* (Trinity College Dublin) Radu Dimitriu (Trinity College Dublin) Olivia
Petit (Kedge Business School) Gareth Young (Trinity College Dublin)

Olfactory virtual reality offers significant potential for consumers and brands. Across four
experiments, we show experiencing a product’s scent in VR enhances consumer
responses, given a reduced psychological distance. Moreover, smelling a product in VR
more positively influences responses than seeing it, whether in VR or in the physical world.

7.02 Special Session: Practice Roles: Unpacking Practice Resilience and Practice
Transformation

10:00-11:20 Loft B (floor 3). Chair: Francesca Bonetti (HEC Montréal)

Practices are the glue that hold our communities together. Practices are collections of
coordinated routinized activities individuals do, say, and understand. Individuals take on
different, multiple, and often changeable roles within a collective practice. We seek to
unravel the various roles of individuals trying to change collective practices.

The Scaffolding of Collective Practices Over Time

10:00-10:15. Linda Price (U. of Wyoming) Tandy Thomas* (Queen's U.)

Within the context of families, we explore how a practice (playing soccer) ebbs and flows
within a family, across multiple generations. We document the metaphorical scaffolding of
competences, meanings, and materials that supports the enactment of practices over time
to show how this scaffolding impacts practice change, resiliency, and dormancy.

Navigating Life-sustaining Care-giving Consumption Practices

10:20-10:35. Melissa Akaka (U. of Denver) Hope Schau* (U. of California, Irvine)

Using sensemaking, we examine caregiving practices. Autoethnographic, observation, and
interview data ground our framework depicting how sensemaking is used to encode and
decode intra- and inter-communications and realign broken practice elements links between
competences in meanings. We provide important insights into how consumption contributes
to individual and collective well-being.

Practice Enablement: Enabling Practice Change

10:40-10:55. Francesca Bonetti* (HEC Montréal) Hope Schau (U. of California, Irvine) Kirk
Plangger (King's College London)

External factors (technologies, political developments, pandemics) can disrupt practices that
may lead to practice enablement and practice change. Using ethnographic techniques, we
investigate how roles within retail organizations enable practices that lead to practice
change trajectories. The resulting conceptual framework forms a managerial blueprint for
practice transformation.

ACR™

26-29 SEPTEMBER, 2024

Practice Disruption and Role Transformation in the Music Industry: Reclaiming Artistic
Rights and Leveraging Fan Influence and Creativity

11:00-11:15. Christine Hu* (U. of California, Irvine) Tonya Bradford (U. of California, Irvine)

Music industry practices are notoriously exploitive of artists. Through an ethnographic inquiry,
we reveal how one artist disrupts industry practices through revising artists’ and fans’ roles
through: (1) product management through sunsetting/sunrising, (2) reputation management
through customisation, and (3) brand guided badging.

7.03 Special Session: Money Can't Buy Me Love: Financial Factors in Social Judgments

10:00-11:20 Loft DE (floor 3). Chair: Ceren Sahin (Tilburg U.)

This session delves into how financial resources influence observers' judgments of others'
consumption behaviors. Collectively, four papers reveal social penalties involving financially
vulnerable consumers and frugal versus non-frugal consumption choices. This session also
aims to explore strategies for navigating these penalties, offering insights for both brands
and consumers.

When and Why Consumers (Falsely) Believe Income Impacts the Enjoyment of
Consumption Experiences

10:00-10:15. Jenny Olson* (Indiana U.) Brent McFerran (Simon Fraser U.) Andrea Morales
(Arizona State U.) Darren Dahl (U. of British Columbia)

Relative to themselves, observers simultaneously expect low-income consumers to enjoy
psychological consumption experiences less and high-income consumers to enjoy them
more due to perceived differences in fundamental human needs. Critically, these
perceptions are biased—we do not observe these patterns among consumers (as actors)
across the income spectrum.

When Green Isn't Seen: How Low-income Consumers Miss Out On Green Credit

10:20-10:35. Ceren Sahin* (Tilburg U.) Anika Stuppy (Tilburg U.) Rob Smith (Tilburg U.)

Observers give less social credit to low-income consumers for engaging in green yet
frugalbehaviors (e.g., repairing). Observers see these cost-saving green behaviors as
uncontrollable because of financial constraints, instead of value-oriented free choice, and
therefore often see low-income consumers as less motivated by green values.

Price Premiums as Signals of Status versus Quality: Understanding Interpersonal
Evaluations of Premium Consumption

10:40-10:55. Jingshi (Joyce) Liu* (City, U. of London) Anirban Mukhopadhyay (City, U. of
London)

Consumers who choose premium (vs. non-premium) options may be evaluated negatively by
observers. These evaluations improve [worsen] if observers believe the choice was based
on reasons of product quality [brand status]. Accordingly, evaluations of premium users are
moderated by observers’ price-quality beliefs, and the premium brand’s quality versus
status positioning.

How Materialists Justify Consumption: The Role of Price-Quality Beliefs

11:00-11:15. Mario Pandelaere* (Virginia Tech) Fabian Christand! (Fresenius U.) Sebastian
Berger (U. of Bern)

Materialistic people have heightened expectations for consumption, but it is unclear why this is
the case. We propose that materialistic people want to avoid making negative impressions
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from their interest in luxury consumption and justify that consumption by emphasizing the
connection between price and quality more than less materialistic people.

7.04 Special Session: Unlocking Synergy: Exploring Dimensions of Human-Al
Collaborations

10:00-11:20. Loft G (floor 3). Chair: Raina Zhang (New York U.)

This session explores the intricate dynamics of Human-Al collaborations, revealing their
potential to enhance productivity and performance across various domains. Papers discuss
partner selection, advice utilization, consumer preferences, and societal impacts, offering
insights for optimizing Al integration. Understanding these complexities is crucial for
informed decision-making in the evolving Al landscape.

Complementarity Neglect: People Fail to Select Al Collaborators with Non-overlapping
Errors

10:00-10:15. Moritz Joerling* (EmLyon Business School) Ye Li (U. of California, Riverside)
Meng Zhu (Virginia Tech)

Humans and Al sometimes make different types of errors (i.e., exhibiting complementarity),
paving the way for synergistic teams that often outperform purely human or Al teams. Using
an image classification task, this research reveals in multiple studies, a tendency to neglect
complementarity when choosing an advisor, leading to suboptimal diminished utility.

A Simple Explanation Reconciles “Algorithm Aversion” and “Algorithm Appreciation”:
Hypotheticals vs. Judgments

10:20-10:35. Jenn Logg* (Georgetown U.) Rachel Schlund (Cornell U.)

We propose a simple explanation to reconcile algorithm aversion and algorithm appreciation:
elicitation methods. We compare self-reports and judgments. When making judgments and
utilizing advice, people show algorithm appreciation. Yet, stated preferences about
algorithms are less stable. This suggests algorithm aversion may be less stable than
previous research suggests.

Generative Artificial Intelligence and Design Co-Creation in Luxury New Product
Development: The Power of Discarded Ideas

10:40-10:55. Page Moreau (U. of Wisconsin-Madison) Emanuela Prandelli (Bocconi U.) Martin
Schreier* (WU Vienna)

Working with a co-creation platform (AWAYTOMARS), a luxury fashion brand (Missoni), and
IBM, we developed clothing designs that were co-created by human designers or by using
Al-design recommendations. Results from an experiment revealed consumers’ preferences
for Al-designed clothes. The effect replicated in real sales data with a lift of 127%.

Unfair Artificial Intelligence Reduces Rates of Prosocial Punishment

11:00-11:15. Raina Zhang* (New York U.) Ellie Kyung (Babson College) Chiara Longoni
(Bocconi U.) Luca Cian (U. of Virginia, Darden) Kellen Mrkva (Baylor U.)

This research explores Al's social impact, particularly how Al-based decisions affect prosocial
behavior. In three pre-registered experiments and a replication (N=2425), we found that
unfair decisions by Al, compared to humans, reduce prosocial punishment of unfair human
actors due to less blame placed on Al, which we term Al-induced indifference.
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7.05 Special Session: Gift-Giving: Bringing Consumers Together, Embracing
Differences, and Improving Solidarity

10:00-11:20. Loft H (floor 3). Chair: Julian Givi (West Virginia U.)

Gift-giving and corresponding gifting research can bring people together, embrace the
diversity of people and ideas, and strengthen unity and solidarity in an often fractured
world.” To that end, this special session comprises four papers that shed new insights on
gift-giving and, collectively, cover the entirety of the conference theme.

The Double-Edged Sword of Experiential (vs. Material) Gifting: Greater Motivation
relaxation and education related gifts

10:00-10:15. Sarah Lim* (U. of lllinois at Urbana-Champaign) Kaitlin Woolley (Cornell U.)

The current research examines how gift type (experiential vs. material) affects recipients. Five
studies document a double-edged sword of experiential gifting: experiential (vs. material)
gifts are more motivating but less appreciated.

What Recipients (and Givers) Think about Discounted Gifts

10:20-10:35. Laurence Ashworth* (Queen's U.) Aybike","Mutluoglu (Queen's U.) Darren Dahl
(U. of British Columbia) Katherine White (U. of British Columbia)

Three studies find that recipients react less favorably to discounted gifts givers preferentially
select discounted options over similarly priced non-discounted options. Givers also seem to
believe that recipients will react more positively to discounted options.

To Gift or Not to Gift? Narcissism and Gift-Giving Likelihood

10:40-10:55 Colleen Kirk* (New York Institute of Technology) Constantine Sedikides (U. of
Southampton) Julian Givi (West Virginia U.)

We find that Narcissistic Admiration is positively but Narcissistic Rivalry negatively associated
with consumers’ gift-giving likelihood. Diverging communal motivations for gift-giving
underlie these associations. For Rivalrous consumers this positive proclivity attenuates
when a gift is recipient-centric.

When Generosity Softens the Sting: Pain-of-payment is Lower When Purchasing
Products as Gifts

11:00-11:15. Farnoush Reshadi (Worcester Polytechnic Institute) Yuna Choe* (Baylor U.)
West Virginia U.)

In three studies we demonstrate that consumers experience less pain-of-payment when
purchasing a product as a gift versus for their own consumption. Consequently they have a
higher willingness to spend when buying a product as a gift (vs. for their own consumption).
We further demonstrate the mechanism behind this effect.

7.06 CP10: Don't Talk about this at Dinner: Politics and Offensive Consumption

10:00-11:20 Loft C (floor 3) Chair: Selin Malkoc (The Ohio State U.)

Political Ideology and Climate Change Solutions

10:00-10:10. Gergana Nenkov* (Boston College) Yang (Jenny) Guo (Binghamton U.) Shaobo
Li (Southern U. of Science and Technology)

This research classifies carbon emission mitigation solutions as either internal or external and
finds that conservatives (vs. liberals) prefer external over internal solutions due to their
environment-related (vs. human-related) attribution of climate change.
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Blue Money Red Money: The Impact of Political Ideology and Polarization on Political
Donations

10:10-10:20. Xiajing Zhu (U. of California Irvine) Connie Pechmann (U. of California Irvine)

This research examines how political ideology (conservative or liberal) power status (minority
or majority) and polarization impact political donations. An analysis of 90 million political
donations over 22 years reveals that liberals contribute more when in the majority with
polarization amplifying these trends.

I need to get better at this: The Impact of Political Ideology on The Preference for Self-
Improvement Products

10:20-10:30. Bonnie Hao (U. of Minnesota) Akshay Rao (U. of Minnesota)

We demonstrate conservatives favor self-improvement products more than liberals across
different domains. This occurs because conservatives’ social dominance orientation
motivates them to improve themselves and conservatives believe more in their ability to
improve. Liberals’ preferences increase when they are primed with SDO and enhanced
belief.

10:30-10:40 Mid-Session Q&A

From the Gender Gap to the Gender Paradox in Consumer Environmental Engagement:
Insights from a Multilevel Analysis across 11 Interventions and 63 Nations

10:40-10:50. Sylvie Borau* (TBS Education), Robert Mai (Grenoble Ecole de Management),
Leila Elgaaied-Gambier (TBS Education)

An experiment with 56,582 participants across 63 countries reveals a robust pro-
environmental gender gap: women show stronger beliefs and private (not public) behaviors;
none of the eleven interventions tested bridges this gap. Surprisingly, competitive societies
show narrower gender gaps and higher environmental engagement, suggesting a value-
paradox operating at different levels.

Ideological Poking: Why Consumers Use Outgroup-Offending Products

10:40-10:50. Matejas Mackin* (Northwestern U.) Neal Roese (Northwestern U.)

Ideological poking is defined as the tendency to consume and display products that insult
political opponents. In five studies, we find that ideological poking is niche, more prevalent
among conservatives and extremists, and motivated more by ingroup affirmation than by
outgroup derogation.

Offensive Consumption

11:00-11:10. Ethan Milne* (lvey Business School), Kirk Kristofferson (Ivey Business School),
Miranda Goode (Ivey Business School)

Prior research has traditionally characterized offensive products as undesirable. We expand
on this research by demonstrating that, in some cases and for some consumers, offensive
products are a preferred option. One real-world dataset and two lab studies (N=915)
demonstrate that status-seeking consumers with aggressive humor styles actually prefer
outgroup-offending products.

11:10-11:20 Final Q&A

7.07 CP10: 80% Chance You'll Like this Session: Risk, Uncertainty, and Consumer
Choice
10:00-11:20. Forum EF (floor -1) Chair: Ellen Evers (U. of California, Berkeley)
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Sequential Information Preferences in Uncertain Decision-Making

Uma Karmarkar (U. of California, San Diego) John Clithero* (U. of Oregon) Carolina Raffaelli
(U. of California, San Diego)

Decisions often unfold dynamically as information is presented sequentially. Prior research
indicates showing rewards before risks affects perceived value, but it's unclear which
information consumers prefer to learn first. Here we demonstrate that preferences exist
between learning probabilities or outcomes first, and these preferences reverse across
positive and negative choices.

Risk is Alluring: Examining Anticipatory Emotions Towards Risk-Taking

10:10-10:20. Minwen Yang* (U. of Toronto) Claire Tsai (U. of Toronto) Ying Zeng (U. of
Colorado at Boulder)

What are the valence of visceral emotions toward risk-taking decisions? Nine studies
employing various classic paradigms showed these emotions were predominantly positive.
We also identified the domain of risk as a moderator: feelings are more positive toward
social, recreational, and financial risks, and more negative for health and ethical risks.

The Conditional Probability Bias in Risk Valuation

10:20-10:30. Emily Prinsloo* Yaxuan Ran (Zhongnan U. of Economics and Law) Xi Li (The U.
of Hong Kong)

In contrast to the normative view, we document a “conditional probability bias” — focalism on
the conditional probability, P(A| B) when people judge the risk of events, even when people
attend to the unconditional probabilities, P(A) and P(B). Behavioral consequences and
moderations are also discussed.

Mid-Session Q&A 10:30-10:40

Choosing risk for others: the intersection of risk and prosocial behavior.

