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Abstract

The present thesis focuses on three topics witl@rdomain of consumer behavior: self-
regulation, the psychological consequences of maa&y consumption rituals. The first
chapter, devoted to self-regulation, presents a mewderator for the ego depletion
effect: velocity feedback. Velocity feedback reféosthe perceived speed at which a
goal is attained. Three laboratory experiments shtivat fast velocity feedback can
prevent the ego depletion effect and that slowarntbxpected velocity feedback can
create the ego depletion effect. The second chapwroted to the psychological
consequences of money, explores the surprisindgioeship between reminders of
money abundance and life meaningfulness. Two labigreexperiments show that
individuals who have been reminded of money repasting a more meaningful life.
This relationship is shown to be fully mediated $sif-esteem. The third chapter,
devoted to consumption rituals, explores the eftdctharing a consumption ritual on
interpersonal attraction. Two laboratory experimesitow that when people follow a
consumption ritual, they evaluate others who folltw same ritual more positively: an
appreciation effect. The appreciation effect wamtbto be partially mediated by one's
feelings of pride, and moderated by whether thgetaperson enjoys the product
associated to the ritual.

Resumen

Esta tesis se centra en tres temas de la literstlt@ comportamiento del consumidor:
la auto-regulacion, las consecuencias psicologleadinero, y los rituales de consumo.
El primer capitulo, dedicado a la auto-regulacfinesenta un nuevo moderador para el
efecto deego depletionvelocity feedbackSe entiende parelocity feedbacka rapidez
percibida con la que se alcanza una meta u objelines experimentos de laboratorio
muestran que el efecto dsgo depletionpuede ser neutralizado por umalocity
feedbackelevada pero generado por wreocity feedbacknas lenta de lo previsto. El
segundo capitulo, dedicado a las consecuenciaslfogitas del dinero, explora la
sorprendente relacion entre los recordatorios deddncia de dinero y el sentido de la
vida. Dos experimentos de laboratorio muestranlgsiéndividuos a quienes se les ha
activado el concepto de abundancia de dinero @patie su vida tiene mas sentido.
Esta relacion esta completamente mediada por leestima. El tercer capitulo,
dedicado a los rituales de consumo, explora eltefgoe compartir un ritual de
consumo tiene en la atraccion interpersonal. Dgemxentos de laboratorio muestran
qgue la gente que sigue un ritual de consumo ealBiaos que también lo siguen mas
positivamente. Este efecto esta parcialmente megadlos sentimientos de orgullo, y
moderado por el hecho de si la otra persona distrutio el producto asociado al ritual.
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Preface

When psychologists try to identify the personal If@s that predict ‘positive

outcomes’ in life, they consistently find two tmito be of central importance:
intelligence and self-control (Baumeister, & Tiegn2011). Self-control, also known as
self-regulation, allows people to override theitcematic or instinctual responses. This
makes actions such as resisting temptations orkinggebad habits possible, which
results in human behavior becoming much more flexiban it would otherwise be

(Muraven, et al., 1999). Shoda and Mischel (199@wsed how preschoolers’ capacity
to delay instant gratification (which is a measwfe self-regulation strength) was
indicative of their academic performance in highaad as well as their ability to cope
with stress and frustration. Self-regulation of 'snenpulses and instincts has been
argued to facilitate socialization (Vohs and Bauwstexi 2004). Ameriks et al. (2007)
found that a simple self-reported measure of sgjfifation was capable of predicting

income levels.

But how does self-regulation work? What powers 8es exerting it have any

(negative) side-effects? Considering the benefitsetf-regulation, much research has
been conducted in hopes of better understandilsgctinstruct. One of the most robust
findings in the self-regulation literature is thaitial acts of self-regulation impair one’s

capacity to continue self-regulating (Muraven et 898). Much like a muscle that gets
tired after too much exercise, the ability to selfulate gets depleted with use. Thus, if
one performs two activities that require self-regioin one after another, doing the first
one will result in a performance decrease in tleose one. This is known as the ego
depletion effect. Previous research has identifsederal moderators for the ego
depletion effect such as intrinsic motivation (Vobs al., 2014), self-affirmation

(Schmeichel & Vohs, 2009) or beliefs in unlimitedlfscontrol (Job et al., 2010).

Chapter 1 of the present research presents a moodérator for the ego depletion
effect: velocity feedback. Velocity feedback reféosthe perceived speed at which a
goal is attained (Johnson et al., 2012). Threer&boy experiments show that fast
velocity feedback can prevent the ego depletiorctfand that slower-than-expected

velocity feedback can create the ego depletiorceffe



According to Frankl (1963) humans are charactertzed ‘will to meaning’, an innate
force that compels them to find meaning and sigaifce in their lives. Life
meaningfulness positively correlates with life sitction (Chamberlain & Zika, 1988b)
and happiness (Debats et al., 1993), and has bmesidered a central outcome of
eudaimonic well-being (Ryan & Deci, 2001). Pursuimgportant goals (Klinger, 1977),
following a coherent life narrative (Kenyon, 20@9)fulfilling the need for self-esteem
(Baumeister, 1991) are only some of the varialflas have been suggested to make life

feel more meaningful.

How would reminders of money abundance relate te meaningfulness? Self-
determination theory (Ryan & Deci, 2000) argued Hraexcessive focus on extrinsic
aspirations such as the desire for financial sisccas distract people from pursuing
more intrinsic endeavors, which are the ones thatgba higher sense of life
meaningfulness (Deci & Ryan, 1985b; Ryan et al.13)0 If reminders of money
abundance sufficiently increase the desire fornfoma success, then they should make
life seem less meaningful according to Self-deteation theory. Chapter 2 of the
present research makes the opposite predictionglibgi on previous research that
shows that reminders of money abundance incredfssusciency (Vohs et al., 2006),
we argue that people who are reminded of moneylglrexthibit higher self-esteem. We
then use the well-established link between seHerat and life meaningfulness
(Baumeister, 1991; Stillman et al., 2009) to cladirat reminders of money abundance
should make life seem more meaningful. Two laboyagxperiments found support for
this latter prediction and underlying mechanismimirelers of money abundance
increased reported life meaningfulness and se#feest Self-esteem fully mediated the
relationship between reminders of money abundancd HBfe meaningfulness.
Reminders of money abundance were not found tceaser the desire for financial

success, which reconciles our findings with the petimg prediction.

Rituals may conjure images of shamans commuting eirits, or of people dancing
and chanting around the fire. The study of humarais has its roots in sociology and
anthropology and, for quite some time, it has indéeen deeply intertwined with
religion. For early sociologists such as Durkheind aurner, rituals were in fact
considered the basis of religion (Olaveson, 20Bbwever, both Durkheim and Turner

also considered rituals the basis of society. Tur(968) saw rituals as the



concentration of society's customs. Olaveson (20flaporated on that claim and
argued that, for Turner, rituals are ‘the place nghee society’s values, norms, and deep
knowledge of itself are reaffirmed, and sometinoesated' (p. 93). This perspective is
closer to the modern understanding of rituals, iniclw rituals are not considered
religious or secular per se but, rather, the exwasof a society's culture (Geertz,
1973). As the expression of a society's cultutaals are pervasive and can be found in

any aspect of society, including consumption (RA&85).

Previous research has found that consumption sitcah create a bond between the
people who share them, helping them develop andtmaisocial relationships (Gainer,
1995; Stamps & Arnould, 1998). This is consistenthwhe ritual theories from
sociology and anthropology, which understand rdw activities that foster a sense of
community or group cohesiveness (Durkheim, 1959%n&y 1967). However, the
existing research on the bonding power of conswnpituals is exclusively qualitative,
has not explored underlying mechanisms and modevatediation effects, and is
limited to consumption rituals that emerge in sbHammnsumption events such as
football matches. Chapter 3 of the present reseadthiesses these limitations. Two
laboratory experiments found support for the bogdower of consumption rituals;
when a target person followed one’s consumptiaraljtthe target person was evaluated
more positively: an appreciation effect. The apjatgan effect was mediated by one’s
feelings of pride, and moderated by whether thgetaperson enjoyed the product
associated to the ritual. The well-established Ib#tween attitudinal similarity and
interpersonal attraction (Byrne, 1971; Berscheiw/&lster, 1978) provides a theoretical

foundation for these results.
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1. VELOCITY FEEDBACK AND EGO DEPLETION

Abstract

This paper proposes a new moderator for the egtetitap effect: velocity feedback.
Velocity feedback refers to the perceived speedhath a goal is attained. Throughout
three studies we show that fast velocity feedbawk mrevent the ego depletion effect
and that slower-than-expected velocity feedbackcraate the ego depletion effect. The
studies support a novel way of understanding theacdlcs between two depleting
tasks: tasks can have both depletion-inducing facod depletion-mitigating factors;
depending on which factor is stronger in an initzek, either an ego depletion effect or

an ego invigoration effect may occur.



Self-regulation liberates human behavior from beainigen solely by external stimuli
and automatic or instinctual responses (Muravemniaster, & Tice, 1999). Imagine
for example a person who loves sweets but is oneaa th a world without self-
regulation this person would never be able to tésessight of a chocolate cake. In fact,
any conflict between instant gratification and laegm goals would always be solved
in favor of instant gratification. In a world in Wi individuals do have the capacity to
self-regulate, going against one’s instincts andesir becomes possible. Thus,
temptations such as chocolate cakes can be refistdte sake of achieving goals such
as becoming healthier or fitter. The ability to d@m against urges and temptations is an
extremely valuable asset; in a Study by Moffitakt(2011), participants who displayed
a higher capacity to self-regulate as children gogvio become wealthier and healthier
adults. The results held even when controllingparticipants’ intelligence, race, social

class and family background.

The Strength model of self-regulation and the neetbr a new
paradigm

One of the most popular self-regulation modelhés $trength Model of self-regulation
(Baumeister et al., 1998; Muraven & Baumeister,0The Strength Model posits that
people’s ability to self-regulate draws on a lirditall-encompassing resource that gets

depleted with use. Such resource is usually caliédower.

The implication of having a limited resource thatyers all acts of self-regulation is
that initial acts of self-regulation will hinder Issequent acts of self-regulation. For
example, if an employee who got stuck in a trafim represses the urge to shout
hysterically (initial act of self-regulation, perfoed at full willpower), said employee
will have a harder time stopping himself from chagkhis personal e-mail at work
(subsequent act of self-regulation, performed wilithinished willpower). All acts or
activities that require self-regulation are usuafled ‘depleting’, in reference to the
notion that they use (i.e., deplete) a limited uese. The more depleting a task is, the
more of that resource is spent. In terms of taskadycs, the Strength Model makes a

clear prediction: if two depleting tasks are paried consecutively, doing the first one



will decrease one’s performance or persistenc@ansecond one. Such performance or

persistence decrease is known as the ego depédtamnt.

