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ambience, 97
ambivalence, 30, 489
American Marketing Association (AMA), 209
anthropomorphism, 220
apology, 465
appraisals
challenge, 301

756

primary and secondary, 284
threat, 301
arbitrariness, coherent, 627
archetypes, 219
argument
condition (strong versus weak), 41
quality (message strength), 34
arousal, 95-96
labeling, 96
memory and, 100
assertiveness, 38
consumer, 287
assimilation, 420
association, 420424
interpersonal, 421-423
social norms and, 421
attention, 338, 726-728
emotion and, 98-99
narrowing, 93, 100
selective, 95
uncertainty and, 17
visual, 163
attitudes and attitude construct,
29-31
areas for future research, 45
bases, 30
certainty, 31, 40
defined, 29
durability and, 30
impact and, 30
implicit and explicit, 31
strength, 30
strength of
accessibility, 30
confidence/certainty, 4045
defined operationally, 30
extremity, 30
tripartite theory, 30
attributes
ethical, communicating, 520
tradeoffs between, 509-511, 513
audience, 376-378
defined, 369
size, 377, 384

authority, obedience to (Milgram), 309
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Becker-deGroot-Marschak auction, 159
behavior
adaptive, 124-125
angel, 511, 521
attitude-consistency and, 509
consumer
cultural dimensions driving, 725-731
cultural patterns in, 726-730
culture and, 724-731
evolutionary approach to, 122-127
defaults, 659-661
adverse effects of, 661
changing, 659
defining feature of, 661
deviant, tolerance of, 735
error-management theory (EMT) of, 131-132
evolution and, 122-123, 126-127
perspective
benefits, 143
limitations, 144
evolutionarily-informed theories of, 127-130
four questions (explanations for types ) of, 123
identity-signaling, 257-269
culture and, 271
defined, 257
drivers of, 258-259
motives for studying, 272
product/brand adoption and, 257
intention-gap, 658
learning and, 126-127
mismatch theory of, 130-131
prosocial, 433-434, 593
and leadership, 446
proximate and ultimate explanations for, 125-126
risky, 188, 487
teen, 183, 189-191
online, 191
should, 522
sustainable, 602-603
targeting, 619
Behavioral Decision Theory (BDT), 619
Behavioral Identification Form (BIF), 293
Behavorial Decision Theory (BDT)
privacy and, 624-636
beliefs, product, 292-293
belonging, 259-260
defined, 258
participating and, 479
bias
common, and emotions, 638
preferences present-, 634-635
projection, 635
self-positivity, 653
biculturism, 732, 736-737
binding, 595
body esteem, 431
bonding, social, 374
bonds, tax-exempt municipal, 571

boycotting, 574
brands and branding

anthropomorphic, 217
as cognitive psychological phenomena, 211-212
as cultural symbols, 731
as identity markers, 215-216
as meaning-based assets, 209, 211-215, 219-222
as relational partners, 217-218
as servants or partners, 462463
as social glue, 209-218
as socio-cultural phenomena, 213-215
as socio-psychological phenomena, 212-213
biculturalism and, 732
brand biography, 219-220
brand knowledge, 211
brand meaning, 213-215
brand personality, 217, 220
brand tourism, 222
co-created meaning and, 209
communities, 481-488
cultural meaning of, in a global value chain, 738-739
defined, 209-210
extending, 221-222
iconic, 213, 737-738
iconic, and fulfillment of cultural identity goals and,
732-733
life-cycle, 220
markers and, 210
meaning and
changing brand meaning, 220-223
creating meaning, 219-220
meanings and
identity, 215
self-concept congruent, 216
symbolic, 216
presence of culture in, 731-735
repositioning, 221
self-customization and, 245-246
status and, 383
uses of, 209

broadcasting, 373
brokerage, data, 629
buycotting, 574
by-products, 125

Center for Food Safety and Applied Nutrition

(CFSAN), 555

Center for Tobacco Products (CTP), 555
central route process, 37
certainty, 40-45, 143