10:40-10:50, Kathryn Hillegass* (U. of California, San Diego) On Amir (U. of California, San
Diego)

We investigate how consumers balance prosocial motives against selfish motives when
making decisions involving shared risk. We find that people behave prosocially by
accepting small levels of risk for others but as the risk level rises people are more likely to
impose risks on others they wouldn't accept themselves.

Risk preferences in guaranteed-loss environments versus non-guaranteed-loss
environments.

10:50-11:00 Anouk Festjens* (Maastricht U.)

Consumers seek more risk with guaranteed loss lotteries (a fifty-fifty chance of -$3,000 or -
$1,000) than with non-guaranteed ones (a fifty-fifty chance of -$2,000 or $0). So losses
seem to loom larger than zeros. This is relevant for penalizing, for example, the lack of
insurance, and for eliciting risk parameters.

Uncertain Prices and the Price of Uncertainty

11:00-11:10 Burcak Bas* (KU Leuven) Joachim Vosgerau (Bocconi U.)

Four preregistered studies using the uncertainty effect (UE) paradigm document converging
evidence that willingness to pay (WTP) results in inconsistent judgments in valuation and
preference reversals for the same prospectespecially under uncertainty plant-based
consumption) have not been broadly studied in five prominent CB journals. This paper
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explores potential explanations for this tendency and offers concrete recommendations to
help shift consumer researchers’ focus on higher-potential behaviors.
Final Q&A 11:10-11:20

7.08 CP15: Different Perspectives in Sustainability

10:00-11:20 Studio AB (floor 2) Chair: Marijke Leliveld (U. of Groningen)

Consumer-Driven Climate Mitigation: Exploring Barriers and Solutions in Studying

Higher Mitigation Potential Behaviors

10:00-10:15 Christophe Lembregts* (Erasmus U. Rotterdam) Romain Cadario (Erasmus U.

Rotterdam)

How Adaptive Reuse Increases Perceived Innovativeness

10:20-10:35 Gabriel Ward* (Texas A&M U.) Nicholas (Texas A&M U.) Keith Wilcox (Texas
A&M U.)

This research demonstrates that when brands engage in adaptive reuse (i.e. the repurposing
of older buildings)they are perceived to be more innovative. This occurs because adaptive
reuse combines extant elements in a new way and creates value through the preservation
of valuable heritage.

Exploring Rebound Effects in Access-Based Services (ABS)

10:40-10:55 Joélle Vanhammez* (EDHEC Business School) Valérie Swaen (UCLouvain)
Pauline Munten (Darwind)

31 ABS users' interviews reveal direct and indirect negative rebound effects the relevance of
the beneficiary (self/others) and ten underlying psychological concepts. A segmentation
study with 499 users establishes two segments exhibiting negative rebound effects related
to two distinct psychological patterns.

The Formation of Ideological Sustainabilities: From Production to Retail

11:00-11:15 Camilo Pefa* (U. of Bath) Annamma Joy (U. of British Columbia)

This paper shows how differing ideological interpretations of sustainability are enacted
through production choices. These interpretations are then materialized in the retailspace
via market resources. Using ethnographic research methods to study wine production and
retailingthe paper evidences the role of producers/retailers in shaping ideological
sustainabilities in the retailspace.

7.09 CP15: Choices in the Past and Future

10:00-11:20 Studio DE (floor 2) Chair: Jimin Nam (The Ohio State U.)

Medium Induces Patience in Intertemporal Choices

10:00-10:15 Yan Zhang (National U. of Singapore), Aparna Labroo (Northwestern U.)

Research finds that people tend to be impatient in intertemporal choices, yet effective
strategies to promote patience are sparse. We find that compared to asking people to
choose between a smaller-sooner reward and a larger-later reward, giving people a
medium that is redeemable for such rewards effectively increases patience.

Future is Now: Aspirational-Sized Clothing and Weight Loss

10:20-10:35 Nukhet Taylor* (Toronto Metropolitan U.) Theodore J. Noseworthy (York U.)

Clothing is a key factor in how consumers relate to their physical selves. Existing work
focused on how clothing reflects consumers’ immediate desires about their bodies. We
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document a novel behavior tied to consumers’ long-term aspirations. We show that
consumers seeking weight loss buy aspirational-sized clothes as motivational tools.

Temporal Frames of Environmental Threats

10:40-10:55 Ozlem Tetik* (London Business School) David Faro (London Business School)

We demonstrate that environmental threats feel closer in time when described in time-left
frame (e.g., within 26 years) compared to date frame (e.g., by 2050). Consequently, when
the threat is framed in terms of time-left, consumers are more engaged with environmental
issues and supportive of donation efforts.

The Double-Edged Sword of Long-term Vision: Perceptions of Long-Term Thinking for
Nonprofit versus For-Profit Organizations

11:00-11:15 Hanife Armut (Koc U.), Nazli Gurdamar-Okutur (Koc U.) Karen Winterich (The
Pennsylvania State U.) Zeynep Gurhan-Canli (Koc U.)

For-profit companies are not penalized and often praised when prioritizing larger-later (vs.
smaller-sooner) gains, however non-profits are evaluated as less effective and less moral
for the identical decision. This is because charities are expected to address more urgent
needs compared to companies. These judgments may hinder charities’ efforts towards
effectiveness.

7.10 CP15: Cultural Influence and Community Engagement

10:00-11:20 Venue Studio F (floor 2) Chair: Céline Del Bucchia (Audencia Business School)

Cultural Communities: Valuable Domestic Markets

10:00-10:15 Eliane Karsaklian* (U. of lllinois Chicago)

Often seen as homogenous, domestic markets incorporate cultural differences influencing
marketing strategies. A multicultural study assessing in-country cultural differences
revealed the need of adaptation of marketing-mix variables for an innovative product in the
food industry, food being a cultural connector representing ethnic heritage. Outcomes could
be extrapolated to international markets.

We Have a Black Gay Man on a Dragon”: Fan Reactions to Diversity and
Representation in Fantasy Media

10:20-10:35 Frédérique Ménard* (HEC Montréal), Jean-Sébastien Marcoux (HEC Montréal)

This research investigates online fan discourses on diversity and representation in
mediaseeking to identify and understand the ways fans react to increased diversity in a
popular serial. Four types of discourses about diversity are identified: vehement enthusiasm
and purist pushback.

My Grail Quest is Now Complete: Employing A Netnography to Explore Grail Product
Search Journey in Brand Communities

10:40-10:55 Yeon Jae Choi* (Saint Louis U.), Mark Arnold (Saint Louis U.), James Loveland
(Xavier U.)

The Grail product, a highly sought-after product, is a common theme across brand
communities. Using a netnography of online communities focused on watches and fountain
pens, this study explores how “Grail” products and their pursuit via “Grail quests” bolster
community participation, as members work together to assist with these quests.

Rural Culinary Experiences: the Consumer Journey through Locally Sourced
Ingredients
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11:00-11:15 Paola Gioia (Kedge Business School), Nacima Ourahmoune (Kedge Business
School), Diego Rinallo (EmLyon), Brigitte Miller (Cergam, U. of Toulon)

This study presents a framework for addressing the under-researched topic of locally sourced
food offered in rural restaurants through an in-depth analysis of TripAdvisor consumer
reviews. The findings reveal how restaurant performances can facilitate the consumer's
journey towards an engaging culinary experience and impact the entire sustainable rural
food system.

7.11 CP15: Variety, Assortment, and Spatial Perception

10:00-11:20 Forum IJ (floor -1) Chair: Jia Chen (ShanghaiTech U.)

Hierarchical Variety Seeking

10:00-10:15 Yuji Winet* (Duke U.) Akshina Banerjee (U. of Michigan)

Consumers frequently face choices that contain other choices. Across 4 studies, we find a
hierarchical variety seeking effect—consumers seek variety differently depending on an
option set’s position higher or lower within a hierarchical choice. Consumers are more
variety seeking at higher levels and more choice concentrated at lower levels.

The Fun and Function of Rotational Variety

10:20-10:35 Soo Yon Ryu* (U. of Florida) Gia Nardini (Florida Atlantic U.), Richard Lutz (U. of
Florida)

We investigate a form of assortment design that entails small, varied assortments that change
frequently, which we refer to as rotational variety. Rotational variety can increase fun in the
choice process which in turn leads to an increased eagerness to choose. Subsequently,
rotational variety can positively influence repeat purchase.

Spatial Position Affects Quantity Judgments And Product Preference

10:40-10:55 Yonatan Vanunu* (U. of Chicago) Kristin Donnelly (U. of Chicago)

How do consumers assess the relative quantities of different items within products with
assorted items (e.g., flower arrangements)? By manipulating the layout of items depicted on
product packaging, we uncovered a ‘proximity-to-center bias’: items positioned closer to the
center are perceived as more numerous, with downstream effects on consumer choices.

Optimizing the “Aesthetics” of Online Product Ratings: The Role of Visual Orientation
in Product Rating Distributions

11:00-11:15 Lin Ge* (Hong Kong Metropolitan U.), He (Michael) Jia (The U. of Hong Kong), B.
Kyu Kim (Yonsei U.)

This research argues that the default horizontal-bar layout of product rating distributions
jeopardizes consumers’ perception of a product’s functional performance and decreases
purchase intention. Four pre-registered experiments demonstrate the effectiveness of our
proposed vertical-bar layout of product rating distributions in improving perceived structure
stability, perceived functional performance, and purchase intention.

7.12 Roundtable: Influence of a Progressively Polarized Marketplace on Consumer
Behavior

10:00-11:20 Forum AB (floor -1) Chair: Danit Ein-Gar (Tel Aviv U.) Liat Levontin (Technion -
Israel Institute of Technology). Participants: Gita Johar (Columbia U.), Angela Lee
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(Northwestern U.), Sharon Ng (Nanyang Technological U.), Nailya Ordabayeva (Dartmouth
College), Stefano Puntoni (U. of Pennsylvania), Keith Wilcox (Texas A&M U.)

In the post-COVID world, societies are becoming more polarized, and consumers are
adopting more polarized attitudes, expecting corporations and brands to take a clear stand
on social and political issues. This roundtable will discuss the potential implications of these
trends for consumer behavior and the most timely research questions emerging.

7.13 Roundtable: Leveraging Large Field Datasets to Address Behavioral Research
Questions

10:00-11:20 Forum C (floor -1) Chair: Coby Morvinski (Ben-Gurion U. of the Negev) Johannes
Boegershausen (Erasmus U. Rotterdam). Participants: On Amir (U. of California, San
Diego), Oded Netzer (Columbia U.), Jonathan Levav (Stanford U.), Andreas Lanz (U. of
Basel), Ada Aka (Stanford U.), Ariel Fridman (ESADE Business School), Jennifer Savary
(U. of Arizona), Giovanni Luca Cascio Rizzo (LUISS Guido Carli U.)

In this roundtable, we discuss the availability of resources and techniques to assist in
leveraging large field datasets to address consumer behavioral research questions.
Panelists will also share their experience with the processes of acquiring, handling,
analyzing, and integrating results from such datasets into their research programs.

7.14 Film Festival - Session 2

10:00-11:20 Forum GH (floor -1) Chair: Baptiste Cleret (U. of Rouen) Joonas Rokka (EmLyon
Business School)

This session presents three films that explore, theorize and express consumer research
phenomena using the moving image and sound. Each film screening is followed by a
discussion with the filmmakers. The films are approximately 15 minutes in length.

When Senior Get High. A journey into skydiving and bungee jumping among seniors

10:00-10:20 Alexandra Vignolles (INSEEC) Chloé Prezelus (INSEEC)

Head in the clouds and waste all-around

10:25-10:45 Jannsen Santana (TBS Business School) Flavia Cardoso (Universidad del
Desarrollo) Daiane Scaraboto (The U. of Melbourne)

Mottainai: A Cross-Cultural Study of Resale & Secondhand Stores in Japan & the US

10:50-11:10 Jacob Hiler (Ohio U.) Wei Zhao (Chubu U.) Makoto Shimizu (Chubu U.), Kayo lto
(Chubu U.)

11:20-11:40 — Coffee Break - Located throughout the Conference Center

8.01 Special Session: Economic Valuation Effects in the Marketplace

11:40-13:00 Loft A (floor 3) Chair: Arnaud Monnier (Nova School of Business and Economics)

This special session deepens our understanding of consumer judgments of economic
valuations in the marketplace. Four papers use a variety of methods including field
experiments, eye tracking, and secondary data, to examine how framing effects and
contextual cues affect voluntary payments, WTP elicitations, fairness perceptions, and price
comparisons.
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Absolutely Higher Tips: Framing Choice Alternatives in the New Age of Voluntary
Payments Economy

11:40-11:55 Shirley Bluvstein (Yeshiva U.) Priya Raghubir* (New York U.)

We examine the effect of framing tip options in either percentage (%) terms or absolute (US$)
terms on consumers’ tipping behavior. Results show that framing a tipping option as an
absolute dollar amount ($) versus a percentage of the total bill (%) leads to higher tips for
lower bill sizes.

Does Consumer Willingness to Pay Reflect Market Prices

12:00-12:15 Arnaud Monnier* (Nova School of Business and Economics) Manoj Thomas
(Cornell U.)

Practitioners and scholars often ask consumers’ willingness-to-pay (WTP). This research
demonstrates that consumers’ WTP is systematically lower than actual market prices.
Importantly, this occurs even for those who are the most likely to buy the products. The
effect is more pronounced when traditional incentive-compatible elicitation techniques are
used.

Skimpflation Outrage: Decreases in Product Quality are Seen as Much More Unfair
Than Decreases in Size and Increases in Price

12:20-12:35 loannis Evangelidis (ESADE)

This research examines whether consumers believe that "skimpflation"—the practice of
decreasing the quality of the product without adjusting its price—is a fair practice. Six
preregistered studies demonstrate that consumers judge reductions in product quality to be
significantly more unfair than reductions in product size and price increases.

How Do Consumers Compare Two Prices? Per Digit or per Chunk?

12:40-12:55 Marc Vanhuele (HEC Paris) Gilles Laurent* (ESSEC Business School)

Consumers do not compare prices digit by digit, as is usually assumed, but in chunks (i.e.
sequences of digits). Comparing long prices consisting of two parts takes more back and
forth eye movements than comparing prices with one part, even if only the first part is
informative.

8.02 Special Session: Societal Shifts and Identity Performances

11:40-13:00 Loft B (floor 3) Chair: Francesca Bonetti (HEC Montréal)

This session explores how individuals respond to societal shifts through changes in identity
performances. In four papers, this session compares and contrasts societal shifts —
religious disenchantment, gender inclusiveness, corporate DEl initiatives, and body
positivity - to explore how individuals engage in identity work that pivots practice change.

Acts of Faith and the Development of Consumer Spiritual Beliefs in Brands

11:40-11:55 Kyungin Ryu* (U. of Massachusetts Amherst) Liz Miller (U. of Massachusetts
Ambherst) Matthew Godfrey (U. of Massachusetts Amherst)

This biographic analysis of Apple and Tesla consumers explores how faith in brands endows
mundane consumer practices with spiritual meaning through brand relationships. Analyzing
interview and netnographic data, we find that acts of faith enable spiritual relationship
development across five stages and shape consumer responses to faith disruption or
dissolution.