In previous research, the ego depletion effect reasived ample support. However,
there is also evidence that engaging in an ingkigaleting task does not always cause an
ego depletion effect. In other words, engaging mimitial task that requires self-
regulation may not necessarily impair performanc@earsistence in a subsequent task
that also requires self-regulation. This is thee¢cdésr example, when people are led to
believe that their capacity to self-regulate isitiess (Job et al.,, 2010), or when the
initial depleting task is perceived as an oppotiuto have fun (Laran & Janiszewski,
2011). These results suggest that the carry-ovectedf one activity on another cannot
be understood by simply looking at how depleting ithitial task is. Instead, it might be
necessary to consider a dual-force framework thegs into account both the aspects
that make the initial task depleting (e.g. the &xise of a response conflict) and the
aspects that make the initial task invigoratingy.(¢éask enjoyment). We will call the
former depletion-inducing factors and the lattepldBon-mitigating factors. According
to this dual-force framework, a task can be depiefi.e., require self-regulation) and
yet not cause the ego depletion effect (i.e., moise a performance or persistence drop
in a subsequent depleting task). The ego deplefii@et should occur if the depletion-
inducing factors of the initial task are strond®airt its depletion-mitigating factors. The
ego depletion effect should not occur if the depietnducing factors of the initial task
are similarly strong to or weaker than its depletiitigating factors. If the depletion-
inducing factors of the initial task are sufficigntveaker, an ego-invigoration effect
could occur. The ego invigoration effect refers thee idea that performance or
persistence in a subsequent depleting task wogl@ase instead of decreasing. These
predictions add an important nuance to the StreMyitel, which would predict that
performing an initial depleting task should cauke &go depletion effect no matter
what. Evidence in favor of the dual-force framekvoan be found in Vohs et al. (2012)
and Vohs et al. (2014), that built on the findingfsJob et al. (2010) and Laran &
Janiszewski (2011) and expanded them by providifgpundary condition: depletion
intensity. It was found that task enjoyment anddfglin unlimited self-regulation only
prevented the ego depletion effect when the intagk was mildly depleting, but not

when it was strongly depleting. In terms of the ldoece framework, the fact that a



mildly depleting task neither caused the ego daple¢ffect nor an ego invigoration

effect could be explained if we assume that thelefigm-inducing and depletion-

mitigating factors of that task were similarly stgo Similarly, the fact that a more

strongly depleting task caused the ego depletitecetould be explained if we assume
that the depletion-inducing factors of such taskrewstronger than its depletion-
mitigating factors.

In this paper we present a novel moderator for ége depletion effect: velocity
feedback, and will test its effectiveness by uding dual-force framework presented

above.

Self-regulation and velocity feedback

Velocity feedback is the rate at which the discreyabetween an actual state and a
goal decreases (Johnson et al, 2012). In simpterstevelocity feedback refers to the
perceived speed at which a goal is attained oslaisacompleted. Velocity feedback is
tightly related to the concept of locomotion, onktlee two regulatory modes in
Regulatory Mode Theory (Higgins, Kruglanski, & R@r2003; Kruglanski et al. 2000).
Locomotion is the aspect of self-regulation thatcmncerned with initiating and
maintaining goal-related progress. The similariietween locomotion and velocity
feedback are apparent: fast and smooth goal-relptedress leads to both high
locomotion and fast velocity feedback. Similarlyove goal-related progress leads to

both low locomotion and slow velocity feedback.

We have not found any research that explicitlystéisé role of locomotion (or velocity
feedback) in the context of task dynamics betweem depleting activities. The idea
that velocity feedback (and by extension locomqtishould act as a depletion-
mitigating factor has been hinted at in earlier kydrowever. According to Carver and
Scheier (2001), success expectations are inferaeddoon velocity feedback: moving
towards a goal quickly and with ease (fast velot#gdback) suggests that the goal is
achievable, while moving towards it slowly and watifficulty (slow velocity feedback)
suggests that the goal is difficult to achieveslithus not surprising that fast velocity
feedback is believed to lead to a higher senselékfficacy (Johnson et al., 2012), in

as much as it signals that a person’s currenttigsilor skills are good enough to attain



whatever goal he may be pursuing. According to-8eférmination theory (Ryan &
Deci, 2000), activities that lead to a sense of petence (i.e., that make people feel
self-efficacious) are intrinsically motivating. tmsic motivation has already been
shown to be a depletion-mitigating factor (LaranJ&niszewski, 2011; Vohs et al.,
2012; Vohs et al., 2014). Therefore, if fast velpdeedback produces a sense of self-
efficacy, and thus intrinsic motivation, then fagtlocity feedback should be a
depletion-mitigating factor. As such, it could patially stop a depleting task from

causing the ego depletion effect.

On the other hand, slow velocity feedback couldseatne ego depletion effect. This
could happen even without altering one's senseléefficacy. If a person makes less
progress than expected for reasons beyond hisatohe may not feel any less self-
efficacious but he may find the task less intrialijc motivating and therefore less
enjoyable. If slower-than-expected velocity feedbaminishes intrinsic motivation

and thus task enjoyment, then slower-than-expeotdutity feedback should weaken
the depletion-mitigating factors of a task. If thask was depleting and its depletion-
mitigating factors used to be enough to compenslageyweakening of those depletion-

mitigating factors may cause the ego depletioncetteappear.

In this paper, we will explore the role and theitsmof fast velocity feedback as a
depletion-mitigating factor (Studies 1a and 1b)d déine role of slower-than-expected
velocity feedback as a tool to create the ego depleffect (Study 2). In all cases, we

will do it under the dual-force framework descriladgbve.

Study 1

In Studies 1la and 1b participants performed twdealiey tasks one after another. In
Study 1a, task 1 was mildly depleting and condutiviast velocity feedback. The idea
was to make the depletion-mitigating factors oktasat least as strong as its depletion-
inducing factors. We predict that after completiagk 1, persistence in task 2 will not
be impaired, since velocity feedback would compens$ar the debilitating effect of

task depletion. In other words, we expect no egiatien effect.



In order to test our assumption that the relativength of the depletion-inducing and
depletion-mitigating factors of task 1 determinesvhwell one does in task 2, we
modified the strength of these factors in Studylhkthat study, the task 1 of Study la
was adapted to be more strongly depleting anddessducive to fast velocity feedback.
Compared to Study 1la, the goal was to make thestieplinducing factors of task 1
stronger than its depletion-mitigating factors. \Weedict that after doing task 1,
persistence in task 2 will be impaired. In otherag) we expect the ego depletion effect

to happen.

Study la

Method

Participants

Fifty-four undergraduate students participatedxoh@ange of a performance-contingent
reward. All participants were part of a subject lpm@anaged by a Southern European
university and were familiar with participating iremunerated experiments. One
participant lacked the reflexes to perform onehef tasks and had to be removed from

the analyses.

Procedure

Participants came to a computer laboratory in gsoopabout twenty people. Once
inside, each participant was guided to a randore$ygmed computer workstation.
Computers were separated by panels so that panisigould not see the screen of their

neighbors and create a certain sense of privacy.

Participants were randomly assigned tacantrol condition (n = 26) or &troop
condition (n = 28). Participants in tt8troop condition had to perform two activities;

those in thecontrol condition only one. The first task for those i Stroopcondition



was a color-Stroop task. In that task, participamts presented with a color word that
can appear in varying font colors, for example Ward BLUE in red letters. The
objective is to indicate the color in which the wappears. Trials can be incongruent,
when the word meaning and the font color are differor congruent, when the word
meaning and the font color are the same. Becausglgpbave the automatic tendency
to read the word, answering correctly for incongtueials requires self-regulation
(since that automatic tendency needs to be ovemiddrhe color-Stroop task had 120
rounds, sixty-five of which were incongruent. Eacbund started by showing
participants a fixation point, after which the tatrgtimulus was presented. The variation
of stimuli was low: only two font colors (red antub) and two color word meanings
(RED and BLUE) were combined to create a totalooir fpossible stimuli. Participants
were instructed to report the font color of eachrdvihat appeared on screen by using
the keyboard. In particular, they had to presskthethat matched the initial letter of the
font color. Importantly, participants only had asecond to provide an answer. As soon
as they pressed a key or after one second hadedlaparticipants were automatically
advanced to the next round. Participants recei@e@5€for every correct answer and the
same amount was deducted from their earnings whakingh a mistake. Failing to
answer within a second was not penalized. Theiteskded a ten-round training period
to help participants familiarize themselves witle tactivity. In the Stroop task, we
measured participants’ performance (as an estimatbow fast or slow velocity
feedback may have been) and participants’ respiimss in congruent and incongruent

trials (as a manipulation check to see if the taak depleting).

Then all participants performed an anagram taske Nloat for those in theontrol
condition, this was the only task they did. Paptits were presented with six
sequences of letters, which appeared on the soreeby one. Each sequence had nine
letters. Participants were told that they had sonange the letters in each sequence until
they managed to form a valid Spanish word of eyastht letters. Thus, each sequence
required dropping one letter. The sequences wessechto be very difficult to solve,
but there existed a correct solution for all ofntheCorrect answers were worth €0.20
each and providing an incorrect answer was not lizeaia The instructions said that
participants could stop trying to solve a particudaagram if it proved to be too

difficult for them, but warned them that after gigiup on a sequence they could not



reattempt it later. There was a maximum time liofithirty minutes to complete this
activity. The dependent variable was the averageuainof time that participants spent
on a sequence of letters before finally giving UWe chose to measure persistence
because this measure is susceptible to depletiectef depleted individuals tend to
persist less long. We chose to restrict our amalysi sequences of letters that
participants could not solve because this captyessistence more cleanly and
minimizes the noise added by differences in skiiel: without restricting the analysis
to unsolved sequences only, it would not be posdibldistinguish a participant who

gave up soon from a participant who, due to hi, $&ind the solution quickly.

Results and Discussion

Manipulation check

To assess whether the Stroop task was depletingested whether response times in
incongruent trials were on average higher thanoimgcuent trials. This should be the
case because only the incongruent trials presqradatipants with a response conflict
that requires self-regulation (the mismatch betwiesh color and word meaning). To
verify whether participants actually engaged irf-ssfjulation, looking at the response
times is useful because the act of self-regulatakgs time (Greene & Paxton, 2009).
As expected, participants took longer to complat®ngruent trialsN] = 0.65 seconds,
SD=0.12) than congruent trials1(= 0.57 second§D= 0.10;t(27) = 11.26p < .001).