attitude, 40
argument quality and, 43
information quantity and, 43
physical behavior and, 43
source credibility and, 41
thoughtfulness and, 45
effects on
message, 42-43
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certainty (cont.)
recipient, 43-45
source, 40-42
certification, third-party, 515
channel (medium), 378-379
defined, 100
choice, 427
consumer, in a group setting, 464
others’, 425-426
overload, 467
circle of moral regard, 600
collaboration
benefits of, 709
community and, 706-709
dynamics of group, 712
motivation and, 703-706
survival and, 696-699
utility and, 699-703
collectivism, 607
communication
components of, 369
interpersonal, 368
models of, 369
online, 378-379
phatic, 374
social norms and, 631
synchronous oral, 378
temporality and, 383-386
Communication-Human Information Processing
(C-HIP) Model, 532
Communication-Persuasion Matrix, 531
communion, 447, 457-458
advertising strategies, 455
behavioral differences in, 449-455
brand interaction and, 454-455
consumer-service provider interaction and, 457-458
defined, 446
experiental manipulations, 460
independence-interdependence and, 460461
individual differences in, 447-449
mapping consumer behavior onto, 453-454
material wealth and, 458-468
related constructs, 460-462
relationship styles and, 462-463
situational flexibility and, 453-466
social judgment and, 451-452
social support, 451
communities
brand, 481-488
online
judgments/decisions
interpersonal, 491
product, 490
peer-to-peer problem-solving (P3), 487488
Community Structure and Collaborative
Consumption (Felson and Spaeth), 695
comparison-driven self-evaluation and restoration
(CDSER) model, 430

compensation, 289, 314-316
response to money, 315
size, 316
assortment, 316
status and, 311
competition, 703
intergroup, 704
confidence, 73-74
thought, 39-40
emotions and, 44
configurator/toolkit, 234
conformity, 142
confrontation, 465
conservatism-liberalism, 596-598
construal level theory (CLT), 73-75, 522
Consumer Opt-Out (Network Advertising Initiative), 629
Consumer Product Safety Commission (CPSC), 530
consumer-brand relationships, 455-464
consumer-consumer interaction, 455-457
consumerism, political, 574
consumer-salesperson interaction, 422, 464
consumer-service provider interaction, 457-458
consumption
collaborative, 479
defined, 693-696
motivations for, 696-698
new domains of, 710-713
outcomes of, 713-714
socio-economc goals of, 709-710
technology and, 712
trust and punishment in, 711
compensatory, 268
conspicuous, 21-22, 140, 266, 336
ethical, 507
barriers to, 509
marketplace, 516, 521
psychological, 519
defined, 507-508
factors driving use of, 508
increasing, 516-521
habits, 466-467
hyper-, 693
-relevant effects, 600-601
status
antecedents of, 344-349, 355
competition and, 346
consequences of, 349-353, 355-356
economic, 353
psychological, 350
social, 351
consumer enpowerment and, 349
economic expectations and, 348
economic inequality and, 348
economic resources and, 347
economics of, 356
ethical behavior and, 349
existential threats and, 345
factors
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economic, 349
psychological, 346
social, 347
forms of, 354-356
identifying, 354
managing, 356
mating threats and, 345
outcomes and
company, 352
individual, 352
societal, 353
predicting, 356
psychology of, 353-356
psycho-physical wellbeing and, 350
public settings and, 346
roles of, 343-344, 354
social cohesion and, 351
social interactions and, 343
social perceptions and, 350
threats to self-concept and, 344
through social media, 466
contagion, 431
contamination cues, 431
defined, 431
content
breadth, 386-387
entertaining, 384
loss of control
to marketers, 479-492
to others, 492
context
cue re-alignment, 636
privacy and, 624-626
valuation and, 678
control, illusion of, 629-630
cooling-off (mandatory wait) periods, 637
cooperation
interdependent tasks and, 704
motivation and, 705
other-regarding, 704
COPE inventory, 285
coping
emotion-focused, 106, 296
mechanisms
approach, 297
avoidance, 297
causal, 297-298
consequences of, 292-297
consumer, 282
consumption and, 300-301
cultural differences, 302, 326-327
defined, 283
dispositional versus situation-induced, 288
emotions and, 291-297
engagement versus disengagement, 286
individual differences, 302, 319-321
long-term effects, 299
mental depletion and, 292