“He Can Become Whatever Kind of Boy He Wants to Be”: Gender-Reflexive Parenting
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12:00-12:15 Pelin Geyik* (Aalto U.) Amber Epp (U. of Wisconsin-Madison) Henri Weijo (Aalto
u.)

What role does the gendered habitus of parents play in socializing their children? Drawing
from an ethnographic study of Finnish rainbow families, this study looks at doing, redoing,
and undoing gender in different strategies of conforming and resisting heteronormative
scripts which LGBTQ+ parents adopt in socializing their children regarding gender.

Shades of Black: Pivoting Consumer Perceptions of Colorism through Advertisements

12:20-12:35 Jazmin Henry* (U. of California, Irvine) Tonya Bradford (U. of California, Irvine)

Despite recent industry pivots toward including wider representation of complexions in beauty
product advertising, colorism, a form of racial discrimination privileging lighter skin tones,
persists. Through interviews with Black female consumers regarding post-pivot
advertisements, we identify two mechanisms these consumers employ to mitigate colorism:
centering the periphery and recasting objectification.

Celebrating Every Body: Investigating service inclusivity in fashion retailing

12:40-12:55 Francesca Bonetti* (HEC Montréal) Hope Schau (U. of California, Irvine) Kirk
Plangger (King’s College London)

The fashion industry creates products to allow cancer survivals to elect how they want to get

their bodies represented. Through interviews and netnographic data, we investigate

individuals’ election of body positivity. The results reveal that brand categories and purpose
influence individuals’ perception of their practices.

8.03 Special Session: Consumer Climate Challenge: Behavioral Science for the Climate
Crisis

11:40-13:00 Loft DE (floor 3) Chair: Eli Sugerman (Columbia U.)

Climate change is a consumer behavior problem. Despite increasing environmental concern
and sustainable intentions, environmentally harmful consumer behaviors are increasing. In
this session, you will hear from two research teams leveraging behavioral science to
explain what underlies this intention-behavior gap, and two focused on novel solutions to
closing the gap.

Carbon Competence: Investigating Consumers’ Ability to Judge the Ecological Impact
of Climate Policy

11:40-11:55 Jonas Ludwig* (Technische Universitat Berlin) Arian Trieb (Technische
Universitat Berlin) Eli Sugerman (Columbia U.), Eric Johnson (Columbia U.)

We investigate consumers’ ability to accurately judge the effectiveness of policies proposed to
reduce carbon emissions in the mobility sector. Results from a German sample suggest
that judgments are generally inaccurate and systematically biased. This lack of carbon
competence can entail severe misalignment between consumers’ behavior and their
sustainability intentions.

The Environmental Cost of Feeling Constrained: Financial Constraints Jeopardize
Sustainability by Increasing Preferences for Quantity

11:55-12:10 Yusu Wang* (U. of Chicago) Abigail Sussman (U. of Chicago)

This research highlights the impact of financial constraints on sustainability in quantity-quality
tradeoffs. Operationalizing quality through durability, we find that financial constraints
increase preferences for a larger number of less durable products, adding to the pressure
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on the environment. We find that heightened concern over product security underlies this
pattern.

Choice architecture promotes sustainable choices in online food-delivery apps

12:10-12:25 Paul Lohmann* (U. of Cambridge) Elisabeth Gsottbauer (LSE) Lucia A. Reisch
(U. of Cambridge)

Using an incentivized experiment (N = 4,008) on a simulated food-delivery app we test three
potential food-policy interventions: carbon labels, a meat tax, and menu repositioning. We
find that repositioning menus in order of sustainability is highly effective in encouraging
healthier and more sustainable food choices without compromising customer satisfaction.

The Erasmus Sustainability Program: An online platform for field experimentation
towards sustainability

12:25-12:40 Antonia Krefeld-Schwalb* (Erasmus U. Rotterdam) Sebastian Gabel (Erasmus U.
Rotterdam)

Behavioral interventions that encourage sustainability behavior have heterogeneous effects,
weakly affecting some individuals and strongly affecting others. One-size-fits-all
interventions can even lead to a decrease of the desired actions. We present a new
research platform for field experimentation that facilitates systematic testing of targeted
interventions to improve their efficiency.

8.04 Special Session: Connecting Body and Mind: How Physiology Helps Explain
Consumer Attitudes and Choices

11:40 - 13:00 Loft G (floor 3) Chair: Crystal Reeck (Temple U.) Femke Van Horen (Vrije
Universiteit Amsterdam)

This session demonstrates how novel physiological methodologies (eye tracking,
neuroimaging, gut microbiome sampling) may help to better understand consumer
behaviour in a variety of marketplace scenarios. We examine how attentional processes
and consumer diets shape consumer choices in the realms of product imitation,
misinformation, intertemporal choices, and financial decision making.

Inclusive Attentional Processes Increase Liking of Product Imitations

11:40-11:55 Femke Van Horen* (Vrije Universiteit Amsterdam) Zachary Estes (City, U. of
London) Martina Cossu (U. of Amsterdam)

This research is the first to demonstrate that, aside from product characteristics, consumer
characteristics critically affect evaluation of product imitations. Five studies, including an
eye-tracking experiment, reveal that an abstract (versus concrete) mindset improves
copycat evaluation, due to increased attention to the differentiated (rather than imitated)
copycat package features.

A Sprinkling of Lies: Greater Attention to False News Claims Leads to Increased
Sharing

12:00-12:15 VS Vaidyanathan* (Temple U.) Vinod Venkantaram (Temple U.)

Across multiple studies, the authors show that people correctly identify false claims embedded
in news stories when they pay relatively more attention to these claims. However, greater
attention also leads to increased sharing of false claims when the overall news story
containing the false claim is classified as true.

Do Probiotics Influence the Consumer Decision Process?
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12:20-12:35 Nikki Sullivan* (LSE)

Consumers are frequently targeted with ads for supplements containing microbes found in our
gastrointestinal system (“probiotics”). However, it is unclear whether probiotics can change
our decision-making processes. Here, participants undergo neuroimaging before and after
a probiotic intervention to test changes in the decision process for intertemporal and dietary
choice.

Are We What We Eat? How Different Diets Impact How Fairness Impacts Consumers
Financial Decision Making

12:40-12:55 John Clithero* (U. of Oregon) Daniela Schelski (U. of Bonn) Hanna Huber (U. of
Bonn), Dominik Suri (U. of Bonn), Aakash Mantri (U. of Bonn) Leonie Koban (U. Lyon)
Bernd Weber (U. of Bonn) Hilke Plassmann (INSEAD) Marie-Christine Simon (U. of Bonn)

Why consumers prefer healthy foods is a well-studied topic. Fewer studies examine the
effects of diet quality on decision-making processes in other domains. Here, we identify
how healthier plant-based (Vegetarian, Nordic) relative to unhealthier (Western) control
diets can affect consumer’s financial decision making in response to fairess.

8.05 Special Session: Advancing a More-than-Human Perspective in Consumer
Research

11:40-13:00 Loft H (floor 3) Chair: Annetta Grant (Bucknell U.) Alev Kuruoglu (U. of Southern
Denmark) Julie Emontspool (U. of Southern Denmark)

This special session advocates for a more-than-human approach to consumer research in the
face of global sustainability and climate crises. It considers the agency, interactions, and
interdependencies of other species and explores their entanglements within market and
consumption arrangements. The session further offers tools for conducting more-than-
human research.

Marketing For Animals: The Role Of Tetravalent Sentiments In Market-Mediated Animal
Advocacy

11:40-11:55 Jack Waverley* (Manchester)

How should brands, charities, and other market actors represent animals when trying to
advocate for them within the marketplace? Traditionally, the animal liberation movement
has averred sentimentalism, adopting negatively-charged sentiments; this article analyzes
advertisements, campaigns, and other market-level materials to map alternative
possibilities into an integrative framework of marketplace sentiments.

Multispecies Negotiations in Permaculture Gardens: How Consumers Balance
Consumer Interests and Other-Than-Human Wellbeing

12:00-12:15 Mikkel Ngjgaard* (U. of Southern Denmark)

Promoting biodiversity is often inconvenient and clashes with other human interests. This
study focuses on permaculture gardens and explores how consumers negotiate with other
species when they attempt to diversify the life in their gardens while also pursuing other
garden aspirations, such as aesthetic pleasure and food production.

Multispecies Ethnography in Consumer Research

12:20-12:35 Annetta Grant* (Bucknell U.)

Consumption is a main contributor of today’s climate crisis. There is a need to revisit
consumer researcher’s ontological and methodological perspectives. This article calls for
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consumer researchers to embrace ‘multispecies ethnography’, a methodology that
accounts for the intricate relationships and interactions between humans and more-than-
human species.

Enriching Consumer Research with a Multispecies Perspective

12:40-12:55 Anu Helkkula* (Hanken School of Economics)

Our discussant offers a macro-level perspective on the insights from the three
presentations. Together, this offers an enriching discussion on how consumer research can
be enriched through a multispecies perspective.

8.06 CP10: Visual and Textual Prompts on Attention and Engagement

11:40-13:00 Loft C (floor 3) Chair; Ana Martinovici (Erasmus U. Rotterdam)

In the Blink of An Eye: The Influence of Quick Visual Prompts

11:40-11:50 Ruxandra Monica Luca* (HEC Montréal) Renaud Legoux (HEC Montréal) Sophie
Forster (U. of Sussex) Marv Khammash (U. of Sussex)

“Visual prompts” are ad features to which consumers are rapidly exposed in brief time frames.
Using two within-subject design experiments, we identify three visual prompt parameters—
duration, location, and color—that can direct attention and influence choices. Short timing
durations between 150 and 350 milliseconds are sufficient to bias choices.

The Influence of Word Length in Driving Engagement

11:50-12:00 David Fang (Stanford U.), Yiran (Eileen) Zhang* (Stanford U.), Yu Ding (Stanford
u.)

Through five studies (N = 4,227,475) using mixed methods (i.e., experiments, field
experiment, and archival analyses), across different communication outlets (i.e., news
headlines, academic papers, and online reviews) we show that employing longer words can
positively affect engagement levels, provided that such usage does not hinder
understandability.

Do Planning Prompts Suggesting a Default Plan Increase Follow-through? Two, 1-
million-person Field Experiments

12:00-12:10 Robert Kuan* (U. of Pennsylvania) Katherine Milkman (U. of Pennsylvania) Sean
Ellis (U. of Pennsylvania) Dena Gromet (U. of Pennsylvania) Youngwoo Jung (U. of
Pennsylvania) Madeline Paxson (U. of Pennsylvania) Ramon Silvera Zumaran (U. of
Pennsylvania) Ron Berman (U. of Pennsylvania) Eugen Dimant (U. of Pennsylvania)
Christophe Van den Bulte (U. of Pennsylvania) Angela Duckworth (U. of Pennsylvania)

Could planning prompts be enhanced by suggesting a “default” plan? In two massive field
experiments with a large pharmacy chain (N=2,005,492) we find that text messages
suggesting a default time and location for vaccination are more effective than reminders
that don't provide “default” plans.

Mid-Session Q&A 12:10 - 12:20

The Impact of Short-Form Content on Sustained Attention Deficits

12:20-12:30 Garam Kim (Korea U.) Youngju Jung* (Korea U.) Yoon Seo Lee (Korea U.)
Eunsoo Choi (Korea U.) Yang Seok Cho (Korea U.) Yongjun Sung* (Korea U.)

The current study has empirically examined the impact of exposure to short-form videos on
sustained attention. Study 1 incorporated sustained attention to response task (SART),
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followed by a survey in study 2. The results from two studies showed that short-form media
consumption is positively associated with sustained attention deficits.

The Long and Short of It: Video Length Formats Influence Time Perception

12:30-12:40 Jimin Nam* (The Ohio State U.) Lucy Shen (Harvard U.) Tomomichi Amano
(Harvard U.)

This research provides an explanation for why consumers tend to spend more time on short-
form video platforms (e.g., TikTok, YouTube Shorts) compared to long-form video platforms
(e.g., YouTube): viewers are more likely to underestimate their time spent while watching
short-form videos.

Why do storytelling ads persuade consumers? Evidence from brain responses to video
commercials

12:40-12:50 Leo van Brussel* (Erasmus U. Rotterdam) Maarten Boksem (Erasmus U.
Rotterdam) Ale Smidts (Erasmus U. Rotterdam)

Storytelling is key to effective marketing communication, but the exact mechanisms underlying
narrative persuasion remain contested. We use fMRI to study brain activity of consumers
processing narratives in video advertisements. We find that social cognition (understanding
stories and story characters), is more important for persuasiveness than affect sharing or
imagination.

Final Q&A 12:50-13:00

8.07 CP10: Brand Perception and Identity

11:40-13:00 Forum EF (floor -1) Chair: Mansur Khamitov (Indiana U.)

The effect of animal types in brand logos on consumers’ brand luxury perceptions

11:40-11:50 Yining Yu (Xian Jiaotong-Liverpool U.) Miaolei Jia (U. of Warwick) Zizhou Peng
(U. of Greenwich) Isabel Ding (U. of Warwick)

Animal elements are widely used in logo designs (e.g., Twitter's birds). In this study, we
explored the impact of animal type on brand luxury perceptions. Through four experiments,
we demonstrate that carnivore is perceived to be more luxurious than herbivore and
omnivore. This effect is driven by brand competence perception.

A Winning Combination for Brand Personality

11:50-12:00 Shingo Oue (Hitotsubashi U.) Erica Okada (Hitotsubashi U.) Satoko Suzuki
(Hitotsubashi U.) Satoshi Akutsu (Hitotsubashi U.)

Brand image is shaped by product attributes and brand personality, which is categorized into
five dimensions (5BPD). These dimensions do not pinpoint factors that enhance consumer
brand choice. The current study enhances 5BPD and finds that appealing brand
personalities share a common trait: the absence of negative attributes.

When Anthropomorphized Brands Push Their Gender Boundaries

12:00-12:10 Lin Yang (U. of South Carolina) Pankaj Aggarwal (U. of Toronto)

Mid-Session Q&A 12:10-12:20

We demonstrate that brands anthropomorphized as female will be stereotyped more strongly
and expected to adhere more closely to gender-based expectations than those
anthropomorphized as male. These asymmetric gender boundaries have implications for
how consumers react to an anthropomorphized brand’s gender incongruent personality
traits, product characteristics, and brand extensions.
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The Charismatic Visuality of Personal Brands on Social Media

12:20-12:30 Benjamin Rosenthal (FGV EAESP) Bruno Leandro (FGV EAESP) Caio Coelho
(ESALQ USP) Amon Barros (FGV EAESP)

Consumer literature has examined how notorious individuals convey charisma for their
personal brands. Nevertheless, it has downplayed how visuality may convey charismatic
personas on social media. This article borrows from charisma signalling literature to explore
how CEQOs convey charismatic personas on Instagram through three visual mechanisms—
expressiveness, collectiveness, and representativeness.