Thus, we can assume that the Stroop task was oheplet

Velocity Feedback

Additional to being depleting, the Stroop task watended to give participants a
sensation of fast, smooth progress (i.e., fastcigideedback). We believe that the
design of the Stroop task is naturally good at getiveg such a sensation for at least one
reason: it has a very simple rule-set that covéirp@ssible scenarios that can be
encountered when performing the task. Interiorizimg rule-set means that participants
always know what to do and how to do it. This miizies the chances of getting ‘stuck’,

and should be conducive to fast velocity feedbddticipants’ performance in the



Stroop task was used to measure to which extemt ititeriorized the rule-set and,
ultimately, to infer if velocity feedback duringdahtask could have been high. Out of the
120 rounds included in the Stroop task, participamt average answered 110.43 rounds
correctly 8D = 9.27). Additionally, 75% of participants answerat least 106.25
rounds correctly. These excellent performance atdis suggest that velocity feedback
during the task must have been high.

Anagram Persistence

Our dependent variable for this study was the @esemount of time that participants
spent on a sequence of letters before finally givip. The analysis was limited to
unsolved sequences of letters only. Unsolved semsewere the norm and not the
exception: on average participants managed to 09 sequences out of 60 =

1.24). No participant managed to solve them all.

Participants in th&troopcondition M = 194.58 second§D = 77.76) persisted longer
than participants in theontrol condition M = 136.87 second$§D = 53.79;t(51) = -

3.11, p = .003). This suggests that high velocity feedbaokcessfully acted as a
depletion-mitigating factor. Furthermore, and frahe perspective of the dual-force
framework, the result implies that the depletiorigaiting factors of the Stroop task
were stronger than its depletion-inducing factdéosthe point that an ego-invigorating
effect was created. Laran & Janiszewski (2011) doarsimilar effect when framing a

depleting task as an opportunity to have fun. Teahed it a ‘vitality surplus’.

Study 1b

Study 1b featured the same dual-task set up andame activities as Study la. The
crucial difference was that the Stroop task in $tddh was modified to be more
depleting and less conducive to fast velocity feettb While the goal of Study la was
to design a Stroop task whose depletion-inducirgjofa were not stronger than its
depletion-mitigating factors, the goal of Study Was to do the opposite: create a
Stroop task where the depletion-inducing factorsrewestronger. Under those

circumstances, the dual-force framework predicé gerforming this new Stroop task



should cause the ego depletion effect i.e., it khoause a persistence decrease in the
anagram task. This is opposite to the predictiemvade in Study 1a.

Method

Participants

Fifty-nine undergraduate students participated xchange of a show-up fee. All
participants were part of a subject pool managed Bputhern European university and

were familiar with participating in remunerated esments.

Procedure

As in Study 1la, participants came to a computeortiory in groups of about 20 and
were randomly assigned to eithecantrol condition (n = 29) or &troopcondition (n =
30). In thecontrol condition, we first measured participants’ mooéhgshe positive
and negative affect schedule (PANAS) and then geeformed the same anagram task
used in Study la. The time limit of the task waertdr (fifteen minutes instead of
thirty) and performance was not monetarily inceméd. Our dependent variable was
the same as in Study la: the average amount of giemcipants spent on unsolved

sequences of letters before finally giving up.

In the Stroop condition, participants first performed a coloreé®p task. This color-
Stroop task was designed to be more depletingttione used in Study la. This was
achieved by extending the font color-word meanirmgmbinations to nine and,
especially, by increasing the amount of informafanticipants needed to pay attention
to while performing the task: while in Study latmapants merely had to pay attention
to the words’ font color, in Study 1b they had ¢xds on the words’ position on the
screen (left or right) and, based on that, reptineethe font color or the word meaning.
This task structure should have prevented the ftask becoming less depleting over
time, since, unlike in the Stroop task from Stua@y farticipants could not afford to

ignore the meaning of the words (a strategy thaftem developed with enough practice
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and that reduces the response conflict of the tasksberg et al., 1980). Furthermore,
the rules that decided which side of the screenired reporting which aspect of the
words changed midway through the task. This shbakk made the task even more
depleting because it forced participants to bre@kexiously established habit. Due to
the task’s extra complexity, participants had monee to answer each round (two
seconds instead of one). Also, their performance med monetarily incentivized. As in
Study la, we measured task performance (as anagstwh how fast or slow velocity
feedback may have been) and participants’ respiimss in congruent and incongruent
trials (as a manipulation check to see if the task depleting). After completing the
Stroop task, participants from tlsroopcondition moved on to the same two activities
that participants from theontrol condition did: the PANAS and the anagram task.

We measured participants’ mood via the PANAS beeggsforming a depleting task
can potentially alter one’s mood. If that were sppen and mood was not measured, it
would be impossible to disentangle what exactlysedua potential persistence decrease
in the anagram task: the expenditure of limited-igjulatory resources or the mood
alteration. By measuring participants’ mood, digegling both explanations becomes

possible.

Results and Discussion

Manipulation check

As in Study la, we assessed whether the Stroop wask depleting by testing if
response times in incongruent trials were on awel@gher than in congruent trials.
Participants indeed took longer to complete incoagt trials M = 1.31 seconds§D =
0.16) than congruent trial(= 1.14 second§D = 0.15;t(29) = 10.81p < .001). Thus,
we can assume that the Stroop task was depletiext \We tested whether the Stroop
task from Study 1b was more depleting than thedpttask from Study la. To do so,
we relied on the notion that larger differenceseasponse times between congruent and
incongruent trials should be indicative of greatepletion. The difference in response
times between congruent and incongruent trialslarger in the Stroop task from Study
1b M = 0.17 secondsSD = 0.09) than in the Stroop task from Study Va= 0.08
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secondsSD = 0.04;t(39) = -5.42p < .001). Thus, we can assume that the Stroop task
from Study 1b was more depleting than the Strosk teom Study la.

Velocity Feedback

As in Study 1a, we used participants’ performamctehe Stroop task to infer how high
velocity feedback may have been during the tasikceSthe Stroop task in Study 1b
presented a more complex rule-set compared to theofstask in Study la, we
expected performance to be lower and velocity faekilio be slower. This is indeed
what happened; participants in Study 1b answeredecity a lower proportion of
Stroop trials 1 = 81.61%,SD = 11.19%) compared to participants in Study Ma=
92.02%,SD = 7.72%;t(56) = 4.10,p < .001). Although the difference was statistically
significant, it is nonetheless arguable that pgrdicts in Study 1b had little trouble
understanding and applying the more complex rulébear Stroop task. Although their
sensation of fluid progress may have been lowemt velocity feedback) it certainly
did not disappear completely. Therefore, the rieicebf performing the Stroop task on
the anagram task should still have been determinedhe interaction between the

depletion-inducing factors of the Stroop task asdiepletion-mitigating factors.

PANAS

The positive and negative affect of participantsh@Stroopcondition (measured right
after performing the Stroop task) were comparednagahose of participants in the
control condition (measured right at the beginning of ¢x@eriment). Regarding the
positive affect subscale of the PANAS, participantghe Stroopcondition M = 29.27
points,SD = 5.43) did not score different from participaimshe control condition M =
31.38 pointsSD = 7.21;t(57) = 1.28p = .208). Regarding the negative affect subscale
of the PANAS, patrticipants in th®troopcondition M = 14.43 pointsSD = 4.65) did

not score different from participants in tbhentrol condition M = 15.10 pointsSD =
5.46;1(57) = 0.51p = .613).Therefore, any effects that performing $top task may
have caused on participants’ persistence in thgramatask cannot be attributed to

mood changes.
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Anagram Persistence

As in Study 1a, our dependent variable was theageeamount of time that participants
spent on unsolved sequences of letters beforeyfigaling up. Also as in Study 1a,
unsolved sequences of letters were the norm: oragegeparticipants managed to solve
0.34 sequences out of & = 0.54), and no participant managed to solve ladl t
sequences. Unlike in Study la, we predicted thaigem persistence in unsolved
sequences of letters would be lower in tB&oop condition than in theControl
condition. This was because the Stroop task frouaysiilb was modified to be more
depleting and less conducive to fast velocity festttcompared to the Stroop task from
Study 1la. If these changes to the Stroop task waorigh to make its depletion-
inducing factors dominate, then the ego depletiteceshould have occurred. This is
indeed what happened; participants in 8teopcondition M = 79.44 seconds§D =
34.70) persisted less than participants incitvatrol condition M = 119.37 second§D
=40.70;t(57) = 4.06p < .001). This is the classic ego depletion efthat we expected

to obtain.

Taken together, the results form Studies 1a anshblv that velocity feedback behaves
like other moderators of the ego depletion effeathsas task enjoyment or beliefs in
unlimited self-regulation capacity. Like those atineoderators, fast velocity feedback
can prevent the ego depletion effect when an Irtdisk is mildly depleting (Study 1a)
but not when the initial task becomes relativelyrendepleting (Study 1b). In a broader
context, Studies 1a and 1b also support the dueéfframework and its message that,
in order to understand the dynamics between twdetleg task, it is necessary to look
at both the depletion-inducing and the depletiotigaiing factors of the initial task.
Study 1b also helps reconcile the results from ybtlal with the previous literature, in

which the Stroop task has extensively been useduse the ego depletion effect.

Study 2

In Study 2 we sought to replicate the main resubtody 1a, using the same tasks and
set-up. More importantly, Study 2 also provided aternative test of the role of
velocity feedback: we modified the Stroop task fr&tudy 1a by adding pauses after

each round; the goal was to create a sensationlogfesthan-expected velocity
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feedback in order to make the task less enjoydhlehis case, the slower velocity
feedback is not a consequence of task difficulty i@ Study 1b), but is externally
induced. This manipulation should weaken the deplanitigating factors of the
Stroop task. While the Stroop task from Study Thrdit cause the ego depletion effect,
we predict that the Stroop task in Study 2 will.

Method

Participants

Fifty-six undergraduate students participated irchexge of a show-up fee. All
participants were part of a subject pool managed Bputhern European university and

were familiar with participating in remunerated elments.

Procedure

Participants came to a computer laboratory in gsoofpabout 20 people. They were
randomly assigned to either of three conditionsomatrol condition (n = 16), atandard
Stroopcondition (n = 20) and aimterrupted Stroopcondition (n = 20). In theontrol
condition, participants only performed the samegeaara task described in the previous
two Studies. The task had a time limit of fifteennotes and was not monetarily
incentivized. The dependent variable was, as in ghevious studies, the average
amount of time participants spent on unsolved secgeof letters before finally giving
up.

In thestandard Stroogondition, participants first performed the sarabcStroop task
from Study la (but without the performance-contimgenonetary rewards). We
measured task enjoyment by asking participantsoeh of a timer waster performing
the Stroop task had been (using a scale from ). tBdsides collecting their opinion on
this issue, we also measured their performancetfaid response times in congruent
and incongruent trials. After finishing with ther&ip task, participants moved on to the
anagram task.
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In theinterrupted Stroopcondition, participants first performed a versafrthe Stroop
task that was identical to the one used in thedstahStroop condition except for one
extra feature: after completing each round, paudicis were greeted by a screen that
told them to wait for a few seconds. After threeosels, a button appeared and
participants had to press it in order to continmghte next round. Thus, while in the
standard Stroop condition participants moved froomd to round automatically, in the
interrupted Stroop condition they were forced totwwad then to manually confirm that
they wished to continue. This supposed around $eaeonds of downtime per round,
while the time to answer a round was a single se@mmost. With this manipulation,
we hoped to create a sensation of slower-than-¢egeelocity feedback that did not
affect how self-efficacious participants felt (sniheir inability to go faster had nothing
to do with how good they were at the task). We mesas task enjoyment and their
performance and response times in congruent arghgnaent trials. After finishing
with their version of the Stroop task, they too mdwn to the anagram task.