outcome variables, 284
personality and situational factors in, 283
proactive, 288
problem- versus emotion-focuses, 298, 301
problem, versus emotion-focused, 285-286
problem-focused, 292-293, 295
psychological threats and, 289-290
rationalizations, 512
situational differences, 321
strategies after goal-failure, 299-300
transactional appraisal and, 283-285
use antecedents for, 289-292
use sequencing, 299
willful ignorance, 512
Coping Inventory for Stressful Situations (CISS), 285
Coping Strategies Indicator (CSI), 285
correlation, intersubject (ISC), 166
cost, 652
counterfactuals, 70
creation
benefits of, 239
co-, 212, 215, 234, 247-249, 738
defined, 247
meaning-, 211, 215, 223
creativity, 243, 246, 480
children’s, 197
decline in, 198
credibility, 32
source, 37, 40
order of information and, 41
thought confidence and, 41
Cruelty-free shopping guide (PETA), 519
culture
classifying in four dimensions, 355
collectivist (COL), 725
consumer behavior and, 724-731
dimensions driving, 725-731
defined, 722
dynamic constructionist view of, 731-732
forms of, 722-723
horizontal
collectivist, 729-730
individualistic, 729-730
individualist (IND), 725
intersubjective, 722
mixing, consequences of, 733-735
priming, 734
purposes of, 723
studying, 723-724
sub-, 739
supra-level, 739
vertical
collectivist, 730
individualistic, 729-730
vertical/horizontal, 725-726
cushion hypothesis, 466
Customer-Based Brand Equity assessment (CBBE),
212
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decision making

dual system of, 163

financial, 602-612

theories about, 164
defense mechanisms (Freud), 283
dehumanization, 492
demographics, 166-167

age, 167

poverty, 167
determinism, reciprocal, 223
development, 123
differences, state-dependent, 168—170
differentiation, 424-427
discounting, 69-70, 685

effect, 69

causes of, 81

rewards, 77

temporal, 69, 81
disposal, product, 463
dissonance, 372

cognitive, 517
distance

psychological, 69, 73-76, 82

varieties of, 73
divulgence, online, characteristics of, 635
Double Perspective Model, 452
Dragonfly Effect, The (Aaker), 6
Dual Concern Theory, 703-704
duration bias, 102

ease of retrieval paradigm, 38
economy
mesh/peer, 695
sharing, 694-695
components of, 695
motivations for, 696-698
EEG/MEG and eye tracking, 158
effect (consequence), 369
effectiveness, 293-296
efficacy, 296-297
response, 296
self-, 284, 531
coping strategies and, 288, 291, 296
defined, 296
eisegesis, 212
elaboration level, 324-325

Elaboration Likelihood Model of Persuasion (ELM),

36-38, 39, 324
emotions, 449-450
attention and, 98-99
stages of, 98
broaden and build model of positive, 197
conscious versus unconscious, 92-93
consumer behavior and, 91-93
defined, 91
dual process (AE-AR) model of, 107-108
future estimates and, 104
high arousal, 385

incidental, 104
pre-induced, 100
integral, 98, 104
memory and, 99
outcomes of, 98-105
preferences and, 105
processing style and, 102
properties of, 91
regulation, 371-373
sources of, 97-98
task-related, 97
validity and
ecological, 98
external, 98
empathy gap, 103
endorsements
celebrity, 162
expert, 656
majority, 41
endowment, 626627
entertainment, 480
entourage effect, 351
Environmental Defense Fund, 521
exclusion, 423424
executive functioning, 182
expected-value framework, 69
expertise, 32
Extended Version of Personal Attributes
Questionnaire, 460
extraversion, 287
extremity, 29
eye tracking, 161