Global Brands in Local Crises: Consumer Attitudes as a Response to Brand Support

12:30-12:40 ltai Linzen (Tel Aviv U.) Natalia Kononov (Tel Aviv U.)

Geopolitical events increasingly challenge global brand management. During national crises,
we found consumers prefer global over local brands, particularly when global brands
demonstrate support towards local communities. This preference arises from the
unexpected nature and perceived higher risk of global support, making it more impactful in
the eyes of consumers.

Branding or Banditry? Understanding When Consumers Perceive Cultural
Appropriation By Brands

12:40-12:50 Nifia Bianca Sayson (New York U.) Geeta Menon (New York U.) Andrea Bonezzi
(New York U.)

This research examines why some brands are perceived as culturally appropriative than
others despite engaging in similar behaviors. Focusing on brand characteristics and
consumer identity differences, four studies reveal that dominant brands are more likely to
be perceived as culturally appropriative, moderated by brand personality and consumer's
perceived marginalization.

Final Q&A 12:50-13:00

8.08 P15: Own, Repair, or Repurpose?

11:40 - 13:00 Studio AB (floor 2) Chair: David Dubois (INSEAD)

Consumers’ Need to Own: Measurement Development and Validation

11:40-11:55 Doreen E. Shanahan (Pepperdine U.) Cristel A. Russell (Pepperdine U.) Richard
Chau (Pepperdine U.) Joy L. Shields (Pepperdine U.)

We describe a three-phase research program that develops a measure of one’s Need to Own,
a trait-like disposition that transcends existing notions of materialism. A series of cross-
sectional and experimental studies provides evidence of the dimensionality, validity and
reliability of the scale, as well as its predictive and discriminant validity.

Oh no! that was too sudden: Role of Sudden Product-Failures in Repair-Intentions

12:00-12:15 Aruna Tatavarthy (Norwegian School of Economics) Nidhi Agrawal (U. of
Washington)

Across three studies we show evidence for how different types of product failures (sudden vs.
gradual) impact product owners’ intentions to repair the failed products. We find that the
effect is due to users’ judgments of the product’s residual value, and is moderated by repair
costs and usage frequency.

The Product Hacking Effect — An Investigation of Consumers’ Response to Functionally
Repurposed Products
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12:20-12:35 Soren Kdcher (TU Dortmund U.)

Across four studies, this research demonstrates that consumers evaluate a product that must
be created from another, functionally repurposed product more favorably than an identical
product that requires customer participation in its creation through assembly; an effect that
occurs because product “hacking” increases perceptions of the resulting product's
cleverness.

Understanding and Overcoming Consumer Resistance to Gifting Secondhand Products

12:40-12:55 Yeonjin Sung (U. of Michigan) Yafei Guo (U. of lllinois at Urbana-Champaign)

The current research documents robust consumer resistance to purchasing secondhand
products as gifts, despite their potential to contribute to environmental sustainability. This
resistance is driven by givers’ heightened concerns about their perceived competence. We
identify theoretically relevant boundary conditions and propose a receiver-focused
sustainability intervention to overcome this resistance.

8.09 CP15: Giving, Receiving, and Generosity

11:40-13:00 Studio DE (floor 2) Chair: Sarah Lim (U. of lllinois at Urbana-Champaign)

Misperceptions of Indebtedness in Joint Consumption

11:40-11:55 Nathaniel Posner* (Columbia U.) Shai Davidai (Columbia U.)

We find that consumers who pay for their friends underestimate how indebted their friends
feel. This happens because givers focus on their belief that their offer is a gift, and do not
realize that recipients do not necessarily interpret their offers this way. We find that this
misperception increases prosocial behavior.

Giver Spotlighting Negatively Impacts Recipients of Aid

12:00-12:15 Samantha Kassirer* (Northwestern U.) Maryam Kouchaki (Northwestern U.)

Six preregistered experiments (N = 3,686), a Kenya-based field experiment and five online
experiments, explore how giver spotlighting impacts recipients’ willingness to provide word-
of-mouth recommendations to struggling others and return for more aid if it is needed,
hence, examining potential knowledge spread of the aid and continued aid take-up.

In Lieu of Gifts: Understanding and Overcoming Givers’ Reduced Generosity Toward
Charitable Gift Requests

12:20-12:35 Michelle Daniels (U. of Alabama) Adriana Samper* (Arizona State U.) Ryan
Hamilton (Emory U.) Cindy Chan (U. of Toronto)

When asked to give to a charity in lieu of a cash gift, are people more or less generous?
Across secondary data and three experiments, we find people give less toward charitable
(vs. cash) gifts, an effect pronounced for rite-of-passage occasions, and attenuated through
changes in gift request framing.

"Yes, I'm Worth It!”: How Romantic Breakups Influence the Self-gifting Propensity

12:40-12:55 Kylie Vo (West Virginia U.) Aaminah Malik* (Lahore U. of Management Sciences)

This research explores consumer self-gifting behavior following a romantic breakup. Five
studies demonstrate that a tumultuous (vs. harmonious) breakup heightens self-gifting
propensity through higher perceived deservingness. This effect is attenuated when
consumers ruminate about their tumultuous breakup.
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8.10 CP15: Brand Influence and Moral Challenges in Modern Marketing

11:40-13:00 Studio F (floor 2). Chair: Mitchell Hamilton (Loyola Marymount U.)

Consumer Transgressions Against Brands: How Robin Hood Narratives Turn Guilt into
Pride

11:40-11:55. Jason Lin* (Boston U.) Anat Keinan (Boston U.) Hannah Chang (Singapore
Management U.) Donald Lehmann (Columbia U.)

Consumer transgressions against brands involve moral violations in which consumers exploit
loopholes in brands’ return and satisfaction-guaranteed policies or lack of strict enforcement
against piracy, shoplifting, and fraud. This research unpacks the Robin Hood narrative to
explain when transgressions evoke pride rather than guilt, identifying how transgressions
against brands are legitimized.

The Spark of Life: How Brand Hijack Electrifies Brand Revitalization

12:00-12:15. Silvia Biraghi* (Universita Cattolica del Sacro Cuore) Rossella C. Gambetti
(Universita Cattolica del Sacro Cuore) Bernard Cova (Kedge Business School)

We explore how brand hijack can electrify brand revitalization. Our longitudinal netnographic
study unpacks how FantaSanremo, a fan-made game, has swiftly shaken the dust out of
the brand Festival di Sanremo, Italy’s premier singing event that has been fighting against a
major decline.

Unveiling the Bright and Dark Sides in the Journey of Older Digital Influencers

12:20-12:35. Elisa Priori de Deus (Federal U. of Rio de Janeiro) Rodrigo Castilhos* (Skema
Business School) Leticia Casotti (Federal U. of Rio de Janeiro)

This paper explores the multifaceted experiences of older digital influencers. Drawing from the
ethics of care, we unveil a threefold duality triggered by the professionalization of their
activity: fun vs. labor, identity renaissance vs. negative stereotyping, and enhanced family
relations vs. family exploitation.

Deinfluencers: Challenging the Market Morality of Consumerism

12:40-12:55. Gokcen Coskuner-Balli* (Chapman U.) Charlene Chu (Chapman U.) Niklas Myhr
(Chapman U.) Cristina Nistor (Chapman U.)

This paper explores the “deinfluencing” trend where influencers challenge consumerist norms
and advocate sustainable consumption practices. Using a netnographic approach the
research analyzes deinfluencer posts on social media platforms (Instagram, TikTok). The
analysis documents the moralistic identity work of deinfluencers and contributes to
marketing literature on influencers, morality, and authenticity.

8.11 CP15: Issues and Insights in Consumer Research

11:40-13:00 Forum IJ (floor -1). Chair: Ed O'Brien (U. of Chicago)

Continuous or Dichotomous Scales? Holistic and Analytic Thinking Styles Influence
Response Fluency to Different Scale Formats and Trait-Consistent Behavior

11:40-11:55. David Santos Velasco* (IE U.) Dilney Gongalves (IE U.) Blanca Requero
(Universidad Autonoma de Madrid)

This research examines the impact of holistic-analytic thinking style and scale response
formats on fluency and behavior. Holistic thinkers respond more fluently to continuous
scales whereas analytic thinkers respond more fluently to dichotomous scales. More fluent
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responses lead to greater trait-behavior consistency and should be consi dered in scale
design.

Review Then Rate or Rate Then Review? Exploring the Role of Review Sequence in
Shaping Consumer Satisfaction

12:00-12:15. Barbara Duffek* (Imperial College London) Omar Merlo (Imperial College
London) Wayne Hoyer (The U. of Texas at Austin) Andreas B. Eisingerich (Imperial College
London)

We examine how the sequence of consumer review collection affects satisfaction. The
findings suggest that rating negative experiences before reviewing lessens dissatisfaction,
while reviewing positive experiences before rating increases satisfaction. This is attributed
to a refocusing effect, where the consumers' attention shifts from specific incidents to the
overall experience.

Is Hedonic Adaptation Really So Pervasive? The Distorting Role of Repeated
Measurement

12:20-12:35. Stephanie Hong* (U. of Chicago) Ed O'Brien (U. of Chicago)

Six experiments (N=3806) find that asking consumers to rate a repeated stimulus less
frequently reduces their hedonic adaptation to it. This is because increasing rating
frequency is disruptive and prevents immersion. Additionally, repetitive evaluations prompt
comparisons, where each subsequent rating is anchored and adjusted downward on the
preceding one.

Data Quality in Consumer Research: Response Satisficing’s Influence on Data Quality
and Experimental Findings Across Data Sources

12:40-12:55. Scot Burton* (U. of Arkansas) Christopher Berry (Colorado State U.) Jeremy
Kees (Villanova U.)

This research examines response satisficing effects across diverse sources of online data and
effects on data quality and results across several experimental studies. Using an explicit
multi-item satisficing measure, we demonstrate how significant main and interaction effects
for low satisficing participants are attenuated to nonsignificance for participants high in
satisficing.

8.12 Workshop: A Best Practices and State-of-the Art Approaches for Conducting More
Efficient and Higher Quality Meta-Analyses

11:40-13:00 Forum AB (floor -1). Chair: Gratiana Pol* (Hyperthesis/Cognetto) Donald
Lehmann (Columbia U.) Joachim Vosgerau (Bocconi U.) Jade Winn (U. of Southern
California) Martin Eisend (European U. Viadrina)

This workshop aims to: lower barriers for consumer researchers wishing to conduct a meta-
analysis (by teaching novel and Al-based approaches for speeding up the most tedious
meta-analytical wor—e.g., data extraction) and increase meta-analytical rigor (by
demonstrating how to adopt from other fields more formalized study screening and quality
evaluation procedures).

8.13 Roundtable: You Are Leaving Variance on the Table: Why Consumer Researchers
Should Be Studying Personality and Individual Differences
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11:40-13:00 Forum C (floor -1). Chairs: Kathleen Vohs (U. of Minnesota) LJ Shrum (HEC
Paris). Participants: Shreyans Goenka (Virginia Tech) Joseph Goodman (The Ohio State
U.) Kelly L. Haws (Vanderbilt U.) Selin Malkoc (The Ohio State U.) Nailya Ordabayeva
(Dartmouth College) Hilke Plassmann Americus Reed (U. of Pennsylvania) Avni Shah (U.
of Toronto) Carlos Torelli (U. of lllinois at Urbana-Champaign) Marcel Zeelenberg (Tilburg
u.)

Personality and individual differences are foundational aspects of the human mind, yet
consumer research largely avoids them (except as moderators). This panel aims to
explicate the reasons for that and point to why studying them can improve an
understanding and prediction of consumer behavior.

8.14 Film Festival - Session 3

11:40-13:00 Forum GH (floor -1). Chair: Joonas Rokka (EmLyon Business School) Baptiste
Cleret U. of Rouen

This session presents three films that explore, theorize and express consumer research
phenomena using the moving image and sound. Each film screening is followed by a
discussion with the filmmakers. The films are approximately 15 minutes in length.

Fabric of Society

11:40-12:00 Lynn Wilson* (U. of Glasgow)

Fabric of Society is an eight-minute consumer and textile recycling industry co-designed film,
about how to keep clothing in use and dispose of responsibly to ensure it will be reused or
repurposed. It was filmed in consumer homes, a textile recycling company and the U. of
Glasgow, Textile Conservation department.

Repetition and Difference: Rhythmicity of space and its atmosphere

12:05-12:25. Pekka Saarikorpi* (Hanken School of Economics)

This videographic work is about the rhythmicity of a socio-spatial atmosphere in the context of
folk music and dance festival. The research illustrates how atmospheres become
negotiated and how they appear differently depending on the rhythmic dynamics of
repetition and difference between the space and its moving bodies.

The “Art” and “Work” of Researcher-Filmmaker

12:30-12:50. Veronika Szasz* (Corvinus U. of Budapest) Joonas Rokka (EmLyon)

How does one become a researcher-filmmaker? What is the process and the role like in
action? How does one navigate the various steps of the filmmaking process? What are the
struggles, challenges and negotiations? We address these questions by drawing on critical
introspective reflection of a researcher-filmmaker.

13:00-14:20 — LUNCH, BUSINESS MEETING, & AWARDS
Main Room: Scéne (floor 0)
Additional Room: Galerie (floor 3) with session live-streamed

9.01 Special Session: Consumer Perceptions of Different Political Actors
14:20-15:40 Loft A (floor 3). Chair: Giulia Maimone (UCLA)
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Political polarization in the US has reached unprecedented levels, and the hostility between
opposing parties is higher than ever. Using diverse methods, the four papers in this
session investigate pressing unanswered questions regarding consumers’ perceptions of
different political actors—namely, firms, politicians, political public figures, and other
consumers.

How do Consumers React to Ads that Meddle in Out-Party Primaries?

14:20-14:35. Mohamed Hussein* (Stanford U.) Courtney Lee (Stanford U.) Christian Wheeler
(Stanford U.)

Democrats spent $53 million on ads helping Trumpist candidates win Republican primaries,
because beating extremists is easier than beating moderates. How do consumers react to
such ads? We find that consumers donate smaller amounts to, speak more negatively
about, and are less likely to choose candidates who use these ads.

What Drives Disagreement about Moral Hypocrisy? Perceived Comparability and How
People Exploit It to Criticize Enemies and Defend Allies

14:40-14:55. Ike Silver* (Northwestern U.) Jonathan Berman (London Business School)

Accusations of hypocrisy are thought to be damning. We propose that they are also inherently
flexible. Three preregistered experiments find that consumers shift hypocrisy judgments
according to their social motives. This occurs because motivated observers strategically
exploit ambiguity when judging which situations are reasonable to compare in the first
place.