Results and Discussion

To check whether the results from Study la werdécaed, we used theontrol and
standard Stroopconditions of Study 2. The only notable differenoetween these
conditions and the analogous conditions from Stiayvas in the incentives: in Study

la task performance was monetarily incentivizedevi Study 2 it was not.

Manipulation Check

To assess whether the Stroop task from stedard Stroopcondition (henceforth
standard Stroop task) was depleting, we testedh&heesponse times in incongruent
trials were on average higher than in congrueatstriAs expected, participants took
longer to complete incongruent trialsl (= 0.55 secondsSD = 0.12) than congruent
trials M = 0.50 secondssD = 0.08;t(19) = 4.32,p < .001). Thus, we can assume that

the standard Stroop task was depleting.

Velocity Feedback
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To assess how fast velocity feedback in the stah8&oop task could have been, we
used participants’ performance in that task. Ouhef120 rounds included in the Stroop
task, participants on average answered 113.30 sourmrectly §D = 7.74).
Additionally, 75% of participants answered at leddtl rounds correctly. These
excellent performance indicators are on pair witbse seen in Study la; in Study la
participants answered on average 92% of the roand®ctly while in Study 2 they
answered on average 94% of the rounds correctlgradllywe can assume that velocity
feedback in the standard Stroop task must have dpgénhigh.

Anagram Persistence

We tested whether the standard Stroop task couldecthe ego depletion effect by
comparing how long participants in theontrol and standard Stroopconditions
persisted in the anagram task. As in the previtudiess, the analysis was restricted to
unsolved sequences of letters only. Also as iniptsvstudies, unsolved sequences of
letters were the norm: on average, participantsageah to solve 0.67 sequences out of 6
(SD = 0.86), and no participant managed to solveladl gequences. To replicate the
results from Study la, persistence in tdomtrol condition must not have been higher
than in thestandard Stroogondition. This is indeed what happened; partitipan the
control condition M = 109.55 secondsSD = 36.53) did not persist longer than
participants in thetandard Stroogondition M = 101.34 second§D = 47.40;t(34) =
0.57,p=.572).

Thus, the main result of Study la was replicatedtepleting Stroop task that was
conducive to fast velocity feedback once agairethtb cause the ego depletion effect.
However, not only had the Stroop task from Studydlled to cause the ego depletion
effect but it had managed to create an ego invigoraffect. From the perspective of
the dual-force framework, this difference in out@smimplies a difference in the
relative-weight of the depletion-inducing and déple-mitigating factors of each
Stroop task. In the Stroop task from Study ladiygletion-inducing factors must have
been weaker than the depletion-mitigating factorgtie ego invigoration effect to have
occurred. In the standard Stroop task from Studyth2, depletion-inducing and
depletion-mitigating factors must have been siyilastrong for neither the ego
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invigoration effect nor the ego depletion effect have occurred. The fact that
performance-based monetary rewards were only pras&tudy 1a could explain why
the ego invigoration effect only happened in thatg. Performance-based monetary
rewards have been shown to prevent the ego depletfect (Muraven &Slessareva
2003). This means that the Stroop task from Stwdingluded an additional depletion-
mitigating factor compared to the standard Stragk from Study 2. With the help of
that additional factor, overcoming the depletiodtining factors of the Stroop task must
have been easier. That could explain why an eggonation effect occurred in Study
la but not in Study 2.

After replicating the results from Study la, we tneasted whether slower-than-
expected velocity feedback could cause the egoetiepl effect by making tasks less

enjoyable.

Manipulation Check

Differences in task enjoyment between the Strogkstaof theinterrupted Stroop
condition and thetandard Stroogondition were evaluated; higher numbers indieate
stronger impression that the Stroop task had beevaste of time. As predicted,
participants in thénterrupted Stroogondition M = 4.25 pointsSD = 0.91) considered
the Stroop task to be more of a time waster thaticgants in thestandard Stroop
condition M = 3.45 pointsSD= 1.32;t(34) = -2.24p = .032).

While a decrease in task enjoyment could potegtedluse the ego depletion effect to
occur, the same could be achieved if the interdi@&oop task accidentally became
more depleting as a result of our velocity feedbawnipulation. To rule out this
alternative explanation, we tested whether therropted Stroop task was more
depleting than the standard Stroop task. As in\y&tli we relied on the notion that
larger differences in response times between cemgrand incongruent trials should be
indicative of greater depletion. The differenceesponse times between congruent and
incongruent trials was larger in tiwterrupted StroogM = 0.09 secondssSD = 0.05)
than in thestandard StroogM = 0.05 second$§D = 0.04;t(38) = -2.56p = .015). This
result was surprising because the only differereterden the two Stroop tasks were the
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pauses after each round, which should have notedatle response conflict of the
interrupted Stroop task to grow larger. A more ligkpossibility was that the pauses
made participants lose focus from the task andezhtieem to be slower in general. This
could have happened because the pauses requingdausomputer mouse to advance to
the next round while the task required having bottex fingers over specific keys of
the keyboard in order to be as fast as possibleae3bwhether the interrupted Stroop
task was actually more depleting or simply morecepsble to higher response times,
we evaluated the response times in congruent .triilsce congruent trials do not
present a response conflict and therefore do mptine self-regulation, they are ideal to
disentangle these two explanations. Participams fineinterrupted Stroopcondition
took longer to complete congruent triaig € 0.58 second§D = 0.08) than participants
from thestandard Stroopondition M = 0.50 secondssD = 0.08;t(38) = -3.08,p =
.004). Therefore, the higher response times inrttegrupted Stroop task seem to have
been caused by the need to refocus on the taskr dilin by a more intense response
conflict. This suggests that the interrupted Strtagk did not become more depleting as
a result of the velocity feedback manipulationdil, however, become less enjoyable

as we previously showed.

Anagram Persistence

Persistence in the anagram task was compared betheiaterrupted Stroogondition
and thecontrol condition. As in previous studies, the analysis westricted to unsolved
sequences of letters only. Also as in previousisfjdunsolved sequences of letters
were the norm: on average, participants managedlte 0.58 sequences out ofSD(=
0.73), and no participant managed to solve alkdgpiences. We predicted that anagram
persistence in unsolved sequences of letters woeltbwer in thenterrupted Stroop
condition than in th&€ontrol condition. This was because the interrupted Sttasg,
thanks to the slower-than-expected velocity feekbaanipulation, was altered to be
less enjoyable. If the weakening of the depletiatigating factors of the interrupted
Stroop task was enough to cause its depletion-ingudactors to dominate, then the ego
depletion effect should have occurred. This is @tdehat happened; participants in the
interrupted Stroopcondition M = 84.32 seconds$SD = 32.49) persisted less than
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participants in theontrol condition M = 109.55 second§D = 36.53;t(34) = 2.19p =
.035). As predicted, the ego depletion effect didus.

While the Stroop task from thstandard Stroopcondition failed to cause the ego
depletion effect, the Stroop task from theerrupted Stroopondition successfully did
it. This result validates the role of slower-thatpected velocity feedback as a factor

capable of causing the ego depletion effect by ntatasks less enjoyable.

General discussion and conclusions

The data support the suggestion that velocity faeklds a moderator for the ego
depletion effect. In Study 1la, fast-velocity feeclh@revented an initial depleting task
from causing the ego depletion effect. In Studythk,same initial depleting task from
Study 1a was altered to be more depleting andciesducive to fast-velocity feedback.
In that situation, fast-velocity feedback was noger able to prevent the ego depletion
effect. The results from Studies 1a and 1b aligth whe previous literature, in which
other moderators of the ego depletion effect (sashtask enjoyment or beliefs in
unlimited self-regulation capacity) have been shawimonly be effective at preventing
the ego depletion effect when the initial task igdim depleting. Finally, Study 2
showed that slower-than-expected velocity feedbhgkieducing task enjoyment, can
make an initial depleting task cause the ego depletffect when it had previously
failed to generate it.

These results support Laran & Janiszewski (201d) kaotabe & Hofmann (2015) in
their claim that the Strength Model of Self-regidat which has been the standard in
the last fifteen years, is oversimplified becausenly focuses on those aspects that
make tasks depleting, while it ignores those aspiett make tasks invigorating (such
as, in the present paper, fast velocity feedbdokline with those authors, we believe
that in order to understand the carry-over effeofs one task over another,
acknowledging the multi-dimensional nature of tasksessential. That is why we
embrace the dual-force framework, and believe ihet the interaction between the
depleting and invigorating aspects of a task thamately decides if such task will
cause an ego depletion effect. The results of teeemt paper fit well with this dual-

force framework.
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Recently, the existence of the ego depletion effeas been questioned; some
researchers have suggested that it may be ancartifapublication bias (Carter &
McCullough, 2013), which in turn prompted a yet-uhlished registered replication
attempt to be conducted (Hagger et al., 2015). Wurder if the reason why the ego
depletion effect is difficult to replicate could bwwne other than the fact that the
potential depletion-mitigating factors of the ialtidepleting task are usually ignored.
Depending on their strength, studies in which tge depletion effect should have
surfaced may have not exhibit it, or even show gppaesults. More research is needed
to determine if by taking into account those deplemitigating factors the ego
depletion effect could become an easier-to-re@ipiienomenon.

The present studies have several limitations; imseof design, it would have been
cleaner if the results from Studies 1a and 1b wdwde come from a single study,
instead of from two separate studies. Mood, astanpial alternative explanation to the
ego depletion effect, should have been measuratl studies, and not just in Study 1b.
Furthermore, incentives throughout the studies lshbave been consistent. The fact
that the results from Study 1la were replicatedtud$s2 (despite the fact that the former
had performance-based monetary rewards and ther latishow-up fee) makes the
difference in incentives less concerning howeweterms of the theoretical framework,
the dual force framework lacks reliable metrics i@asure the magnitude of the
depletion-inducing and depletion-mitigating factofsa task ex ante. As a result, it is
difficult to predict whether a certain task willuse the ego depletion effect, the ego
invigoration effect, or neither. Instead, we arecéul to assume that because a task did
cause the ego invigoration effect (Study 1a) thgmiade of its depletion-mitigating
factors was stronger than the magnitude of its etepl-inducing factors. Finding
reliable metrics to measure the magnitude of tHastors so that the dominating one

could be predicted could be an interesting new awdar research on self-regulation.