Facts-Up-Front (Grocery Manufacturers of America
and Food Marketing Institute), 543
failure
categories of, 70
goal, 299-300
product, 465, 486, 605
safely experiencing, 181, 193, 196-198
self-control, 70, 79, 290, 466, 658
service, 298, 325, 606
Fair Trade certification, 515
mark, 508
Family Smoking Prevention and Tobacco Control Act
(FSPTCA), 533, 538
Federal Cigarette Labeling and Advertising Act
(FCLAA), 533
Federal Communications Commission (FCC), 530
Federal Trade Commission (FTC), 530
feelings
-as-information hypothesis, 101, 106
biological, 92-93
cognitive, 35
finance, consumer, 539
fluency mechanism, 494
Food and Drug Administration (FDA), 530
food and supplements, 552-553
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free play, 196-198 life, 6-14
functional magnetic resonance imaging (fMRI), 152 effects of, 13-14
benefits of, 158, 160 behavioral, 14
fundamental motives framework, 132-134, 142 health, 13
interpersonal, 13
gastronomy, Darwinian, 136 mental, 13
gender, 459 workplace, 13
generosity, 189, 401, 447 experienced as excitement versus calm, 9
emotional benefits of, 7 experiences and, 7-8
gifting money and, 6-7
accepting, consuming, discarding protocols in, prosocial spending, 6-7
408410 time and, 8-13
appreciating, 407408 Happy Money (Dunn and Norton), 6
bi-directional, 412413 health
building relationships through, 410-412 and healthcare tradeoffs, 652-657
charitable, 433, 457, 522, 598, 601 price-quality, 655
tax-deductions and, 570 self-control and, 658
consumer brand relationships and, 415 tiered-pricing, 656
cultural ideals and, 398 treatment efficacy, 657
downstream effects of, 405-406 incentives and, 661-663
experiential, 411 precommitment and, 663-665
giver ideals and, 400-402 prevention and, 657-659
individual differences (givers and recipients), 414 risk, 647-652
long-term effects of, 413 self control and, 659-661
perspectives on technology, and privacy, 658—665
giver’s, 399-406 Health Belief Model, 648, 652
recipient’s, 406412 Health Insurance Portability and Accountability Act
recipient understanding and, 402-403 (HIPPA), 665
reciprocal, 398, 409 hedonic editing, 18
relational intimacy and, 404 heuristic-systematic model (HSM), 36
relationship commitment and, 403-405 hierarchy
self-verifying, 400 attributes in ordering, 332
social bond preservation and, 398 origin, 340
social inequality remediation and, 411 shape, 339
social integration and, 404 social, 332
taboos concerning regifting, 409 basic consequences of, 339
gleaning, 698 basic principles of, 334
goods, lumpy, 707 benefits of, 335
gossip, 373 contingency theories of, 335
granularity, mid-grained, 707 coordination, 335
graphic health warnings (GHWs), 533-536 decision-making, 335
gratitude, 193-194 motivational, 335
materialism and, 193 defined, 334
Green Guides (Federal Trade Commission), 515 stability, 340
greenwashing, 515-516 high efficacy, 295
Guiding Stars (Hannaford Supermarkets), 543 history
brand, 210, 220
happiness evolutionary, 123
consumption, 14-18, 138-141 adaptations and, 125
choice satisfaction and, 14-17 life, 141, 686
choice closure, 16 homophily, 495-496
choice overload, 16, 242 hypocrisy, moral (defined), 509
customer surveys, 52 hypotheticality, 74
differentiation, 15
ritual, 17 identity
experiental, 17-18 as a social categorization mechanism, 591
shared, 18 chronically important, 593
health and, 450-451 consistent, 591
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identity (cont.)
consumer, 589
defined, 590
signaling, 426427
cultural
categorizing, 739-741
defined, 733
salient, 733
unprimed, 737
defined, 590
interactive effects of moral and political, 608
correlates for practice, 608
cultural differences and, 607
mechanisms of, 608
mediators, 608
managing, 479
moral, 434, 456, 591-594, 598-601
assessing, 592-594
conceptualizing, 591-592
defined, 590-591
dimensions of, 592
negative effects on, 599-600
other social identities and, 599
salient, 604, 606-607
political, 594-598, 601-603
assessing, 596-598
conceptualizing, 594-596
consumer preferences and, 603
defined, 590
political party affiliation and, 594
role, 605-607
defined, 605
salient, 591
self-, and consumption, 454-468
self-importance and, 590
situationally activated, 590
social class and, 673-688
strength of, 590
temporarily accessible, 593
verification, 591
IKEA effect, 10
ill-structured open (blank canvas) paradigm,
243-244
imaging data, and inferred psychological processes,
170-171
impression management, 370-371, 432-434, 728
individualism/collectivism, 725
individualizing, 595
inference
forward, 170
online, 494496
reverse, 170-171
influence
explicit social
defined, 420
implicit social
defined, 420
motivators of, 420