Neutral Necessities: Product Type Shapes Consumer Opposition to Corporate
Sociopolitical Activism

15:00-15:15. Joseph Siev* (U. of Virginia) Serena Hagerty (U. of Virginia) Tami Kim (U. of
Virginia) Luca Cian (U. of Virginia)

Is corporate sociopolitical activism more acceptable for some companies than others? Five
studies (N = 2,200) using a variety of methods including stimulus sampling,
experimentation, and analyses of consumer-brand interactions on social media show that
consumers want companies selling necessities (vs. non-essential goods/services) to avoid
involvement in political issues.

Whoever is Not With Me is Against Me: The 'Moderate as Out-Group' Effect

15:20-15:35. Giulia Maimone* (UCLA) Craig McKenzie (U. of California, San Diego)

Common intuition suggests moderates appeal to the broadest audience possible. But is it
really the case? Do moderates please all sides or please no side? Four preregistered
studies (N=2,300) show that consumers holding partisan views on a sociopolitical issue
systematically categorize moderates as out-group members.

9.02 Special Session: Exploring Heritage Branding across Contexts and Research
Paradigms

14:20-15:40 Loft B (floor 3). Chair: Stephanie Feiereisen (Montpellier Business School)

This session investigates heritage branding across diverse contexts, including sustainable
food consumption, sports team loyalty, and brand backstories. Through a mix of
methodological approaches, the session reveals novel findings regarding the influence of
heritage on consumer behavior and brand outcomes as well as insights into its strategic
applications and limitations.
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Nudge by Heritage Branding: Increasing Entomophagy in Western Europe

14:20-14:35. Fabien Pecot* (TBS Education) Franck Celhay (Montpellier Business School)
Gaélle Pantin-Sohier (Université Angers)

The FAO (Food and Agriculture Organization) considers increasing entomophagy crucial, yet
it encounters challenges stemming from disgust and neophobia. Two experiments show
that heritage branding enhances acceptance, especially among individuals with neophobic
tendencies. This case further illuminates the significance of heritage branding within
innovative product categories.

Does Reveling in the Past Help or Hurt Attitudes Toward a Brand: A Big Data and
Experimental Analysis of Sport Team Heritage

14:40-14:55. Greg Rose* (U. of Washington Tacoma) Nasir Haghighi (U. of Washington
Tacoma) mei rose* (U. of Alaska) Ulrich Orth (Kiel U.) Azar Yadegari (NOVA Information
Management School) Pavan Munaganti (Washington State U.)

This study finds, based on an analysis of over 3,000 tweets for each NFL team, 86,176 NFL
fan posts on Reddit, and an experiment that invoking the past works best for poor
performing teams and is potentially detrimental to high achieving teams with optimistic fans.

The Brand Backstory

15:00-15:15. Cristel A. Russell (Pepperdine U.) Anne Hamby (Boise State) Stephanie
Feiereisen* (Montpellier Business School) Hope Schau (U. of California, Irvine)

Using fieldwork, museum exhibit data and practitioner interviews with firms and surrounding
cultural institutions, we identify the various functions of backstories and the ways in which
brand heritage is invoked to achieve organizational objectives. Two dimensions scaffold
brand backstories’ functions: focalization (inside vs. outside) and narrative landscape
(making-related vs. maker-related).

Insights on current developments in brand heritage

15:20-15:35. Diego Rinallo* (EmLyon)

The discussant will draw from his own extensive research and advocacy on intangible cultural
heritage to offer insights on current developments in brand heritage.

9.03 Special Session: Automated Audio Analysis to Understand Behavior

14:20-15:40 Loft DE (floor 3). Chair: Giovanni Luca Cascio Rizzo (USC Marshall)

Vocal features are an integral part of communication. Speakers can talk faster or slower,
louder or softer, or in more positive or negative ways. How do these aspects shape
consumer behavior? This session integrates various audio analysis approaches to shed
light on the role of audio features in communication.

The Power of Speaking Slower

14:20-14:35. Giovanni Luca Cascio Rizzo* (LUISS Guido Carli U.) Jonah Berger (U. of
Pennsylvania)

Marketplace actors often communicate with their voice, but might how quick one speaks
shape the impact of their communication? A multimethod investigation, combining
automated audio analysis of hundreds of real customer service calls with controlled
experiments, demonstrates that speaking more slowly boosts consumer evaluations. This is
driven by perceived empathy.
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Your Request is My Command! How Conversational Styles Shape Consumer-Al
Experiences

14:40-14:55. Christian Hildebrand* (U. of St. Gallen) Donna Hoffman (George Washington U.)
Tom Novak (George Washington U.)

This research finds that using interrogative requests versus imperative commands when
interacting with voice-enabled Al technologies leads to more fluent speech patterns, greater
subjective conversational fluency, and positive downstream consumer and firm outcomes.
The findings reveal the nuanced impact of conversational designs in shaping Al
experiences in the marketplace.

Decibel Dynamics: Unraveling the Divergent Effects of Voice Volume on Investment
Behavior

15:00-15:15. Kimberly Hyun* (U. of Cincinnati) Narayan Janakiraman (The U. of Texas at
Arlington) Michael Lowe (Georgia Tech) Zhiyong Yang (Miami U.)

We examine divergent effects of voice volume on investment behavior. Using a mixed-
methods approach, including automated voice analysis of thousands of entrepreneurs’
pitches and a controlled experiment, results indicate a positive (negative) effect of volume
on investment decisions depending on the presence (absence) of a clear power dynamic.

Exploring Cross-Modal Emotional Consistency in Multimedia Content

15:20-15:35. Meng Qi Ding* (Ivey Business School) Shane Wang (Virginia Tech)

Multi-media content is crucial in digital marketing. Utilizing emotion theory and Wav2vec 2.0,
the authors devised a metric to gauge emotional consistency between audios and images,
showing that cross-modal emotional similarity is positively associated with product demand.
The findings shed light on the intricate interplay between vocal and visual cues.

9.04 Special Session: New Insights on the Effect of Strategic Product Labels and
Frames on Consumer Decisions

14:20-15:40 Loft G (floor 3). Chair: Akshina Banerjee (U. of Michigan)

This session delves into the strategic use of product labels and framing impacting consumer
decisions. It highlights the interplay between consumer expectations and information
presented through labels across healthcare, food, and personal care. Insights reveal how
labeling strategies can significantly shape consumer perceptions and behaviors.

Do you really need Ozempic? High- versus low-need claims shape moralization and
skepticism toward products.

14:20-14:35. Chethana Achar* (Northwestern U.) Kaitlin Woolley (Cornell U.)

Seven studies find that across product type (e.g., weight-loss medication; sleep app), high-
need claims (managing diabetes; improving well-being) reduce perceived risk and increase
perceived efficacy, increasing uptake relative to low-need claims (beauty; looking rested).
Increased skepticism toward low-need claims, and reduced moral awareness of high-need
claims, jointly drive these effects.

When Stating the Obvious Backfires: Consumers Dislike Products That Advertise
Positive but Obvious Attributes

14:40-14:55. Ellen Evers (U. of California, Berkeley) Kristine Cho* (U. of California, Berkeley)

Products often come with labels about the absence of negative features, like fat-free gummy
bears. Because these disclaimers indicate a lack of negative features, consumers should
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respond positively at best and neutral at worst. Instead we find that consumers often dislike
products labeled with relatively obvious but clearly positive attributes.

Choosing Oleander Over Zanthoxylum: How Consumer Inferences of Chemicalness
from Linguistic Cues in Non- Comprehended Ingredients Influence Product Choice

15:00-15:15. Akshina Banerjee (U. of Michigan) Stephanie Chen* (London Business School)
Oleg Urminsky (U. of Chicago)

We explore how consumers integrate incomprehensible linguistic cues into decision making,
finding that they use linguistic cues to categorize unknown ingredients as chemical or
natural. Ingredients with chemical-like names are less preferred, except when efficacy is
prioritized, leading to potential preference for riskier products when semantic meaning is
unknown.

‘Tastes Like Chicken’: the Role Of Comparative Appeals In Shaping Consumers’
Attitudes Towards Sustainable Food Alternatives

15:20-15:35. Alberto Barchetti* (U. of Cincinnati) Noah Van Bergen (U. of Cincinnati)

We investigate the role of comparative appeals in shaping consumers’ perceptions of
sustainable food product alternatives. We find that using comparative appeals decreases
(increases) consumers’ attitudes towards sustainable alternatives for companies that have
recently started producing sustainable alternatives of their original food products (have
always produced sustainable products).

9.05 Special Session: Determinants of Consumers’ Valuation and Usage of
Subscription Offers

14:20-15:40 Loft H (floor 3). Chair: Michelle Kim (U. of California, San Diego)

With subscription services gaining widespread popularity, it is important to understand how
the unique features of subscription-based offers for digital products and services (e.g., low
marginal cost, multifunction) shape consumers’ judgments and decision-making. In this
session, three papers and a discussion examine how these features of subscriptions
influence consumers’ valuation and actual consumption.

The Limits of “Unlimited” Offers: How Quantifying Constraints Can Increase Valuation

14:20-14:35. 1 Amanda Geiser* (U. of California, Berkeley) Clayton Critcher (U. of California,
Berkeley)

Consumers are drawn to unlimited offers. Because reality is finite, most explicitly unlimited
offers (“unlimited monthly cell phone minutes”) can be reframed as de-facto unlimited
(“43,200 monthly minutes”). This paper demonstrates that although explicitly unlimited
offers seem more subjectively attractive, de-facto unlimited offers elicit higher monetary
valuation (WTP).

When “Unlimited” Offers Decrease Consumption

14:40-14:55. Michelle Kim (U. of California, San Diego) Rachel Gershon* (U. of California,
Berkeley) Robyn LeBoeuf (Washington U. in St. Louis)

Across three pre-registered incentive-compatible experiments, we find that unlimited access
plans, prevalent in digital subscriptions, lower consumer’s actual consumption, compared to
offering a manageable number of opportunities (e.g., consumers attend fewer sessions,
complete fewer tasks, and play fewer rounds of a trivia game).

Subscription Trials Offered at a Small Price Are More Attractive Than Free Trials
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15:00-15:15. Randy Gao* (New York U.) Emma Gu (U. of California, San Diego) Joshua
Lewis (New York U.) Minah Jung (New York U.)

In two preregistered studies, subscription trials offered at $0.99 elicit a stronger subscription
likelihood than similar trials offered for free. This is because consumers perceive the $0.99
trial as a better deal in comparison to the subscription’s regular, undiscounted price.
Additional results rule out an alternative explanation based on price-quality inference.

Discussion: Digital Subscriptions and Decision-making Processes

15:20-15:35. On Amir* (U. of California, San Diego)

This session uncovers how different features of digital subscriptions impact consumer
decision-making processes. Could all these processes be manifestations of a single
principle? In this discussion, we explore future directions and whether one underlying
conceptual psychological process could be governing all these effects. Questions,
challenges, and comments are encouraged.

9.06 CP10: You Can Call Me Al: Risk, Decisions, and Morals

14:20-15:40 Loft C (floor 3). Chair: Kathleen Vohs (U. of Minnesota)

Being Conservative with Al: How Al Adoption Influences Consumers’ Risk Preference
in Financial Decisions

14:20-14:30. Liang Huang* (Tsinghua U.) Wenru Wang (Tsinghua U.) Szu-chi Huang*
(Stanford U.)

This research examines how the adoption of Al influences consumers’ risk preferences in
financial decisions. Through 7 studies, we show that consumers reveal a lower risk
preference to an Al (vs. human) fund manager. This happens because consumers believe
Al is less capable of empathizing with their risk concerns.

Slower Moral Trade-Off by Al Enhances Al Appreciation

14:30-14:40. Adelle Yang (National U. of Singapore) Sijin Chen* (National U. of Singapore) Yu
Gu (Tsinghua U.)

Nine pre-registered experiments (N = 5,464) show that people prefer an artificial intelligence
(Al) decision-maker who slows down (vs. not) to resolve a difficult moral tradeoff. This effect
is explained by overgeneralized moral intuitions that are sensitive to procedural cues, rather
than specific inferences about Al's decision quality or mind.

Patient-Centric Privacy in Medical Artificial Intelligence

14:40-14:50. Nour Alrabie (Université Toulouse Jean Jaurés) Julien Cloarec* (IAE, Université
Jean Moulin Lyon 3)

Medical Al presents transformative potential in healthcare. However, patients risking falsifying
their data emphasize the critical necessity for stringent privacy standards. Our study,
centered on patient well-being, uncovers nuanced interactions among control,
transparency, and willingness to disclose, offering novel insights crucial for the effective
integration of Al in healthcare.

Mid-Session Q&A 14:50-15:00

Analytical Alignment: Consumer Responses to Al-based Assessment

15:00-15:10. Jonas Gorgen* (U. of St. Gallen) Anne-Kathrin Klesse (Erasmus U. Rotterdam)
Emanuel de Bellis (U. of St. Gallen)
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Artificial intelligence (Al) increasingly replaces humans in assessment procedures such as
employee or customer selection. Five pre-registered experiments (N=3,213) show that
when being assessed by Al (vs. humans) consumers report more analytical but less
intuitive thinking and emphasize analytical skills more because they believe that Al values
analytical characteristics.

The Al-Authorship Effect: How Consumers Respond when Als Write Emotional
Marketing Communications

15:10-15:20. Colleen Kirk* (New York Institute of Technology) Julian Givi (West Virginia U.)

We demonstrate that when consumers believe emotional communications are written by an Al
(vs. human), positive word-of-mouth and loyalty decline. Supporting a moral authenticity
account, four preregistered experiments show this effect is mediated by moral disgust and
attenuated when communications are factual (vs. emotional) or edited (vs. prepared) by Al.

Al of the Beholder: The Brain's Paradoxical Liking of—Yet Bias Against—Al Artwork

15:20-15:30. 1 RobertTorrence ThinkAlike Laboratories (ThinkAlike Laboratories)
VictoriaEgedus Hernandez ThinkAlike Laboratories (ThinkAlike Laboratories)
KaileyDougherty ThinkAlike Laboratories (ThinkAlike Laboratories) SamuelBarnett
ThinkAlike Laboratories (ThinkAlike Laboratories)

We used electroencephalography (EEG) to study how consumers react to artistic images
produced by humans and artificial intelligence (Al). Prompts (half mismatched) presented
images as “Human-Created” or “Al-Generated.”

Final Q&A15:30-15:40

9.07 CP10: Money for Nothing: Income, Money, and Financial Decision Making

14:20-15:40 Forum EF (floor -1). Chair: Avni Shah (U. of Toronto)

The Impact of Income Volatility on Subjective Wealth and Financial Behaviors

14:20-14:30. Ekaterina Goncharova* (U. of Pennsylvania) Wendy De La Rosa (U. of
Pennsylvania)

Income volatility affects millions of consumers, yet its effect on consumer behavior is
understudied. Results from 6 studies, including 4 preregistered experiments and an
analysis of banking transactions of 16,869 consumers demonstrate that higher (vs. lower)
income volatility decreases consumers’ subjective wealth, influencing their saving,
donating, and spending decisions.