Despite the limitations in design and the shortemsiof the dual-force framework, the
present paper does offer reasonable evidence agblbef velocity feedback as an ego
depletion moderator, and of the importance of ateréng both depletion-inducing

factors and depletion-mitigating factors when pecedg the carry-over effects of one
task over another.
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2. MONEY AND LIFE MEANINGFULNESS

Abstract

In this paper, we propose two possible and comgetiachanisms by which reminders
of money abundance may affect life meaningfuln€ss.the one hand, reminders of
money abundance may increase one's desire to d&ecfaily successful, which in turn
should make life seem less meaningful accordingravious research. On the other
hand, reminders of money abundance may increase eak-esteem, which in turn
should make life seem more meaningful accordingrevious research. This paper
finds evidence for the latter effect and mechaniseminders of money abundance
make life seem more meaningful, increase self-este@d do not affect the desire for
financial success. Self-esteem, in turn, medidtesr¢lationship between reminders of

money abundance and life meaningfulness.
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Roger is having dinner in front of the TV, half-ably watching commercial after
commercial as he waits for the evening news td.dtathe midst of shampoos, cars and
detergents, one particular commercial stands aditcatches Roger's attention; it starts
with a few one hundred-dollar bills falling frometlsky. As a mild rain that suddenly
turns into a downpour, the few dollar bills quickdgcome dozens, then hundreds. The
camera then tilts down to reveal how all that mohag been accumulating on the
ground, forming a lush, green patina. The slogam tteads: ‘This Friday, a jackpot of
$20M can be yours. Play Mega Millions’. By watchitigs lottery commercial, the
concept of money abundance has been activated gerRWill life seem more or less

meaningful to Roger after seeing this commercial?

Reminders of money abundance and life meaningfulnes

According to Frankl (1963) humans are charactertaed ‘will to meaning’, an innate
force that compels them to find meaning and sigaifce in their lives.Life
meaningfulness positively correlates with life sttction (Chamberlain & Zika, 1988b)
and happiness (Debats et al., 1993), and negatbeeiglates with depression (Debats et
al., 1993) and suicide thoughts (Harlow et al.,@)9& is thus not surprising that life
meaningfulness has been considered a core dimefidydin 1989 or a central outcome
(Ryan & Deci, 2001) of well-being.

How do reminders of money abundance relate to Hhfeaningfulness?Self-
determination theory (Ryan & Deci, 2000) predictsegative relationship between the
desire for financial success and life meaningfun&elf-determination theory takes an
eudaimonic approach to well-being. According to ¢lselaimonic approach, well-being
is achieved when people engage in activities trata@st congruent with their deeply
held values (Waterman, 1993). In other words, tidaenonic approach postulates that
in order to experience well-being, individuals mreshain true to themselves and focus
on those things that they find intrinsically worte. This, in turn, results in a life that
feels meaningful and that leads to a sense ofityif@®yan & Frederick, 1997) and self-
actualization (Maslow, 1943). Consistent with thiea, Self-determination theory
predicts that pursuing intrinsic aspirations such those for personal growth or

affiliation brings more eudaimonic well-being (artderefore a higher sense of
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meaningfulness, vitality and self-actualizatiomrihpursuing extrinsic aspirations such
as those for financial success or fame (Ryan et280L3). This is because attaining
intrinsic aspirations is valuable by itself, whd#aining extrinsic aspirations is valuable
only in as much as they fulfill some deeper needaai. Furthermore, previous research
has suggested that an excessive focus on extaspications can distract people from
devoting themselves to more intrinsic endeavorg{ReRyan, 1985b). The implication
is that an excessive focus on extrinsic aspiratsuth as the desire for financial success
could undermine eudaimonic well-being and its ontes (meaningfulness, vitality and
self-actualization). There is some evidence of; tkssser and Ryan (1993) found that
participants who ranked financial success as timgist important aspiration reported
lower eudaimonic well-being than participants fdnom financial success was a less
central aspiration. Measures of vitality and sebualization were used to assess
eudaimonic well-being. Although life meaningfulnessas not measured, the
eudaimonic theory of well-being put forth by Ryamdacolleagues suggests that the
results should be transferable to life meaningfsgnerhus, if reminders of money
abundance increase the desire for financial sud¢oe$® point that it becomes a central
aspiration, people should experience a lower safiseudaimonic well-being and,

consequently, a lower sense of life meaningfulness.

However, reminders of money abundance could plagliferent role, other than
activating financial success as a central aspimaige argue that reminders of money
abundance could make life seem more meaningful Noyeasing self-esteen®ne
popular theory of life meaningfulness states thatrder to achieve a meaningful life
one’s daily actions must fulfill four needs: theede for purpose, value, efficacy, and,
self-esteem (Baumeister, 1991). Purpose is expmriewhen one’s actions feel related
to one’s desired goals. For example, if a pers@hes to know Japanese (goal) and he
is studying Kanji (activity), then studying Kang purposeful and hence conducive to
life meaningfulness. Value is experienced when ®@aetions can be morally justified,
either because they feel like the right thing tooddecause they have been rationalized
to appear that way. For example, if a person retarmwallet full of money to a police
officer, this action has positive value (i.e. sitmorally justifiable) and thus conducive to
life meaningfulness. Efficacy is experienced whee €eels in control of the outcomes

of his own actions. For example, a person who studery hard for an exam and passes
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it experiences a sense of efficacy because hismafdtudying) had the desired outcome
(passing the exam). The resulting sense of efficecpnducive to life meaningfulness.
Lastly, self-esteem is experienced when one’s masti@inforce the worthiness of an
individual. For example, situations that make ooedthers) feel proud of oneself are
good self-esteem boosters and thus conducive gontéaningfulness. Stillman et al.
(2009) found support for Baumeister’s four-need elad meaning by showing that the
negative effect of social exclusion on life meamihgess was mediated by the needs for
purpose, value, efficacy and self-esteem. The rieeds were significant mediators both
when assessed individually (i.e., one mediator ina) and simultaneously (all four
mediators together). Thus, reminders of money adocel could make life seem more
meaningful if they could fulfill any of these needfge propose that reminders of money

abundance could make life seem more meaningfulilfiffing the need for self-esteem.

Reminders of money abundance and self-esteem

Self-esteem reflects the overall attitude that bas about oneself. Previous work has
identified two main determinants of self-esteentrapersonal theories of self-esteem
suggest that one's private self-evaluations aredbeof self-esteem. Following James
(1890), a person compares his current achievem@ntsn a PhD student’) to his

ambitions (‘l want to be a tenured professor’) idey to evaluate himself. The narrower
the gap between the two, the more positive theopéssself-evaluations are and the
higher the person’s self-esteem becomes. Intrapafstheories of self-esteem do
acknowledge that one's self-evaluations can beeshhp other people’s thoughts and
opinions about oneself (i.e., social feedback). &lbeless, these theories tend to
minimize the role that social feedback may havewna's self-esteem, treating it as ‘one

more input’.

On the other hand, interpersonal theories of s#Heam, such as sociometer theory
(Leary, 1999), contend that social feedback plafecal role in determining one’s self-
esteem. For example, imagine that a young matkghimat he is very good at playing
videogames. Should this self-evaluation increaseshif-esteem? The answer is that it
mainly depends on social feedback. If the young’snfamily and friends consider that

being good at playing videogames is a waste of {iregative social feedback), then the
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young man’s self-esteem will most likely not incgeaHowever, if they think it is
admirable or praiseworthy (positive social feedhattken the young man’s self-esteem
will most likely increase. Conversely, intrapersiotieeories of self-esteem would have
predicted that as long as the young man enjoyoga®es and had wished to become a
good player, his becoming a good player should hizeeased his self-esteem
regardless of social feedback.

The power of social feedback to shape self-esteam been demonstrated in the
laboratory (Leary & Baumeister, 2000; MacDonal@let2003). Interestingly, the effect

of social feedback on self-esteem seems to be pemasive than people suspect. In
one study, participants experienced either so@alaval or social disapproval. Both

the participants who had initially claimed thatitheelf-esteem would not be shaken by
other people’s beliefs about themselves and thicjpemts who had claimed otherwise
reported similar self-esteem increases (decreasd®n exposed to the positive

(negative) social feedback (Leary at al., 2003).

Reminders of money abundance may decrease the mveercial feedback to shape
self-esteem. Vohs et al. (2006) found that indigiduwho were exposed to reminders of
money abundance persisted longer in a difficuk tasfore asking for help, were more
likely to deny a help request, and more stronglgfegmred working and even playing
alone (as opposed to with somebody else). Vohsl.gpraposed that there was a
common root to all these phenomena: reminders afey@abundance made participants
behave more self-sufficiently. Self-sufficiencyasstate in which individuals believe
that everyone should fend for themselves insteagklging on others, which explains
the unwillingness to help others or ask othershelp, as well as the preference for
working and playing alone. Zhou et al. (2009) fouticht reminders of money
abundance mitigate the distress caused by sogedtien. This fits with the self-
sufficiency hypothesis; by relying more on their rowtrength and capacities, self-
sufficient people distance themselves from oth@itsis, in turn, makes them less

susceptible to social feedback.

If we examine these last results from the perspeabf self-esteem, there is a clear
implication: because of the increased sense ofsséficiency that they provide,
reminders of money abundance should decrease tlee ofo social feedback in
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determining one's self-esteem. We argue that Husld result in a self-esteem increase:
reaching a high level of self-esteem is complicaigdhe fact that any positive self-
evaluation one may hold becomes significantly fasstive if it fails to pass the filter of
social approval. For example, imagine a person whpys hunting and considers
himself a good hunter (positive self-evaluation)lsA imagine that this person’s
colleagues abhor hunting, regarding it as somethargaric (negative social feedback).
In that case, the positive self-evaluation doesmaoislate into an increased self-esteem.
Things could be different if that person could grimimself to care less about social
feedback. That is precisely the role that remindgramoney abundance play; by
liberating people’s self-evaluations from the filtef social approval, reminders of
money abundance should make seeing oneself in a pusitive light (i.e., reaching a

higher level of self-esteem) easier.

Summarizing, we propose that reminders of moneynadduace have two possible and
competing mechanisms to affect life meaningfuln€xs.the one hand, reminders of
money abundance could decrease life meaningfulbgssaising one’s desire to be
financially successful. On the other hand, remiaagmoney abundance could increase
life meaningfulness by raising one’s self-esteehe wo studies below will serve us to
test the validity of the two proposed mechanisrwel$ as the actual effect of reminders

of money abundance on life meaningfulness.