information, 727
acquisition, 373-374, 479
affective, 108
credibility of source, 41
ethical attribute, pattern for memory of, 513
feelings and, 101, 106
incongruent, 728
liking and, 17
low- and high-level, 74
nutrition, 542
front-of-package (FOP), 543-547
home consumption, 542-543
label, 542-543
evaluative/interpretative, 559
modifications, 549
nutrient-specific or reductive, 543
outside of home consumption, 549-551
processing, 726-728
holistic, 727
individuating, 728
profile, 9
provision, 636
psychological adaptations and, 125
sharing, 491-494
statistical, 130
theories about processing, 160-161
trustworthiness and, 32
useful, 375-376
validity of, 41
innovation, democratizing, 233
intensity bias, 103
interdependence theory, 705
internalization, 592-599
intersubject correlation (ISC), 104

Journal of Consumer Psychology (JCP), 180
Journal of Consumer Research (JCR), 180, 223
judgments, comparative, 627-629

language
figurative (defined), 484
level of abstraction and, 485
use, 387
last place aversion, 21
learning, 450
learning
observational, 373
less is more effect, 17
life-history strategies, 141
environment and, 141
Logic Model, 531
looming, auditory, 132
loss aversion, 626627
loyalty programs, 463
lying, 465

MacArthur Scale of Subjective Socioeconomic Status,

681
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markers
biological, 167-168
brands and, 210
defined, 209
dispreferred (defined), 485
Marketing Science Institute (MSI), 233
markets
demand side, 721
supply side, 721
materialism, 188-189, 191
defined, 188
factors contributing to, 188
social status and, 189
mavenism, marketing, 287
measurement
challenges when dealing with children, 187
memory, 450
agency and, 450
communion and, 450
message, 370-376
content, 729-730
control, 478
defined, 369
distance and timing, 478
format, 477
persuasiveness of advertising, 730
senders and recipients, 477
metacognition (defined), 38
mimicry, 425
mindsets
psychological construal, 293
stress, 301
mine-o-saurs (toddlers), 7
Model of Consumer Responses to Warnings and
Disclosures, 532, 536, 553
money
adults and, 184
children and, 184-185
mood, 91-92
congruence, 101
maintenance/management/regulation, 106
state dependent memory, 101
Moral Foundations Theory (MFT), 595-596, 604-605
subcomponenets of, 604
morivation, 449-450
multiculturalism, 741
multiple pathway anchoring and adjustment model,
39
multi-tasking, 467
mutability, 69
myopia, 633-634

narrative thought processing, 219
narrowcasting, 377

National Youth Tobacco Survey, 541
natural frequencies, 131

natural selection, theory of, 122, 124
nepotism, kin selection-based, 696697

Neural Correlates of Behavioral Preferences for
Culturally Familiar Drinks
(Coke-PepsiStudy), 152