Buy-Now-Pay-Later and Couples’ Financial Decision Making: The Role of Financial
Conflict and Purchase Justifiability

14:30-14:40. Mahdiyeh Amozegar* (U. of Colorado at Boulder) John Lynch (U. of Colorado at
Boulder) Alixandra Barasch (U. of Colorado at Boulder)

Buy Now, Pay Later (BNPL) services are gaining popularity. Consumers can make purchases
immediately and spread the cost over time without incurring traditional interest fees.
However, little is known about how BNPL affects consumer behavior. We investigated how
BNPL services influence married consumers’ expected conflict with their spouses over
money.

The Material Effect: Judicious Credit Card Use

14:40-14:50. Julia van de Sandt* (U. of South Carolina) Elise Chandon Ince (U. of South
Carolina) Rajesh Bagchi (Virginia Tech)
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Credit card material—metal vs. plastic— can influence financial decision-making. Consumers
prefer metal credit cards for payments and debt repayment over plastic ones, attributed to
material transference—qualities of the card's material impact utility perceptions. We rule out
alternative explanations (i.e., uniqueness, exclusivity) and demonstrate the robustness of
this effect.

Mid-Session Q&A 14:50-15:00

Are People More Likely to Spend Cash in a Cashless Society?

15:00-15:10. Xin Zhou* (Arizona State U.) Freeman Wu (Vanderbilt U.) Adriana Samper
(Arizona State U.) Andrea Morales (Arizona State U.)

In an increasingly cashless society, we contend that, in the context of peer-to-peer payments,
consumers are more likely to spend cash (vs. Venmo) payments. This is because
consumers find it difficult to book cash with their financial obligations, leading them to
perceive cash as free from obligations, increasing spending propensity.

Exposure to Nature Reduces Desire for Money

15:10-15:20. Sunxu Xu (Renmin U. of China) Ying Ding (Renmin U. of China) Yimin Cheng*
(Monash U.)

Across eight studies, this research finds that exposure to nature decreases consumers’ public
self-consciousness, which subsequently reduces their desire for money. To provide
additional process-level evidence, this research also examines the moderating role of both
real and imagined social presence.

The Vicious Cycle of Status Insecurity

15:20-15:30. Maren Hoff* (Columbia U.) Adam Galinsky (Columbia U.) Derek Rucker
(Northwestern U.)

Status insecurity increases people’s beliefs that status is zero-sum, which reduces their
willingness to share status by crediting others. In contrast, giving credit to others boosts the
status of both the sharer and the recipient. Because the insecure miss opportunities to
elevate others and gain status, they reinforce their insecurity.

Final Q&A 15:30-15:40

9.08 CP15: Cognitive Processes on Decision Making

14:20-15:40 Studio AB (floor 2). Chair: Ariel Fridman

Memory-based Choices in Cognitively Diverse Elderly Consumers

14:20-14:35. Zhihao Zhang* (U. of Virginia, Darden) Madison Monroe-Mohajerin (U. of
Virginia) Ming Hsu (U. of California, Berkeley) Andrew Kayser (U. of California, San
Francisco) Winston Chiong (U. of California, San Francisco)

With a unique sample of elderly consumers, encompassing both healthy elderly individuals
and those with early-stage dementia (e.g., Alzheimer's disease), we demonstrate the role of
memory dysfunction in errors in memory-based choices. These findings provide insights
that can inform marketers, policymakers, and healthcare professionals in better serving
aging consumers.

End-of-life Planning: Exploring the Effect of Default Disclosure

14:40-14:55. Brianna Chew* (U. of California, San Diego) Ariel Fridman (ESADE) Ayelet
Gneezy (U. of California, San Diego)
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Across five studies, we find that default awareness increases motivation to learn how to
document preferences. Additionally, we find that this effect is mediated by psychological
reactance. These findings shed light on how defaults can be used to increase the uptake of
important end-of-life planning documentation like Advance Care Plans.

Mind over Matter: Abstraction affects sensory processing, product choices, and
consumption experiences

15:00-15:15. Mathias Streicher* (U. of Innsbruck) Zachary Estes (City, U. of London)

Two lab and one field study reveal that level of abstraction influences both sensitivity to and
seeking of sensory stimulation. Specifically, these studies demonstrate that activating
abstract rather than concrete mindset decreases sensory sensitivity and sensation seeking,
in the context of both product choice and evaluation of the retail environment.

The Bright Side of Darkness: Ambient Darkness Fosters Higher Quality Decision

15:20-15:35. Kylie Vo* (West Virginia U.) Blair Kidwell (U. of North Texas)

This research explores how by merely turning off the lights, consumers can make better
financial, health, and product decisions. Pre-registered lab and field experiments
demonstrate that ambient darkness drives heightened effortful processing, enhancing
decision quality. The effect is attenuated when consumers adopt a systematic (vs.
deliberation) style of effortful processing.

9.09 CP15: Spending and Mental Accounting

14:20-15:40 Studio DE (floor 2). Chair: Daniel Walters

A Mega-Replication of the Effect of Cash versus Card Payment on Pain of Paying:
Magnitude, Moderators, and Outcome Variables

14:20-14:35. Rhia Catapano* (U. of Toronto) Christopher Bechler (U. of Notre Dame) Szu-chi
Huang (Stanford U.) Oleg Urminsky (U. of Chicago)

In the first systematic multi-wave mega-replication (24 studies, N =27,659), we find that (1)
paying with cash is still more painful, reconciling concerns regarding this classic effect's
robustness and generalizability, (2) frequency of usage moderates this effect, (3) the effect
of payment method on outcome variables (e.g., willingness-to-pay) is often small.

The Impact of (Dis)Aggregated Budgeting on Consumer Spending

14:40-14:55. Siyuan Yin* (U. of Pennsylvania) Wendy De La Rosa (U. of Pennsylvania)

Consumers can budget either on an aggregated ($400 total spending/$300 total budget) or
disaggregated basis (food: $250 spent/$275 budget, entertainment: $150 spent/$25
budget). Eleven studies (N =8,194), including seven pre-registered studies, demonstrate
that disaggregated (vs. aggregated) budgeting can increase or decrease spending
depending on how available resources influence subjective wealth perceptions.

Windfall, Similarity, and Mental Accounting

15:00-15:15. Vincent Chen* (U. of California, Berkeley) Ellen Evers (U. of California, Berkeley)

Despite its prevalence, little is known about what drives windfall effects. We conceptualize
mental accounts as spending-categories and demonstrate that higher similarity between
windfall sources and targets boosts purchase intentions. To avoid circular reasoning when
explaining category formation using human-rated similarity, we utilize semantic similarity
measured by word embedding models.
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Improving Income Elicitation Methods to Increase Income Reporting: Evidence from
Two Large-Scale Field Experiments Among Government Benefit Applicants

15:20-15:35. Wendy De La Rosa* (U. of Pennsylvania) Christopher Bechler (U. of Notre
Dame) Hal Hershfield (UCLA)

A series of preregistered experiments, including two field experiments among food assistance
applicants (N=58,507), demonstrate that a common income elicitation method (in the last
30 days, how much did you get paid?) is incongruent with people’s mental representations
of their income, thus harming benefit applicants relative to a congruent intervention.

9.10 CP15: Entitlement and Scarce Resources

14:20-15:40 Studio F (floor 2). Chair: Luxi Shen (The Chinese U. of Hong Kong)

Feeling entitled: The role of hard work and achievement.

14:20-14:35. Corey Cusimano™ (Yale U.) Jin Kim (Northeastern U.) Jared Wong (Yale U.)

People feel comfortable taking and fighting for things that they feel entitled to. We investigate
two commonly cited inputs to feelings of entitiement: “hard work” and “achievement.” We
demonstrate that achievement plays the primary role in inducing feelings of entitlement.
Hard work, by contrast, appears to play little-to-no role.

Allocation Strategies and Consumer Perceptions: Exploring the Role of Entitlement in
Free Resource Distribution

14:40-14:55. Keyin Liang* (The Hong Kong Polytechnic U.) Lili Wang (Zhejiang U.) Menglu
Dong (Zhejiang U.) Wei Lyu (Shanghai Jiao Tong U.)

This research fills a gap in the literature on allocation strategies for free scarce resources by
examining the role of entitlement. As sense of entitlement decreases, individuals develop
more favorable attitude towards the distributor who use the first-come, first-served strategy.
However, in certain contexts, the positive effects may be attenuated.

Good Luck as a Limited Resource

15:00-15:15. Luxi Shen* (The Chinese U. of Hong Kong) Evan Weingarten (Arizona State U.)
Jane Risen (U. of Chicago) Eugene Caruso (UCLA)

How do consumers believe luck operates over time? We propose and find that people see
good luck as a limited resource; they expect extremely good luck in the past to turn into bad
luck in the future. However, this expectation did not apply to bad past luck or good skill.

First In, First Out? How Debt Age Affects Debt Repayment

15:20-15:35. Alicia Johnson* (U. of Massachusetts Amherst) Daniel Villanova (U. of Arkansas)
Julio Sevilla (U. of Georgia) Mathew Isaac (Seattle U.) Rajesh Bagchi (Virginia Tech)

Across six studies, including dataset of real loans, we find that consumers prefer to repay
older debt first. This preference is driven by a belief that repaying older debt first is a good
general rule to follow. Underlying this bias is the heightened anxiety that accompanies older
debt.

9.11 CP15: Brand Relationships and Loyalty

14:20-15:40 Forum IJ (floor -1). Chair: Matthew Thomson (U. of Massachusetts Amherst)

The Benefits of Perceived Brand Humility: How Recognition of Limitations,
Appreciation of Others and Teachability Boost Consumer Engagement and Purchase
Intentions
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14:20-14:35. Johannes Berendt (Hannover U. of Applied Sciences and Arts) Joerg
Koenigstorfer* (Technical U. Munich) Abhishek Borah (INSEAD) Ovul Sezer (Cornell U.)

Outside marketing research, humility has been linked with positive consequences. We
introduce the construct of perceived brand humility, featuring three dimensions (recognition
of limitations, appreciation of others, teachability). In four multimethod studies, we show that
humility can increase consumer engagement and purchase intentions by enhancing
perceived brand warmth and competence.

Brand Friendship

14:40-14:55. Byung Cheol Lee* (U. of Houston) Donald Lehmann (Columbia U.) Lan Chaplin
(Northwestern U.)

Do different types of consumer-brand relationships impact brand commitment in different
ways? We find that brand friendship (vs. brand love) more effectively mitigates the negative
impact of brand failures on brand commitment. This is because brand friendship (vs. brand
love) is associated with the sense of comfort (vs. confidence).

Probability-based Loyalty Programs Increase Engagement

15:00-15:15. Adrian Camilleri* (U. of Technology Sydney) Liyin Jin (Fudan U.) Ying Zhang
(Peking U.)

Based on one field experiment and six lab experiments, we find that a probabilistic loyalty
reward program (e.g., “buy 9 get 1 free plus a 10% chance to get 1 free after each
purchase”) can be more engaging than a traditional program (e.g., “buy 6 get 1 free”).

Penalizing Faster Achievers: Inferring Competence Based on Highest Achievement
and Number of Trials

15:20-15:35. Yanping Tu (The Hong Kong Polytechnic U.) He Zou* (Peking U.) Xing Li
(Peking U.)

This research finds that, when selecting service providers with equivalent highest
achievements but varying numbers of trials, consumers prefer those with more trials,
despite their potentially lower competence. This is because consumers use the number of
trials as an indicator of experience, rather than sample size.

9.12 Workshop: Designing Better Studies: On Stimulus Sampling, Data Collection, and
Replications

14:20-15:40 Forum AB (floor -1). Chair: loannis Evangelidis (ESADE). Participants: Hannah
Perfecto (Washington U. in St. Louis) Quentin André (U. of Colorado at Boulder) Oleg
Urminsky (U. of Chicago) Berkeley Dietvorst (U. of Chicago) Nicholas Reinholtz (U. of
Colorado at Boulder) Andres Montealegre (Cornell U.) Uri Simonsohn (ESADE)

This workshop will focus on recent advancements in designing and conducting consumer
research studies. It will focus on three main topics: stimulus sampling, data collection, and
replication. Attendees will be provided with actionable insights and tools for sampling
stimuli, collecting data more efficiently, and integrating replication into their research.

9.13 Roundtable: Race as a Social Construct and its Impact on Consumption Response

14:20-15:40 Forum C (floor -1). Chair: Tracy Rank-Christman (U. of Wisconsin-Milwaukee)
Esther Uduehi (U. of Washington). Participants: Hyun Euh (U. of lllinois at Urbana-
Champaign) Samantha Cross (lowa State U.) Stephanie Dellande (Menlo College) Aziza
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Jones (U. of Wisconsin-Madison) Broderick Turner (Virginia Tech) David Wooten Julian
Saint Clair (Loyola Marymount U.) Beatriz Pereira (Monash U.) Kate Christensen (Indiana
U.) Angela Lee (Northwestern U.) Ordabayeva Ordabayeva (Boston U., Questrom School
of Business) Lez Truijillo Torres (U. of lllinois Chicago) Tonya Bradford (U. of California,
Irvine)

In this round table, we aim to discuss race as a social construct and the impact racial
identities have had on consumers’ marketplace experience and response. Through small
group discussions, participants will engage with scholars on  starting projects and
conversations on future ideas relevant to marketing research on race.

9.14 Roundtable: La Pensée Artistique: Artistic Thinking in Consumer Research

14:20-15:40 Forum GH (floor -1). Chair: Jonatan Sodergren (U. of Bristol) Participants: lleyha
Dagalp (U. of Gothenburg) Athanasia Daskalopoulou (U. of Liverpool) Pierre Guillet de
Monthoux (Stockholm School of Economics) Annamma Joy (U. of British Columbia) Finola
Kerrigan (U. of Birmingham) Robert V. Kozinets (U. of Southern California) Anthony
Patterson Pilar Rojas Gaviria (U. of Birmingham) Sophie Whitehouse (King's College
London)

This panel highlights the role of art in consumer research, focusing on methodology, theory-
building, and impact-making. Panelists will share their experiences of drawing from different
aesthetic forms and discuss implications for humanistic inquiry in consumer research. We
seek to highlight the ongoing relevance and future opportunities of art-orientated consumer
research.

15:40-16:00 — Coffee Break - Located throughout the Conference Center

10.01 Special Session: Generated by Al: Consumer Perceptions of Al versus Human
Creations

16:00-17:20 Loft A (floor 3). Chair: Ann Schlosser (U. of Washington)

Generative Al is increasingly used to create and co-create content. Yet, to what extent does
Al make us stronger together? The articles in this session examine consumers’
perceptions of the content created by Al (vs. humans or machines) in terms of
meaningfulness, competence, time invested, valuation, effort, and psychological
ownership.

Artificial Aesthetics: Exploring Consumer Perceptions of Al-Created Art

16:00-16:15. Tim Doering* (Maastricht U.) Rebecca Chae (Santa Clara U.) Emir Efendic
(Maastricht U.) David Finken (ETH Zirich)

We examine how perceived meaning differs between Al-generated and human-generated
artwork. Across five studies, Al-generated art is consistently seen as less meaningful due to
lower perceived intentional stance. This translates to reduced monetary valuation of Al
artwork, suggesting that perceived artistic intent may influence value.