Study 1

The purpose of Study 1 was to test how remindermoifey abundance affect life
meaningfulness. This, in turn, should offer sonsghts into the plausibility of the two
competing mechanisms; if reminders of money abucelaaise self-esteem, an increase
in reported life meaningfulness should be obserifeal decrease happens instead, self-
esteem would be unlikely to account for it. If rewhers of money abundance strengthen
the desire for financial success, a decrease iortegp life meaningfulness should be
observed. If an increase happens instead, theed&mirfinancial success would be

unlikely to account for it.
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Method

Participants

Eighty-one undergraduate students participatedxichange of a show-up fee. All
participants were part of a subject pool managed Bputhern European university and
were familiar with participating in remunerated exments. One participant was
considered an outlier (that participant’s respaiasthe study’s dependent variable was
more than 2.5 SD away from the mean) and was rethfveen the analyses. For outlier
identification, using a cut-off point of 2.5 stamdaleviations from the variable mean is

not uncommon (e.dg=leeson et al., 2002

Procedure

Participants came to a computer laboratory in gsoafpabout 20 people. Once inside,
each participant was guided to a randomly-assigoadputer workstation. Computers
were separated by panels so that participants cumildee the screen of their neighbors

and create a certain sense of privacy.

Participants were randomly assigned to eitheorrol condition (n = 40) or anoney
prime condition (n = 41). In theontrol condition, the instructions and questions of the
study were displayed over a white background. k& rtfoney primecondition, the
background was a picture of money bills insteads Was the only difference between
the two conditions. Money backgrounds have sucualtgdfeen used as priming tools in
the past (Caruso et al.,, 2013). The money backgroua used depicted a large
assortment of euro bills of high denomination tedfically activate the concept of

abundance of money (as opposed to the conceptaridial difficulties).

All participants performed two tasks. The first om@as a word-completion task;
participants were presented with fourteen inconepledrds, which appeared on screen
one by one. Only the first few letters of each w@rd. the stem) were displayed.
Participants were instructed to find the remainlieigers that would turn those stems
into real Spanish words. Crucially, half the steronsild be turned into either money-
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related or money-unrelated words (e.g. r i _ _ @dadcome either rico (rich) or risa
(laughter)), while the rest of the stems could ohdy turned into money-unrelated
words. This word-completion task was adapted froahd/et al. (2006) and served as
the manipulation check to test the effectivenesthefmoney prime. In particular, we
measured the number of stems that participants faoh condition managed to turn

into money-related words.

The second task required participants to complEte Meaning in Life Questionnaire’
(Steger et al., 2006), which measures life meaningss. The score in the presence of

meaning scale served as the dependent variablkeisostudy.

Results and Discussion

Manipulation check

Participants in thenoney primecondition M = 2.85 stemsSD = 1.55) turned more
stems into money-related words than participantthencontrol condition M = 2.20
stems SD = 1.31;t(78) = -2.03p = .045). This suggests that the concept of morey w
more salient in the mind of primed participants,ahdrefore, that the money prime was

effective.

Life meaningfulness

Participants in thenoney primecondition M = 23.20 pointsSD = 6.39) scored higher
in the presence of meaning scale than participantise control condition M = 20.33
points,SD = 6.27;t(78) = -2.03,p = .046). This suggests that, as predicted, aatiyat

the concept of money abundance did lead to anaser@ reported life meaningfulness.

This result suggests that the relationship betweemnders of money abundance and
life meaningfulness is positive. Based on our thgcal account, we therefore predict
that this relationship is likely to be mediated g®B}f-esteem and not by the desire for
financial success. If reminders of money abunddmme strengthened the desire for
financial success, a decrease in reported life mghnness should have been observed.
Since an increase occurred instead, it is unlikkeft the desire for financial success

could account for it. On the other hand, if remisdef money abundance raised self-
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esteem, an increase in reported life meaningfulmesdd have been observed. Since
such increase occurred indeed, it is at least plesgiat self-esteem could account for it.
We will explore this possibility in Study 2.

Study 2

The purpose of Study 2 was to replicate the reguBftudy 1 and to gain insight into the
psychological mechanism behind it; we tested whetkinders of money abundance
increase self-esteem and/or the desire for fin&rsciecess. Furthermore, we tested if
any of those two mechanisms mediated the relatiprisgtween reminders of money

abundance and life meaningfulness.

Based on the results from Study 1, we predict teatinders of money abundance
increase self-esteem but not the desire for firsrsticcess. We also predict that self-
esteem mediates the relationship between remindiermoney abundance and life

meaningfulness.

Method

Participants

One hundred and ninety-six people participated xohange of a fixed monetary
reward. All participants were recruited through Asoia Turk and were of American
nationality. Three participants were consideredienst (their response to the study’s
dependent variable was more than 2.5 SD away frenmiean) and were removed from
the analyses.

Procedure

Participants used a computer or Smartphone of dteosing to perform the study.
Before starting, participants were requested tdudecthemselves in a place free of

distractions and to complete the study in onengjitiAs in Study 1, participants were
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assigned to either@ntrol condition (n = 97) or anoneyprime condition (n = 99). We
used a different money priming task compared ta\iy as a test for the robustness of
the effect. Instead of using a money backgroundpre@sented participants with pictures
featuring stacks of $100 bills. Each picture digpthtwo sets of stacks and participants
had to identify which one was the largest. Givemw tibe stacks were arranged in the
pictures, the answer was not always obvious; thiseld participants to pay attention to
the money, which was our intention. The true puepokthe activity was masked by
presenting it as a spatial intelligence task. &ile amounts of money being displayed
were large, we expected the task to activate theemt of abundance of money, just as
in Study 1. Whether or not participants were as=igto perform this priming task was

the only difference between thentrol andmoney primeonditions.

The rest of the study was identical for all pap#sits and included four tasks: the first
one was the word-completion task used in Study Hichvserved as a manipulation
check for the money prime’s effectiveness. To asshe prime’s effectiveness, we
measured the number of stems that participants faoh condition managed to turn
into money-related words. The second task was caetmgl ‘The Meaning in Life
Questionnaire’ (Steger et al., 2006), also useftudy 1. The score in the presence of

meaning scale was once again our dependent variable

In the third task participants were presented vaitgelection of life goals from the
‘personal growth’ and ‘wealth’ categories of thepiations Index (Kasser & Ryan,
1996). Out of the five goals that form the persagr@wth category of the Aspirations
Index we selected one: ‘To know and accept whoallyeam’. Participants were
presented with that goal and asked how close theeg o attain it (using a scale from 1
to 7). We used their answer as a proxy for thdiresteem levels: participants who
report being closer to accept themselves should hae self-esteem than participants
who report being further away from accepting thdwese The other four goals of the
personal growth category refer to aspirations edaomy and individual psychological
growth and were thus excluded from the study. Quthe five goals that form the
wealth category of the Aspirations Index we selkdieree: ‘To be a very wealthy
person’, ‘To have many expensive possessions’ daondhave enough money to buy
everything | want’. Participants were presentedhwihose goals and asked how

important they were for them (using a scale froto T). Their answers, aggregated into
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an average score, were used to measure particCipi@sise to be financially successful.
The remaining two goals were excluded because werg very similar to the other

three, in an effort to keep the survey as shopogsible to avoid participant fatigue.

Finally, the fourth task required participants tomplete the 9-item, 3-factor version of
the Love of Money scale (Tang et al., 2006). Thetdiess are ‘rich’, ‘motivation’ and
'importance’. The factor 'rich' includes three eta¢nts that measure how much one
desires to be wealthy. Participants had to use poifit- scale to indicate their
agreement/disagreement with such statements. Tdreswers, aggregated into an
average score, were used as an alternative measuparticipants’ desire to be
financially successful. If, as predicted, remindefsnoney abundance do not increase
the desire for financial success, can they otherwisange people's attitude towards
money? The factors 'motivation’ and 'importance’enaedded in an attempt to answer
this question. The factor 'motivation' measures haveh one is motivated to work hard
for money. The factor 'importance’ measures howhmugportance one attaches to
money. As in the factor ‘rich’, both factor ‘motitian’ and factor ‘importance’ featured
three statements each and participants had to #iiwagreement/disagreement with

them by using a 5-point scale. Then, an average $obeach factor was computed.

The study included an instructional manipulatioeatto filter out mindless answering
(Oppenheimer et al., 20p%articipants who failed to answer it correctlgre removed

from the analyses. Participants who completed théysin less than three minutes or
more than twenty were assumed not to be payingginhatiention to the study and were
also removed (in the case of participants who reéedere than twenty minutes, they
were assumed to be multitasking or not to have ¢eteg the study in one sitting,
which would have rendered the money prime inefi@gtiuEleven participants were
removed after applying these criteria. Combinedhwte three outliers mentioned
above, fourteen participants (7.14%) were excludetdtal. Thecontrol condition was

reduced to eighty-seven participants and theney primecondition to ninety-five

participants.

Results

Manipulation check
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Participants in thenoneyprime condition M = 1.75 stemsSD = 0.91) turned more
stems into money-related words than participantthencontrol condition M = 1.51

stems,SD = 0.94;1(180) = -1.76p = .080). The effect was marginally significant.ig'h
suggests that the concept of money was somewhad satient in the mind of primed

participants and, therefore, that the money priras @ffective to some extent.

Life meaningfulness

Participants in thenoney primecondition M = 26.26 pointsSD = 6.16) scored higher
in the presence of meaning scale than participantise control condition M = 24.43
points, SD = 6.64;t(180) = -1.94,p = .054). This replicates the result of Study 1:
activating the concept of money abundance one degdito an increase in reported life

meaningfulness.

Desire for financial success

Participants in thenoney primecondition M = 3.77 pointsSD = 1.54) did not rate
wealth-related goals as significantly more impartdran participants in theontrol
condition M = 3.86 pointsSD = 1.73;t(180) = 0.34p = .734). Similarly, participants
in the moneyprime condition M = 3.79 pointsSD = 0.87) did not score higher in the
‘rich’ factor of the Love of Money scale compareal participants in thecontrol
condition (M = 3.81 pointsSD = 0.76;t(180) = 0.22p = .823). These results suggest
that, as predicted, participants who had the caneemoney abundance activated did

not exhibit a higher desire to be financially sisstal compared to control participants.