neurobiology, 597

neuromarketing, 152

neuromodulators, 169

neuroscience

benefits of, 153, 160-161

brain circuits involved in decision-making, 159-160
foundations of, in consumer research, 159-164
tools and methods, 153-158

neurosynth framework, 170

noise, 125

norms, 630-633

descriptive, 421
deviant behavior tolerance and, 735
enforcement of, 631
social
association and, 421
defined, 421
influence of, 630
types of, 421

numerosity heuristic, 34

Nutritional Labeling and Education Act (NLEA),
515, 542, 549

NuVal nutrition scoring system (Institute of
Medicine), 544

obesity, 541-551

optimism, over-, 635

orientation (approach/avoidance), 96
ovulatory shift hypothesis, 134-135
ownership, and sharing, 713

parvenus, 343
Patient Affordable Care Act, 662
People for the Ethical Treatment of Animals (PETA),
519
perception, 726728
peripheral route process, 37
permanence
object, 68
online disclosure, 631
personal and contextual determinants inventory, 285
personality
brand, 161, 220
coping strategies and, 286288
five factors of, 286
pillars of, 446
persuasion, 31-52, 376, 379, 384, 479
3 Ws of, 32
advertising messages and, 730
advocacy and, 49-50
areas for future research, 45
downstream consequences of, 47
factors of
contextual, 36-38
message, 33-35
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persuasion (cont.)
recipient, 35-36
source, 32-33
knowledge (model), 38, 419
metacognitive reconceptualization of, 38-40
minority source, 42
online reviews and, 435
self-, 50-52
Pew Internet and American Life Project, 190
planning, 75-76
fallacy, 76
play, free, 181
Policraticus (John of Salisbury), 340
position (message), 34
power
agentic-communal perspective, 316-319
approach-inhibition model, 313-314
as a construct, 310
as a psychological experience, 311-312
as a structural difference, 311
awareness and, 322-323
compensatory hypothesis, 314-316, 322
conceptualizing, 321-322
confident risk-taking and, 318-319
consumer behavior and, 313-319
defined, 310
field interventions for, 326
high, 316-318
low, 314-317
manipulating, 311-312, 326, 344
receptiveness and, 317-318
segmentation strategies for, 325
self-control and, 310
spending and, 316-317
status and, 310
varying dispositional levels, 320
power distance, 355, 607, 726, 730
beliefs (PDB), 302
prediction
affective forecasting, 102
communication efficacy and, 166
consumer
defined, 65
dimensions of, 65-70
psychological distance, 69
utility, 67, 73
errors in, 73
execution, 73
simulation-based, 72
theory-based, 71
error and, 131
individual choice, 165
neural, of preference and choice, 164-166
population choice, 165-166
preferences
forecasting, 238
identification and transfer, 236-238
matching, 236

predicting, 166
satisfaction and, 239
prejudice, 452
pre-operation, 634
prescription drugs, direct to consumer advertising of
(DTCA), 552
price
pain of paying theory and, 164
psychology of, 163-164
pride, 142
prison experiment (Zimbardo), 311
Prisoner’s Dilemma, 699-700, 703
privacy, 479-494
Behavorial Decision Theory (BDT) and,
624-636
consumer information concerns, 480
default orientation for, 626
desire to divulge and, 622-623
disclosure and, 622-623
fluency of, 625
reversibility and, 625
health technology and, 658-665
intangibility and, 620-622
paradox, 620-624
policies, 624
policies, 493
protection tools, 494
quantifying benefits of, 621
probability, 65, 74-75
product
assembly, 11
customization, 11
design, 11
propensity (versus need), 323-324
Prospect Theory, 627
prospect theory value function, 67
prospection
children’s, 181, 194-198
defined, 194
errors of, 79
Protection Motivation Theory, 531
Protestant Ethic and the Spirit of Capitalism (Weber),
736
proximate mechanism, 123
psychology
cultural, 461
evolutionary, 138
mission of, 5
personality, 461
positive, 5
social, 309
Public Goods Game, 700
purchases
experiential versus material, 7
prosocial versus personal, 7