Beyond the Designer: Unraveling Consumer Preferences Towards Al-Crafted Products

16:20-16:35. Queenie Zhu* (Ivey Business School) Matthew Philp (Toronto Metropolitan U.)
Ethan Pancer (Saint Mary's U.) Theodore J. Noseworthy (York U.)
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Artificial Intelligence (Al)’s emergence revolutionizes product design, offering efficient and
effective solutions for brands. This work examines the impact of Al-designed products,
perceived as lacking human essence. Findings from two experiments reveal lower
consumer preference for Al-designed products, driven by a perceived brand’s lack of
competence.

Consumer Valuation of Generative Al Creations

16:40-16:55. llyung Cheong* (KAIST) Xuying Leo (Wageningen U.) Julian De Freitas (Harvard
U.) Young Eun Huh (KAIST) Stefano Puntoni (U. of Pennsylvania)

Generative Al, including OpenAl's GPT-4 and DALL-E3, is changing how consumers engage
with creative work. Yet, how consumers value generative Al's creations remains
underexplored. Our six experiments show that consumers associate longer creation times
by generative Al with an increased perceived amount of work, leading to higher value
judgments.

Collaborating With a Human or a Machine: Implications for Perceived Ownership

17:00-17:15. Ann Schlosser (U. of Washington) Kevin Jiang* (U. of Washington)

This research examines the psychological ownership of content co-created with Al (vs.
humans). People generally feel less ownership when assisted by Al than humans or
machines. However, when they partnered with Al (vs. another human) in content creation,
they felt more ownership, especially when they felt more capable.

10.02 Special Session: Making Home in a Digitized, Global and Neoliberal Society

16:00-17:20 Loft B (floor 3). Chair: Zahra Sharifonnasabi (Queen Mary U. of London)

We examine the meanings of home in the increasingly globalized and digitized world and
shed light on their implications on consumer well-being and identity.\We advance the
perspective of ‘home as a set of practices’ by examining the meanings of objects and
everyday actions in transforming a space into a home.

Home and Psychological Well-being in Global Consumer Mobility

16:00-16:15. Zahra Sharifonnasabi* (Queen Mary U. of London) Mimoun Laetitia (ESCP
Business School) Fleura Bardhi (City, U. of London)

What is home in global mobility? In a qualitative study, we identified four types of home that
coexist in global mobility: emotional-home, home-away-from-home, base-of-operation, and
home-on-the-road. They serve different psychological purposes, at times in opposition or
complementary: respectively, belonging and ontological security; functioning and
psychological ownership; productivity; and flexibility.

At Home Anywhere: How Making Things Yourself Increases Groundedness

16:20-16:35. Arnaud Monnier* (Nova School of Business and Economics) Martin Schreier
(WU Vienna) Stijn van Osselaer (Cornell U.)

Across six lab, online, and field studies, we document that making things yourself increases
groundedness, defined as deep emotional connectedness to one’s social, physical, and
historical environment. Groundedness is linked to important well-being outcomes. We also
show how brands can generate vicarious feelings of self-production, and thus increase
consumers’ groundedness.

The Art of Traveling Minds: Imagining Home Consumption
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16:40-16:55. Christiane Aufschnaiter* (MCI The Entrepreneurial School) Sarah Schwarz (U. of
Innsbruck) Cristel A. Russell (Pepperdine U.)

This study draws attention to home consumption in the context of voluntary global mobility.
We introduce the art of traveling minds to pinpoint how cosmopolites access imagination to
establish a sense of hominess in their otherwise transient lives. These consumers perform
mind-wandering across past, present, and future orientations.

Neoliberal Self-Responsibilization through the Quest for Newness

17:00-17:15. Annetta Grant* (Bucknell U.) Jay Handelman (Queen's U.)

This work conceptualizes the ‘professionalized consumer’, a consumer subject that emerges
in today’s neoliberal society. We show how the professionalized consumer strategically
deploys material objects as markers of standardization and expertise to showcase their
adept self-responsibilization and success.

10.03 Special Session: Track Record: Impacts of Behavioral Tracking on Consumer
Behavior

16:00-17:20 Loft DE (floor 3). Chair: Kathryn Hillegass (U. of California, San Diego)

Leveraging both longitudinal field experiments and controlled lab settings, the session delves
into how tracking and communicating consumer actions influences behavior. Topics include
the effects of streaks on social media use and donations, the impact of how product
ownership is communicated on loyalty, and the signaling value of behavioral tracking.

The Good, The Bad, and the Streaky: A Field Experiment on How Highlighting Patterns
of Social Media Use and Abstinence Affect Behavior

16:00-16:15. Kathryn Hillegass* (U. of California, San Diego) Jackie Silverman (U. of
Delaware) Rachel Gershon (U. of California, Berkeley) David Griining (U. of Heidelberg)
Frederik Riedel (One Sec) Donatus Wolf (U. of Potsdam)

We investigate the impact of tracking social media use in a 6-week field experiment. While
highlighting “positive” behavioral streaks increased resistance—actively choosing not to
proceed—to social media, they paradoxically elevated initial attempts at opening social
media apps, overshadowing participants’ intended goal of mindful usage.

Collective streaks motivate prosocial behavior

16:20-16:35. David Levari (Harvard U.) Michael Norton* (Harvard U.)

Can informing consumers about the actions of others encourage even very unpopular
prosocial behavior? In seven experiments, highlighting collective streaks of behavior across
individuals (“the last X people in a row donated”) increased charitable donations more than
traditional descriptive social norm messages (X% of people donated”).

Since When? How Communicating Length of Product Ownership Influences
Perceptions of Loyalty and Future Behavior

16:40-16:55. Jackie Silverman™ (U. of Delaware) Alixandra Barasch (U. of Colorado at
Boulder) Christophe Lembregts (Erasmus U. Rotterdam)

Three preregistered experiments show that consumers feel greater brand loyalty and are
more likely to use the product when product ownership is communicated as a length of time
(“You've used this for a year!”) versus from a date (“You've used this since March 2023!").

Behavioral Tracking as a Status Symbol

17:00-17:15. Denny Huynh* (Duke U.) Jordan Etkin (Duke U.) Tanya Chartrand (Duke U.)
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Behavioral tracking is increasingly prevalent. But while tracking is known to affect behavior,
what do consumers think about others who track? Seven studies demonstrate that tracking
signals social status. This occurs because tracking increases inferences of self-control.
Consequently, when tracking does not signal self-control, the effects are attenuated.

10.04 Special Session: Novel Perspectives on Consumer Judgments Under Uncertainty

16:00-17:20 Loft G (floor 3). Chair: Stephan Carney (U. of Southern California) Eitan Rude
UCLA

Uncertainty is a central feature of many consumer judgments and decisions. This session
brings together four papers that consider how consumers evaluate expert judgments in the
face of uncertainty, how they form their own judgments, and how their preferences are
shaped by uncertainty even after it has been resolved.

The Pick the Winner-Picker Heuristic: Preference for Categorically Correct Forecasts

16:00-16:15. Jay Naborn* (Washington U. in St. Louis) Jonathan E. Bogard (Washington U. in
St. Louis)

Experts typically define good forecasting as error minimization, but consumers prefer
categorically correct forecasts (e.g., picking election winners vs. getting close on the
margin). In eight preregistered studies, we establish the “pick-the-winner-picker heuristic”
and its mechanism: consumers primarily evaluate forecast quality by performance on the
materially most important outcome.

Evaluating Point and Range Predictions Under Epistemic vs. Aleatory Uncertainty

16:20-16:35. Eitan Rude* (UCLA) Hal Hershfield (UCLA) Felipe M. Affonso (Oklahoma State
U.) Amin Shiri (Texas A&M U.) Craig Fox (UCLA)

Experts can express predictions with varying levels of precision. Five preregistered studies (N
=2,157) show that listeners’ evaluations of such predictions (and the experts making them)
depend upon the perceived nature of uncertainty. These results have implications for the
communication of uncertainty and the interpretation of confidence intervals.

Unpacking as an Intervention to Improve Time Estimates Under Epistemic vs. Aleatory
Uncertainty

16:40-16:55. Stephan Carney* (U. of Southern California) Gulden Ulkumen (U. of Southern
California)

Three studies (N = 1,652) reconcile when and why unpacking tasks into subordinate steps
reduces planning fallacy. When consumers perceive task uncertainty as random (aleatory)
versus knowable (epistemic), they buffer estimates because each step feels like an
additional opportunity for things to deviate from their plan in unpredictable ways.

When Goods Were Odds: Do People Prefer Goods that Stem from Uncertainty?

17:00-17:15. Beidi Hu (U. of Chicago) Siyuan Yin (U. of Pennsylvania) Alice Moon*
(Georgetown U.)

Seven preregistered studies (N = 9,611) demonstrate that consumers prefer goods stemming
from uncertain sources (e.g., lotteries). This is because people perceive having “won”
previously uncertain goods. Supporting this proposal, this effect attenuates when the
perception of winning is reduced (for the worst outcome from uncertainty, and for losses).

10.05 Special Session: Context Effects and Consumer Memory
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16:00-17:20 Loft H (floor 3). Chair: Andrew Meyer (The Chinese U. of Hong Kong)

Many purchasing decisions are based on recollections of previously observed products or
product descriptions. This session employs a mixture of lab and field data to bridge
consumer behavior and cognitive psychology literatures, as it explores how subsequent
choice is affected by recollections of previously observed context.

Consideration Set Entry Order is Crucial: Theory and Evidence from the Lab and Field

16:00-16:15. Ariel Fridman* (ESADE Business School) Wendy Liu (U. of California, San
Diego) On Amir (U. of California, San Diego) Karsten Hansen (U. of California, San Diego)
[tamar Simonson (Stanford U.)

Well-established decision-making theory involves a critical stage of consideration set
formation, though how the process works and affects choice is not well-understood. This
work investigates the process by which alternatives enter the consideration set, and
critically, how entry order predicts subsequent choice, with evidence from laboratory and
large-scale field data.

Positive Contrast Scope Insensitivity

16:15-16:30. Guy Voichek* (Imperial College London) Nathan Novemsky (Yale U.)

We show that the size of an attribute difference between products affects negative contrast
effects, but not positive contrast effects. Consequently, contrast from small differences
makes the superior product seem better without making the inferior product seem worse.
Consideration, not value, of the size of the difference drives this asymmetry.

The Power of Presentation: Sequential vs. Simultaneous Presentation and Choices
from Memory

16:30-16:45. Natalie Moore* (U. of Chicago) Oleg Urminsky (U. of Chicago)

Our research tests the impact of presenting information sequentially versus simultaneously on
memory and product choice. We find that viewing information sequentially (vs.
simultaneously) significantly improves recall. As a result, we find that providing (negative)
product quality information has a greater impact on choice in a sequential (vs.
simultaneous) presentation.

Primacy and recency in consumer reference point formation: a consideration time
model

16:45-17:00. Andrew Meyer* (The Chinese U. of Hong Kong) Francisco Cisternas (The
Chinese U. of Hong Kong)

We report experiments examining reference point formation across sequentially presented
products. Unlike the recency effects found in the reference price literature, we find that the
first product has more impact than the most recent product. We propose that the influence
of each reference value is proportional to its consideration time.

10.06 CP10: Time out of Mind: Saving, Buying, Perceiving, Responding, and
Experiencing Time

16:00-17:20 Loft C (floor 3). Chair: Priya Raghubir (New York U.)

Impatient for Impact: Intertemporal preferences for earlier donation impact timing

16:00-16:10. Jieyi Chen* (U. of Chicago) Oleg Urminsky (U. of Chicago)

Four studies show that people prefer a charity program with a sooner impact timing, holding
constant donation timing, across domains and timeframes. Contrary to time-discounting for
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oneself, present bias was not observed in donation impact timing. Donors were willing to
pay more funds to overhead in exchange for sooner impact.

The Cost of Saving Time: The Unintended Consequences of Saving Time for Low-
Income People

16:10-16:20. Nazli Gurdamar-Okutur* (Koc U.) Hanife Armut (Koc U.)

Lower-incomes individuals are judged more negatively and receive less donation support
when they make time-saving purchases. This is because saving time is perceived as luxury:
saved time is associated with free time and leisure, and is impermissible for low-income
people. However, saving time for work can alleviate these negative judgments.

The Days are Long but the Years Fly By: Scale Effects on Temporal Discounting

16:20-16:30. Katherine Burson (U. of Michigan) Rebecca Chae* (Santa Clara U.) Richard
Larrick (Duke U.)

We examine the historically elusive impact of numerosity on intertemporal decisions, finding
scale effects by using sensitive elicitation measures and focusing on present bias. We show
that expanded temporal scales consistently produce stronger present bias than contracted
scales because they make time between the present and future feel longer.

Mid-Session Q&A

16:30-16:40.

A Matter of Time: The Impact of Punctuality on Consumer Judgments

16:40-16:50. Raina Zhang* (New York U.) Priya Raghubir (New York U.)

This research examines the effects of punctuality on consumer evaluations and behaviors.
Five experiments indicate that not only are late arrivals perceived negatively, but
surprisingly, so are early arrivals. These perceptions are moderated by the opportunity
costs and benefits associated with punctuality, and mediated by the extent of expectancy
disconfirmation.

Fast, Faster, Too Fast: The Impact of Short Delivery Times on Product Returns in
Online Retailing

16:50-17:00. Simon Masuch (U. of Wirzburg) Jan R. Landwehr* (Goethe U. Frankfurt)
Christoph M. Flath (U. of Wiirzburg) Frédéric Thiesse (U. of Wirzburg)

Based on two large-scale field studies with roughly 1.9 million observed transactions of a
fashion retailer’s online shop, we show that shorter delivery times of less than three days
increase the likelihood of a product being returned. A third quasi-experimental study
indicates that cognitive dissonance may explain this finding.

Too Slow to Hire: Penalties for Slow Responders in Hiring Decisions

17:00-17:10. Einav Hart (George Mason U.) Eric VanEpps (Vanderbilt U.) Ovul Sezer (Cornell
U.) On Amir* (U. of California, San Diego)

Across three experiments (N=2655) and transaction data from an online marketplace (N=~6.5
million), freelancers are expected to respond to job requests in one day or less. Slower (vs.
faster) responders are perceived as less warm and less competent, and in turn are less
likely to be hired.

Final Q&A

17:10-17:20.

10.07 CP10: Let's Talk about...Reviews, Posts, and WOM
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16:00-17:20 Forum EF (floor -1). Chair: Sokiente W. Dagogo-Jack (U. of Georgia)

To Post or Not to Post: How Minority Opinion and Posting Frequency Impact Online
Review Posting

16:00-16:10. Jana Méller-Herm* (Freie Universitéat Berlin) Sabrina Gottschalk (City, U. of
London) Alexander Mafael (Stockholm School of Economics)

We examine how finding one's opinion in the minority (vs. majority) of previous ratings affects
a consumer's decision to post an online review. Five experimental studies and field data
show that frequent (vs. infrequent) posters prefer review environments in which their
opinion belongs to the minority of previously posted ratings.