Self-esteem

Participants in thenoney primecondition M = 5.44 pointsSD = 1.51) reported being
closer to attaining the goal of knowing and accepthemselves than participants in the
control condition M = 4.95 pointsSD = 1.30;t(180) = -2.33p = .021). This suggests

that, as predicted, reminders of money abundarmeased self-esteem.
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Next we tested whether self-esteem mediates ttaiaetship between reminders of
money abundance and life meaningfulness. To tasimiediation, we followed the
Bootstrapping procedure detailed by Preacher ange$i1a2004). Bootstrapping
involves repeatedly extracting samples from a dataand estimating the indirect effect
(in this case, of self-esteem on life meaningfudh@s each extracted sample. All those
estimated indirect effects allow for the constroietof a 95% confidence interval for the
true’ effect size of the indirect effect. If thertlers of the 95% confidence interval do
not include zero, then the indirect effect is dSigant. The indirect effect for self-
esteem was significanZ = 2.16,SE= 0.44;p = .031). The 95% confidence interval for
the effect size of the indirect path through sstieem did not include zero (0.16; 1.80),
indicating that self-esteem was a significant miediaA closer look at the relevant
regressions (Baron & Kenny, 1986) reveals that-estiéem fully mediated the
relationship between reminders of money abundamck li'e meaningfulness; when
participants’ condition (i.e., primed vs. non-prifdevas used as the only independent
variable to predict life meaningfulness, the effaft participants’ condition was
significant p = 1.84,1(180) = 1.94p = .054). Yet, when self-esteem was added as a
second independent variable, the effect of padmi® condition (i.e. of the money
prime) was no longer significanb € 0.90,t(179) = 1.03p = .307) while the effect of
self-esteem remained significarid € 1.93,t(179) = 6.31,p < .001). Overall, these
results suggest that, as predicted, self-esteemiateddthe relationship between

reminders of money abundance and life meaningfalnes

Love of money

Using the Love of Money scale (LOMS), we analyzemvhreminders of money

abundance affect people’s attitude towards monayst#own previously, reminders of
money abundance did not increase the desire fandial success. Could these
reminders make money a more motivating incentivenarease the importance people

attach to money?

Participants in thenoney primecondition M = 3.74 pointsSD = 0.91) did not score
higher in the ‘motivation’ factor of the LOMS comped to participants in theontrol
condition M = 3.69 pointsSD = 0.86;t(180) = -0.39p = .700). This result suggests
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that activating the concept of money abundance midd increase participants’

motivation to work hard for money.

Participants in thenoney primecondition M = 4.10 pointsSD= 0.61) scored higher in
the ‘importance’ factor of the LOMS compared totjggpants in thecontrol condition
(M = 3.85 points,SD = 0.65;t(180) = -2.65,p = .009). This result suggests that
activating the concept of money abundance strengthearticipants’ belief that money

was valuable and good.

Next, we measured how ‘love of money’ relates fie imeaningfulness. A linear
regression with life meaningfulness as the dependarable and the three factors of
the LOMS as independent variables was conducted. ‘fith’ factor of the LOMS
(which measures the desire for financial succesepatively predicted life
meaningfulnessb(= -1.92,t(178) = -2.35p = .020), while factors ‘motivation’b(= -
0.14,t(178) = -0.19p = .853) and ‘importanceb(= 1.41,t(178) = 1.48p = .141) were

not significant.

Discussion

Study 2 replicated the results from Study 1, shgwthat reminders of money
abundance increase reported life meaningfulnesgori@antly, Study 2 tested the two
competing mechanisms that, based on existing fite¥a could account for the
relationship between reminders of money abundamzk lde meaningfulness. As
predicted, reminders of money abundance increasléeésteem but not the desire to be
financially successful. Also as predicted, selkeest was found to (fully) mediate the

relationship between reminders of money abundanddif@ meaningfulness.

The desire for financial success was found to meglgt predict life meaningfulness.

We expected that to be the case since life meanimggs is an outcome of eudaimonic
well-being (Ryan et al., 2013), and other outcomiesudaimonic well-being such as
vitality and self-actualization have also been shdw be negatively predicted by the

desire for financial success (Kasser & Ryan, 1993).

This study also shed some light on the effectseafinders of money abundance on

people's attitude towards money. Reminders of maieydance do not increase the
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motivation to work hard for money but they do irase the importance that people
attach to money. This last result is consistenh wiite theory that money and social
acceptance are substitute resources (Zhou et0fiI9)2Zhou et al. found that reminders
of money abundance mitigated the distress of sesi@lusion and that feeling socially
excluded increased the desire for money. This lemliZt al. to theorize that money and
social acceptance are substitute resources withmanon purpose: allowing people to
profit from the social system in order to satisfyeit needs. If people distance
themselves from others after being reminded of mdkehs et al., 2006) but they still

need to profit from the social system in order &bisfy their needs, it follows that

money will become more important, since it is thetyoother resource besides social

acceptance that grants access to the advantafjei@in society.

General discussion and conclusions

The present research expands the literature onpsiyehological consequences of
money by showing that reminders of money abundamake life seem more
meaningful, even if only temporarily. The presesgaarch built on the self-sufficiency
hypothesis, which posits that reminders of monayndance strengthen the belief that
everybody should fend for themselves (Vohs et28l06). While this can lead to some
less-than-admirable behaviors (e.g. denying a gl help), the present research
shows that self-sufficiency has its perks: it irges self-esteem. Self-esteem was found
to fully mediate the relationship between remindefsmoney abundance and life
meaningfulness. This finding is consistent with theoretical model proposed by
Baumeister (1991), which suggested that self-estgasnone of the needs that had to be

fulfilled in order to attain a meaningful life.

The present research is consistent with and expandfe notion that the desire for
financial success undermines eudaimonic well-b@iagser & Ryan, 1993). The desire
for financial success was found to negatively pelfie meaningfulness (an outcome of
eudaimonic well-being that was not measured in shely by Kasser and Ryan).
Crucially, reminders of money abundance were nonhdoto increase the desire for

financial success, which makes the main findinghef present paper (reminders of

39



money abundance make life seem more meaningfulpatiie with Kasser and Ryan's

results.

Since reminders of money abundance make life seere meaningful and since life
meaning correlates with life satisfaction and happs, it would be tempting to promote
'thinking of money' as a valid strategy to imprg@eople's life. Regrettably, that would
most likely backfire. By exposing participants eminders of money abundance, the
present research has shown the short-term effeictthioking of money: when
individuals are reminded of money, their self-este@ncreases and their lives
temporarily seem more meaningful. Also, they attacbre importance to money.
However, what are the long-term consequences okitig of money? Could thinking
of money eventually trigger aspirations of finahaiaccess? This does not seem so far-
fetched since, as we have shown, reminders of mabeypdance make money seem
more important, and it is a natural reaction to epddesiring those things that one
regards as important. The present research hasnskimat the desire for financial
success undermines life meaningfulness. Self-d@tatian theory suggests that this
happens because an excessive focus on extrinsazdssuch as money) distracts the
individual from pursuing more intrinsically satigg endeavors (Deci & Ryan, 1985b).
This undermines eudaimonic well-being and, as orfe ite outcomes, life
meaningfulness as well. If thinking of money evailitu triggers strong enough
aspirations of financial success, thinking of mohegomes a double-edged sword: in
the short run it creates the illusion that lifemsre meaningful (due to the self-esteem
boost), but in the long run it may end up underngniife meaningfulness (due to the

emphasis on financial success).

The present research has at least two limitatibmstly, the way in which self-esteem
was measured; we measured self-esteem by usingfdhe personal growth goals of
the Aspirations Index: “To know and accept whodliggam”. Although self-acceptance
is a good proxy for self-esteem, it may have bemreficial to use a more thorough and
conventional measure of self-esteem such as Rogeslself-esteem scale (Rosenberg,
1965) and see if the mediating role of self-esteenid be replicated with that measure.
Secondly, although the data supported that our mneasf self-esteem mediated the
relationship between reminders of money abundandelile meaningfulness, the fact

remains that we did not test for alternative meunlstOne such alternative mediator
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could be locus of control (Rotter, 1990). If remensl of money abundance increase self-
sufficiency, they may also lead to shift towardsiernal locus of control. Following
Rotter, an internal locus of control refers to bedief that outcomes are determined by
one’s own ability and actions, as opposed to fatk or powerful others. Could a shift
towards an internal locus of control explain whynneders of money abundance
increased life meaningfulness? This does not seenfarsfetched considering that
another need of Baumeister's four-need model ofningawas efficacy. Furthermore,
could a shift towards a more internal locus of conéxplain both the increase in self-
esteem and life meaningfulness? Discovering howdoof control is affected by
reminders of money abundance and how it affectsomo¢s such as self-esteem and life

meaningfulness may prove an interesting avenutifore research.
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3. CONSUMPTION RITUALS AND BONDING

Abstract

Previous research has found that sharing consumpiivals binds people together.
However, that research is exclusively qualitativegs not explored underlying
mechanisms and moderation/mediation effects, andmised to consumption rituals
that emerge in shared consumption events such aibalb matches. In the present
research, we hypothesize that the underlying mesmahehind the bonding power of
consumption rituals is based on the well-estabtidivk between attitudinal similarity
and interpersonal attraction. Two laboratory expents found support for the bonding
effect and the hypothesized mechanism: simply legrthat a target person follows
one’s consumption ritual (an instance of attitutlisinilarity) resulted in that person
being evaluated more positively. Learning thatrgaaperson not only does not follow
one's consumption ritual but also consumes thecadsd product in a way deemed
incorrect (an instance of attitudinal dissimilayitgsulted in that person being evaluated
more negatively. Those results were mediated bisdaelings of pride, and moderated
by whether the target person enjoyed the produsbciested to the ritual, and by
whether the target person was a friend or a strar@eerall, the present research

supports and expands the previous work on the hgrmbwer of consumption rituals.

47



When Roger opens a new bottle of wine, he doesingtly drink the liquid. First, he
meticulously pours the wine into a crystal glasker, he raises the glass against a
white background so that he can better appreclaewine's tonality. Next, Roger
makes the wine swirl gently inside the glass toregipte the wine's density. After that,
Roger brings the glass closer to his face and takdsw, deep breath, appreciating the
wine’s aroma. Only after this prelude does Rogeceed to drink the wine and savor

its flavor.

The situation above describes a consumption ritwadlving wine sampling. Previous
work has shown that such consumption rituals camease the value derived from
consumption (Vohs et al.,, 2013). In this paper, stady the social aspect of
consumption rituals: we investigate the relatiopdietween shared consumption rituals

and interpersonal attraction.

(Consumption) rituals and interpersonal attraction

Research about human rituals originated in sociolagd anthropology (Durkheim,

1959; Turner, 1967) and has remained a primaryctopstudy in those fields. Rituals

and religion have traditionally been deeply inténd; for Turner (1973), a ritual is a

‘stereotyped sequence of activities involving gestuwords, and objects, performed in
a sequestered place, and designed to influencerpattiral entities or forces on behalf
of the actors' goals and interests’ (p. 1100). ditesof this definition, it would be a

mistake to consider rituals a mere synonym of ialig practices. Indeed; Turner (1968)
more generally understood rituals as the conceotraf a society’s customs. Olaveson
(2001) elaborated on that claim and argued thafl @oner, rituals are ‘the place where
a society’s values, norms, and deep knowledgeseffiarre reaffirmed, and sometimes,
created' (p. 93). This more general perspectivetaals has at least two implications:
1) rituals express the culture of a society (seerZe1973) and, therefore, they are
excellent tools to learn and understand that celt@f As an expression of a society’s
culture, rituals are pervasive and can be founchutltitude of situations: National days
include patriotic rituals such as flag paradeshiays include rituals such as blowing
the lit candles of a birthday cake, and companymmtons include rituals such as

speeches and dinner celebrations. The fact thabceetg ritualizes National days,
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birthdays and promotions implies that those everes culturally-relevant in that
society.