RAND Health Insurance Experiment, 652-653
randomized response technique (RRT), 625
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reach, 495
reciprocity
limits of, 710-711
strong, principle of, 702
reference groups
defined, 428
dissociative, 429-430
regulation
affect, 91
emotion, 101
relief, negative state, 106
repetition, 35, 494-495
research
consumer, issues in, 459-460
incorporating evolutionary perspectives in,
135-138
transformative consumer, 5
responsibility
attribution of, 96
reviews
online, 481-486
defined, 481
effects of
individual-level, 482
market-level, 481
motivations for, 481
product, 479
ratings and comments, 485-486
summary, 484
reviewer comments, 484485
two-sided, 485-486
risk
health, 647-652
assessments, 649
natural bias in, 651
defined, 648
message framing, 651
subjective, 649
risk taking
financial, 466
issue capability and, 458
power and, 458-468

satisfaction, consumer, and economic benefits, 637-638

scarcity, 686
across resources, 685
defined, 673, 677
empirical approaches to, 674-675
impatience and, 679
-induced focus, 675
consequences of, 675-677
nature of, 677-679
life-history strategies and, 686
mindset, 674-681, 686—687
tradeoffs and, 678
social decision making and, 680-681
well being and, 679-683
scrounging, tolerated, 698

self

ethical and selfish, 509, 511-513

want and should, 511
self-accountability (defined), 518
self-concept

malleable, 261
self-control, 467

depletion, 512
self-customization

assumptions underlying, 236

benefits of, 234-240

benefits ofconsumercharacteristicsand, 238

branding and, 245-246

competency and, 241

defined, 233-235

designing, 240

experiential creation and, 239

factors underlying consumer choice for, 244

niche marketing and, 245

optimizing, 238

uniqueness and, 239
self-deceptive enhancement, 728
self-determination theory, 270
self-enhancement, 193, 270-273, 427431

defined, 258, 427

identity threat response, 258

social approval and, 266-267

social proof and, 267-268
self-esteem

children’s, 181, 192-193, 196-198

materialism and, 192

domains of, 193

explicit versus implicit, 192
self-evaluation

and restoration, comparison-driven (CDSER), 430
self-expression, 260-265

defined, 258

needs for, 264

self-enhancement and, 264
Self-Importance of Moral Identity (SIMI) scale, 593
self-monitoring, 325
self-presentation, 466, 728-729
self-regulation, 269
self-reporting, 448-460
self-transcendence, 193
self-validation hypothesis, 39
serial ideators, 248
Sex Role Inventory, 460
sharing

antecedents of, 492

consequences of, 492
sharing ethic, 712
shopping companion interaction, 422, 433, 456
signaling, 239-240

costly, 697-698

identity, 257-269

consequences of
unintended, 269
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situational message, 35
slack, 707
slacktivism (defined), 433
social class
control and, 682-683
empirical measures of, 682
identity and, 673-688
independence and, 682—683
poverty and, 681
psychology of, 681-685
social comparison and, 683-685
trust and, 682
uncertainty and, 682
social interaction
online
characteristics of, 476480
defined, 476
motivations for, 478-480
research
future, 496
past, 491
versus offline, 477-478
social networks, 476, 487
sequence for altering marketing messages, 489
social presence, 456
social support, 372
socialization
consumer, 180
evolution and, 127
political identity and, 594
priming agency/communion and, 460
society, stratifying, 334
source
defined, 369
dimensions, 32
-recipient
dynamics, 4647
variables, 47-49
spreading-activation associative memory framework, 211
stability, 35
status
basic principles of, 334-338
consumption
antecedents of, 344-349
psychological factors, 346
power threat, 345
consequences of, 349-353
forms of, 353-354
roles of, 344-356, 517
associative, 343
compensatory, 343
dissociative, 343
uncertainty reduction, 344
signals, 336-338
social
achieved, 336
ascribed, 336
basic consequences of, 338