Spheres of Influence: Exploring Popularity as a Source of Perceived Expertise

16:10-16:20. Krissa Nakos* (U. of Georgia) Sokiente W. Dagogo-Jack (U. of Georgia) Marcus
Cunha Jr. (U. of Georgia)

Four studies demonstrate that consumers mistake influencers’ popularity for expertise, which
increases the likelihood of advice-taking. However, this is moderated when the advice is
about topics dissimilar from the influencer's main area of focus, when consumers can verify
the influencer’s expertise, and when making choices for oneself (vs. others).

Are Critics More Credible? When Positivity is Expected, Negative Reviewers are
Perceived to be Less Credible

16:20-16:30. Junha Kim* (Rutgers U.) Joseph Goodman (The Ohio State U.)

Across various domains, 15 studies demonstrate that consumers judge sources to be less
credible when their messages are negative rather than positive because they violate
expectations. In rare situations when consumers do not expect positivity, credibility is not
damaged. The findings show that being critical can damage one’s credibility.

Mid-Session Q&A

16:30-16:40.

The Effect of Company Size on Online Word of Mouth

16:40-16:50. Jan Klostermann (U. of Cologne) Anne Flaswinkel (U. of Bielefeld) Chris
Hydock* (Tulane U.) Reinhold Decker (U. of Bielefeld)

We document a negative effect of company size on WOM that occurs because individual
consumers are more likely to share WOM following positive (negative) experiences with
smaller (larger) companies. Consumers seek to help (and are amenable to hurting) smaller
(larger) companies by sharing WOM about positive (negative) experiences with them.

Friend and Foe: Understanding the Impact of Complimentary Competitor Content on
Consumer Behavior

16:50-17:00. Inbal Stockheim* (The College of Law and Business) Dikla Perez (Bar llan U.)
Yael Podkamien (College of Management Academic Studies)

This research explores the impact of "Complimentary Competitor Content" (CCC) whereby
competitors endorse one other. Four studies demonstrate that CCC boosts interest,
enhances evaluations, and increases likelihood to purchase from the competitor. The effect
is driven by heightened competence and warmth perceptions and moderated by competitor
content valence.

Consumer Responses to the Personalization of Marketing Communications: A Meta-
Analysis
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17:00-17:10. Xia Liu (U. of Groningen) Marijke Leliveld* (U. of Groningen) Tammo Bijmolt (U.
of Groningen) Hong Zhao (U. of Chinese Academy of Sciences)

A meta-analysis was performed to assess the effect of personalization on consumer
responses. A total of 68 papers and 523 effect sizes were included. We find personalization
having stronger effects on marketer-intended than on marketer-unintended responses. We
also find several theoretically relevant moderators affecting these effects.

Final Q&A

17:10-17:20.

10.08 CP15: Effects of Social Influence and Perception

16:00-17:20 Studio AB (floor 2). Chair: Selin Goksel (Vrije Universiteit Amsterdam)

The Impact of Social Crowding on Consumer Preference for Color Contrast

16:00-16:15. Ying Ding (Renmin U. of China) Echo Wen Wan* (The U. of Hong Kong) Chen
Yang (Jimei U.)

We present five studies to demonstrate that social crowding will activate consumers’ need for
demarcation between self and others, which in turn enhances their preference for products
designed with higher color contrast image. We also document two boundary conditions of
this effect and provide process support.

The Choice Architect Doth Protest Too Much: Ironic Effects of Behavioral Interventions
on Perceptions of Descriptive Social Norms

16:20-16:35. Jon Bogard* (Washington U. in St. Louis) Noah Goldstein (UCLA)

Solutions can imply antecedent problems (e.g., glasses imply nearsightedness). Analogously,
we show that behavioral interventions (i.e., “nudges”) can leak negative information about
prevailing descriptive norms (i.e., “negative social proof’). This inference diminishes the
efficacy of the intervention, perhaps explaining why lab-tested nudges sometimes fail in
psychologically rich field contexts.

The Speed of Awesome: Slow and Fast Motion Create Awe by Inducing Perceptions of
Temporal Vastness

16:40-16:55. Anika Stuppy* (Tilburg U.) Craig Anderson (HEC Paris) Anne-Laure Sellier (HEC
Paris)

We show that slow-motion and fast-motion footage elicits awe. The effect emerges because
these techniques make movements visible that are imperceptible in real time which
illustrates that people’s experience of time is limited (i.e., time is vast) and subsequently
inspires viewers to update their beliefs (i.e., engage in accommodation).

What Feels New? Social Network Novelty and The Feeling of Discovery

17:00-17:15. Selin Goksel* (Vrije Universiteit Amsterdam) Jonathan Berman (London
Business School)

When do consumers feel like they discoveredsomething new? We find that consumers
experience a greater sense of discovery with a self-relevant object when it is unknown to
their close social network, independent from its general popularity. That is, social network
value trumps popularity in driving consumers’ sense of discovery.

10.09 CP15: Impact of Communication on Engagement and Perception
16:00-17:20 Studio DE (floor 2). Chair: Kuangjie Zhang (Nanyang Technological U.)
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Human Speech in Luxury Brand Videos Reduce Consumer Desire: The Mediating Role
of Diminished Awe

16:00-16:15. Zitian Adam* (U. of Lausanne) Felicitas Morhart (U. of Lausanne) Francine
Petersen (U. of Lausanne) Craig Anderson (HEC Paris)

This research empirically analyzes 6,646 luxury car brand videos and 125,679 user
comments, revealing that the mere presence of human speech (e.g., narrations) in luxury-
branded videos diminishes consumers’ desire for the showcased products, and this effect is
mediated by reduced feelings of awe. A follow-up lab experiment confirms these findings.

Rhetorical Repetition: A Fluency Perspective on Brand Slogan Liking

16:20-16:35. Lennart Kehl* (Goethe U. Frankfurt) Niklas Schroder (Goethe U. Frankfurt) Jan
R. Landwehr (Goethe U. Frankfurt)

This article presents an easily implementable way to enhance brand slogans beyond their
semantic content: phonetic, rhetorical repetition. Using a dataset of real brand slogans, it is
demonstrated that slogans making use of repetitive patterns are liked more and
remembered better by consumers.

Speed or Skip: The Dual Paths of Video Consumption Efficiency and Their Impact on
Viewer Engagement

16:40-16:55. Chan Li* (Zhejiang U.) Yixia Sun (Zhejiang U.)

Despite extensive research on content engagement, user video-playing behavior's impact
remains understudied. Our investigation delves into the efficiency-oriented strategies of
skipping versus speeding during video consumption, revealing how they distinctly affect
viewer engagement, particularly through immersion, shedding light on practical implications
for both video platforms and creators.

Too Intimate to Indulge: The Impact of Intimate Language in Service Contexts on
Indulgent Consumption

17:00-17:15. Huitian Zhang* (Hong Kong Baptist U.) Kuangjie Zhang* (Nanyang
Technological U.) Lei Su (City U. of Hong Kong)

This research explores how intimate language used by service providers influences consumer
perception and behavior. We show that intimate language used by service providers can
cause consumers to conceal their true preferences and thus reduce their indulgent
consumption. A series of studies provide robust evidence for this phenomenon.

10.10 CP15: Categorization and Inference

16:00-17:20 Studio F (floor 2). Chair: Elizabeth Friedman

“Cashmere Socks” or “Socks Made of Cashmere”: The Effect of Categorization on
Consumer Valuation

16:00-16:10. Elizabeth Friedman (Columbia U.) Jingxuan Liu* (Columbia U.) Ravi Dhar (Yale
u.)

We propose that consumers generally categorize goods (e.g., cashmere socks) by their
product categories (e.g., socks) rather than their attribute categories (e.g., cashmere
goods), thereby underweighting relevant product considerations. Five studies find that
subtle differences in the choice environment can influence categorization and the resulting
valuation of the item.
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How Perceived Physiological Satiation Influences Vegetarian Proteins’ Perception and
Food Consumption

16:15-16:25. Sumayya Shaikh* (Grenoble Ecole de Management) Amanda Yamim (Grenoble
Ecole de Management) Carolina O.C. Werle (Grenoble Ecole de Management)

We investigate how perceived physiological satiation influences consumers’ reactions to
vegetarian (vs. animal) proteins. Consumers perceive vegetarian proteins as less caloric
than meat due to enhanced healthiness perceptions but also due to decreased perceptions
of physiological satiation influencing food consumption in the field. An intervention
manipulating satiation is tested.

Who Likes It More? Inferring Others’ Preferences from Consideration Set Size

16:30-16:40. Minkwang Jang* (Singapore Management U.)

This research examines how consumers and marketers infer others' preferences based on the
size of their consideration sets: People infer individuals with smaller consideration sets
have a stronger liking for options within their set, neglecting that a smaller consideration set
reflects a weaker liking of the overall category.

How Consumers' Biased Judgments of Alcohol Type Can Prevent Alcohol
Overconsumption

16:45-16:55. Jerry Grimes* (U. of California, San Diego) Carolina O.C. Werle (Grenoble Ecole
de Management) Amanda Yamim (Grenoble Ecole de Management)

We document an alcohol-type bias, whereby perceptions of alcohol content and intoxication
are lower for soft (e.g., beer) versus hard alcohol (liquor)—even when alcohol content is
constant. This bias’s downstream consequences can be reversed by providing alcohol
equivalence information for soft alcohol in its equivalent number of vodka shots.

10.11 CP15: Happiness, Life Events, and the Arts

16:00-17:20 Forum IJ (floor -1). Chair: Dionysius Ang (U. of Leeds)

Negative Life Events and Eudaimonic Consumption

16:00-16:15. Davide Christian Orazi (Monash U.) Satheesh Seenivasan (Monash U.) Elena
Fumagalli* (INCAE Business School) Kyle B. Murray (U. of Alberta)

We combine panel data and experiments to demonstrate how major negative life events
(NLEs: divorce, death of a partner) increase eudaimonic (vs. hedonic) consumption. The
effect, driven by increased loneliness and meaning seeking, is suppressed when
consumers receive alternative cues to meaning.

Failing at Leisure: Pursuing Hobbies in an All-or-Nothing Culture

16:20-16:35. Mengchen Zheng* (Boston U.) Anat Keinan (Boston U.) Nailya Ordabayeva
(Boston U.)

Hobbies are meant to be fun and relaxing. However, we show that tensions between the
prevailing all-or-nothing culture and the reality of engaging in hobbies as amateurs lead
consumers to have difficulties enjoying their hobbies, quit or avoid hobbies when they
cannot excel, and opt for passive leisure instead.

Beyond the Final Curtain: Creative Symbolic Inmortality and Consumer Preference For
Posthumous Releases

16:40-16:55. Alessandro Biraglia* (Leeds U.) Aulona Ulginaku (Leeds U.) Verdiana Giannetti
(Leeds U.) J. Josko Brakus (U. of Leeds)
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Consumers often come across artistic products (e.g., movies, books, music) released after the
death of their creators. Across a series of studies using different data and methodologies,
we show how consumers evaluate posthumous releases more positively than other
releases due to the creative symbolic immortality they carry.

All's a Muse That Ends Badly: The Impact of Disharmonious Endings on Consumers’
Creative Cognition

17:00-17:15. Yoonho Jin* (The Chinese U. of Hong Kong, Shenzhen) Iris Hung (The Chinese
U. of Hong Kong, Shenzhen) Xiaoyue Ma (The Chinese U. of Hong Kong, Shenzhen)

The authors propose that logically incongruent and undesirable “disharmonious” endings in
stories can enhance consumer creativity and influence creative product choices through
counterfactual thinking. Four studies demonstrate this effect, its underlying mechanism, and
its impact on product choices, thereby contributing to research on creativity, counterfacutal
thinking, and cognitive dissonance.

10.12 Roundtable: Digital Inclusion and Consumer Empowerment

16:00-17:20 Forum AB (floor -1). Chair: Ashok Kaliyamurthy (Oregon State U.). Participants:
Russell Belk (York U.) Lena Cavusoglu (Pacific U.) Jenna Drenten (Loyola U. Chicago)
Amber Epp (U. of Wisconsin-Madison) Colleen Harmeling (Florida State U.) Robert V.
Kozinets (U. of Southern California) Ghalia Shamayleh Andrew Smith (Suffolk U.) Kalinda
Ukanwa (U. of Southern California) Rohan Venkatraman (U. of Birmingham)

How are concerns of diversity, equity and inclusion shaped by the increasingly pervasive use
of digital technologies? This roundtable brings together a diverse, complementary group of
researchers to discuss recent advances in the literature while highlighting emergent
theoretical and methodological issues to enable a robust research agenda.

ACR 2025 Program/AE Committee Meeting (by invitation only)
16:00-17:20 Forum C (floor -1). Selin Malkoc (The Ohio State U.) Avni Shah (U. of Toronto)
Kathleen Vohs (U. of Minnesota)

10.14 Roundtable: Building Bridges Uniting Academia & Practice for Mental Health
Advocacy

16:00-17:20 Forum GH (floor -1). Chair: Dominique Braxton (Loyola Marymount U.).
Participants: Mitchell Hamilton (Loyola Marymount U.) Natalie Ross Adkins (Drake U.) Myla
Bui (Loyola Marymount U.) Julian De Freitas (Harvard U.) Ronald Hill (The American U.)
Jane Machin (Willamette U.) Eli Strzelecka Line Abou Zaki (Centre de santé Richerand)

This roundtable includes academic and professional panelists who have examined mental
health issues using diverse approaches and methodologies. Our panel will highlight
important streams of research on mental health and the role of marketing. We will also
delve into research priorities and the importance of collaborating with non-academic
professionals.
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Gala: Walk to the Gala with sightseeing along the way

17:30-19:30 Hotel Lobby. Dina Rasolofoarison (U. Paris Dauphine-PSL) Cristel A. Russell
(Pepperdine U.)

A 2-hour sightseeing walk through Paris to go to the gala. Bring your walking shoes!

Gala via Metro: Groups Departing Lobby for Gala via Metro every 15 min. Download and
create an account on the IDF Mobilites app first to ride Metro.
18:30-19:45 Hotel Lobby

/ GALA - Bateaux Mouches, Pont de I’Alma, Port de la Conférence\
18:30-19:30 groups depart hotel lobby every 15 minutes via Metro to the Gala.
Please buy your Metro ticket in advance via the Bonjour RATP app.

Pl @PBATEAUX
19:30 Boat Tour 1 Boarding @R

20:00 Boat Tour 2 Boarding
21:30 Boat Tour 3 Boarding
19:30 Stationary Boat Opens
K Hosted by The Ohio State U., Pepperdine U., and INSEAD /



https://www.ratp.fr/en/apps/bonjour-ratp
https://www.ratp.fr/en/apps/bonjour-ratp
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