attention, 338
self-, 338
self-regulation, 339
brand and, 341
defined, 336
disconformity and, 343
group membership and, 342
product price and, 342
product size and, 342
signals of, 338-353
commonality of, 337
key characteristics, 337
Steps in Information Processing Model, 531
Stereotype Content Model, 452
stereotypes, 452
stress, 282
coping strategies
personality and, 286-288
reduction, 292
Stroop paradigm, 67
structured-choice paradigm, 241-243
subjective probability interval estimates (SPIES), 81
super-peer theory, 189
susceptibility, 382
sustainability
liability, 510
defined, 516
symbolization, 592-599

targeting, 619
behavorial, 619
dynamic re-, 623
taxes, 601
beliefs about, 567-568
benefits derived from, and, 568, 578
carbon, 573
charitable giving through tax reductions, 570
compliance, 565-566
personal and social norms in, 566
consumer choices and, 568-573
consumer demographics and behavior surrounding,
578
gender, 578
political orientation, 578
deductions and credits, 570-571
evasion, 565
fairness and, 567
framing effects and, 572-573
goods and services (GSTs), 564
implications for
companies, 578-579
policy, 579-580
income, 577
payments, psychological motivations for, 566-567
property, 570
retail purchases and, 568-570
online, 569
sales, 564, 577
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salient, 569-570
shaping consumer behavior, 564
sin, 571-572
tax morale, 566
trust and, 567
value added (VATSs), 564
versus offsets, 572-574
versus subsidies, 572
Theory of Planned Behavior, 649, 652
Theory of Reasoned Action, 648, 652
thoughtfulness, 45, 48
threats
agency and, 449
communion and, 450
emotional, 290-291
mental depletion, 292
others’ choices, 425-426
psychological, 290
social identity, 429-430
social self-, 455
tie
status, 377-378
strength, 377
time
different selves in, 80
perception of, 79
nonlinear, 81
tobacco/cigarettes, 533-541
electronic cigarettes, 539-541
lozenges, 538
modified risk tobacco products (MRTPs), 538-541
traffic light system (nutritional labeling, United
Kingdom), 543, 545
Tragedy of the Commons, 701
Transtheoretical Model (StagesofChange), 531
Trivers-Willard hypothesis, 139
trustworthiness, 32
type bias, 103

U.S. Patient Protection and Affordable Care Act,
549

Ulysses Contracts, 663

uncertainty, 80

uniqueness, 424-427

Need for (NFU), 425

United Nations Convention on the Rights of the Child
(Article 31), 196

upcycling, 508

utility, 65-67, 70-77

decision, 66, 70, 78
defined, 65
discount, 81-82
distance and, 69-79
experienced, 66
instant, 66
maximizing, 70
predicted, 66, 70, 78
remembered, 66, 78
total, 66, 78

valence, 29, 91-95, 380, 382
congruent (mood-congruent judgment), 105-106
incongruent, 106-107
message, 34
review, 481-482
variance, 95, 380
Veblen effect, 352
volume, 380

warnings/disclosures
models for, 531-533
Ways of Coping Questionnaire (WCQ), 285
weapon-focus effect, 100
well-being
consumer behaviors and, 20-22
conspicuous consumption, 21-22
power/status, 21
social networking, 20
word of mouth, 20
varieties of, 19-20
What's Mine is Ours (Botsman and Rogers), 695
When is the future?, 79
WIERD participants, 109
word of mouth, 456
advertising and, 383
behavorial research, 381-384
defined 734, 368
effects, 368-385
Need for Uniqueness (NFU) and, 426
online, 380
purchasing decisions and, 368
quantitative research, 379-381
social dynamics of, 381
susceptibility and, 382
trusting, 384
valence and, 380, 382
variance, 380
volume and, 380
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