Consumption is another situation that can be iigadl Think, for example, of how gift
giving and sharing food has taken on the form oituml performed on Thanksgiving
day (Wallendorf & Arnould, 1991). The notion of cumption rituals was introduced
to consumer research by Rook (1985). Rook defiredsumption rituals such as the
wine-sampling ritual described above as symboliaftgpned activities that are
performed with inner intensity. Although Rook encaged consumer researchers to
continue studying the (at that time) novel congtafacconsumption rituals, his proposal
was met with little enthusiasm (Arnould, 2001) the last fifteen years, the research on
consumption rituals has remained scarce. Two mesults have emerged from the
studies on consumption rituals; first, consumptrdnals have been shown to make
consumption more intrinsically involving and, ulately, more enjoyable. In one study
(Vohs et al., 2013), participants had to eat sedvesamrots. Before eating them,
participants had to perform a pre-defined set stges and movements that, according
to pretests, either felt like a ritual (ritual catmeh) or felt like random actions (control
condition). Participants assigned to the ritualdibon reported higher anticipated and
experienced enjoyment of the carrots compared tocfants assigned to the control
condition. The effect of rituals on consumptionagment was mediated by feelings of

personal involvement.

A second result that has emerged from the consomptituals literature is that
consumption rituals create a bond between the peapb share them, helping them
develop and maintain social relationships. Stampd Arnould (1998) studied the
significance of the Florida Classic as a rituatistonsumption experience. The Florida
Classic is an end-of-year football bowl game plaetiveen the only two historically
Black universities in Florida. The African-Americamiddle class community is
distinctively involved in this event. Observationéield notes and focus group
participants describe the Florida Classic as alhighticipated event that includes a
variety of rituals such as mall-crawling, tail-gagj the Glory Foods party, the black tie
gala, and the gospel concert. The paper arguedbyhatolving the African-American
middle class attendees in such ritualistic acesitithe Florida Classic helps create and

sustain their community. This research is consisteith the ritual theories from
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sociology and anthropology, which understand rgud activities that foster a sense of
community or group cohesiveness (Durkheim, 195%néy 1967). For Durkheim
(1959), rituals involved assemblies were commumigmbers came together to express
their like-mindedness via symbolic activities. Aseault, those beliefs and symbols they
shared became stronger, and, in the process, sbhalicbhesiveness of the group. The
like-mindedness of the African American middle-sl@®mmunity can be found in the
shared passion for football, but also in beliefgarding equality of opportunity and
black pride. The Florida Classic is in Durkheim’snds an ‘assembly’, and the rituals
that emerge from it are the means by which the cAfri American middle-class
community expresses and reinforces its like-mindsdn Ultimately, this results in a
more cohesive community. Gainer (1995) studiedctthresumption rituals that emerge
in the context of music and art live performancesl @oncluded that even when
attendees are not bound by ties of race or sol@atcsharing consumption rituals still
binds people together, helping develop and mairgaanal relationships.

The existing research on the bonding power of comsion rituals has three limitations:

1) it is exclusively qualitative, 2) it does notliwkeinto the mechanism that leads to the
bonding effect nor explores potential mediatorsymderators, and 3) it is limited to

rituals that emerge in shared consumption eventh s football matches or live

performances. Because of this, it is not possiblkniow if shared consumption rituals

need to be collectively performed for the bondirftea to appear, or if the mere

knowledge that the ritual is shared would be enodgiis is relevant because if these
collective performances are not necessary, them @omsumption rituals that are

performed individually (e.g. the wine-sampling atudescribed above) could bind

people together.

The purpose of the present research is to expamgrivious work on the bonding
power of consumption rituals by addressing the eafmmntioned limitations. A
laboratory setting was used in order to test thedbg effect of consumption rituals
quantitatively, explore potential underlying mecisams and moderators/mediators, and
isolate the effect of simply knowing that a ritualshared from the effect of jointly

performing such shared ritual.
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Attitudinal (dis)similarity

What is the underlying mechanism that gives consiompituals their bonding power?
As mentioned above, classic theories of ritual sastburkheim's (1959) contend that
rituals bind people together because they invossgemblies in which people's like-
mindedness is expressed and reinforced. Thus,lgitsaem to necessitate two
ingredients in order to bind people together: agxisting like-mindedness (such as
sharing a certain product preference), and an ddgdire., a shared consumption event
such as a football match) in which such like-mintess is enacted and amplified. As
we have seen, qualitative research on the bondowep of consumption rituals
supports this theory (Stamps & Arnould, 1998; Ggid895). By bringing the study of
consumption rituals to the laboratory, we can stiidybonding power of consumption
rituals outside the context of these ‘assemblieshared consumption events. Could a
bond be formed between two people who simply ledrat they share a consumption

ritual? Or must the ritual be first jointly perfoea for the bond to appear?

Previous research has found a very robust link &éetwattitudinal similarity and
interpersonal attraction: when two people sharestimae view on a subject, they like
each other more (Byrne, 1971; Berscheid & Walsit8r,8). Condon and Crano (1988)
explored the underlying mechanism that makes ditiad similarity result in
interpersonal attraction. They found evidence fe ‘inferred evaluation’hypothesis
(Aronson & Worchel, 1966). According to the infatrevaluation hypothesis, people
assume that if a person agrees with them, thabpevsl also like them. Other research
has also found that people tend to like those vikeothem, a phenomenon known as
reciprocal liking (Lowe & Goldstein, 1970). Theredo attitudinal similarity results in
interpersonal attraction because people assumegitaement signals liking and then
they feel compelled to reciprocate that liking. Asresult, the person who showed

agreement becomes more well-liked.

We argue that those who share a consumption @isalshare a view on how a certain
product must be consumed or experienced. Basecdham $haring a ritual can be

understood as a form of attitudinal similarity ald, such, it should lead to increased
interpersonal attraction. Thus, we predict thatscmomption rituals do not need to be

jointly performed in order to bind people togethererely knowing that the ritual is
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shared should result in a bonding effect as itagattitudinal similarity. As a proxy for
this bonding effect, we measured whether people Wilow a consumption ritual
evaluate others who follow the same ritual moretpesdy. Throughout the paper, we

refer to this potential ‘positive opinion change’an 'appreciation effect'.

If the appreciation effect resulting from sharingcansumption ritual is driven by
attitudinal similarity, large enough attitudinalsdimilarity could cause a negative
opinion change or ‘depreciation effect’. We arghattsuch large-enough attitudinal
dissimilarity is reached when one finds someone’lsiay of consuming a product
‘incorrect’. Consider once again the case of Rogdlee person who followed the
involving wine-sampling ritual described earlieretLus assume that Roger notices a
stranger drinking wine. Not only does this stranget follow Roger’s ritual but he
pours the wine in a plastic glass and unceremolyiaygallows it in one gulp. Let us
assume that Roger finds the stranger’s way of @rgnwine incorrect. In that situation,
we predict a depreciation effect: because the géé way of drinking wine signals
such a large attitudinal dissimilarity (regardingwh wine should be experienced)

between the stranger and Roger, Roger is goingaiu&e him more negatively.

Situations where a person neither follows oneigat# nor consumes the product around
which they revolve ‘incorrectly’ are a middle graum terms of attitudinal similarity.
In these situations, we predict neither an apptiecianor a depreciation effect. In other

words, one’s opinion of that person should not vary

The role of pride

As previously stated, the inferred evaluation higests (Aronson & Worchel, 1966)
posits that agreement signals liking: people asstivaeif a person agrees with them,
that person will also like them. Becoming well-likdy others as a result of one's
actions or attitudes triggers feelings of pride.sktzlo and Fischer (1995) defined pride
as an emotion ‘generated by appraisals that omesigonsible for a socially valued
outcome or for being a socially valued person’g@). Some evolutionary psychologists
argue that the function of pride is to promote tjias, feelings and behaviors that serve
to maintain and increase one’s position within sleeial hierarchy (Tracy, Shariff, &

Cheng, 2010). The implication is that any thougfeslings and behaviors that make an
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individual feel more valued by others (i.e., morellviked) should trigger feelings of

pride.

If attitudinal similarity signals the possibilityf decoming more well-liked by others
(inferred evaluation hypothesis), and becoming madl-liked by others triggers
feelings of pride, then sharing a consumption fittess a form of attitudinal similarity-
should trigger feelings of pride too. We expect’srfeelings of pride to mediate the
relationship between one’s opinion change of tihgetaperson, and the target person’s

consumption behavior (follows versus does not feltme’s consumption ritual).

Boundary conditions

Imagine that wine-enthusiast Roger notices anotfexson that follows his wine
sampling ritual. Yet, that person does not enjay ¢kperience. Apparently, he dislikes
wine. From Roger’s perspective, could the fact that person followed his same ritual
still lead to an appreciation effect if that persbd not like the product around which
the ritual revolves? Following one’s ritual andihigg the associated product are two
instances of attitudinal similarity. In comparisdoljowing one’s ritual but disliking the
associated product results in a combination ofualithal similarity and dissimilarity.
The effect of sharing consumption rituals on ingesnal attraction is hypothesized to
be driven by attitudinal similarity. Since the taergoerson enjoying (disliking) the
product associated to one's consumption ritualfireed (diminishes) the attitudinal
similarity between one and the target person, wipgse ‘product enjoyment’ as a
moderator for the appreciation effect. Specificalle predict that only the situation that
unambiguously reflects attitudinal similarity (tkerget person follows one’s ritual and
enjoys the associated product) should lead to gneajation effect. When the signal

regarding attitudinal similarity is ambiguous, mpeeciation effect should occur.

Imagine now that wine-enthusiast Roger noticesragmethat not only does not follow
his ritual but also drinks wine in a way that Rogensiders incorrect. We hypothesized
that instances of large attitudinal dissimilarityck as this one would result in a
depreciation effect: Roger would evaluate that @ersore negatively. However, would
that still be the case if the person who consumesrrectly was a friend instead of a

stranger? Previous research has found that friarelsnore similar than non-friends in
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several domains including personality traits (Schugl., 2009) and activity preferences
(Werner & Parmelee, 1979). We argue that this veseof similarity (which is not

available among strangers because they do not leamlv other) should minimize the
negative impact of an instance of attitudinal askirity (such as learning that a friend
drinks wine in a way deemed incorrect). Based @ We propose ‘person type: friend
versus stranger’ as a moderator for the depreaiatf@ct; we predict that when a target
person consumes a product in a way deemed incomeefs opinion of him will

become more negative only if such target persandganger. If the target person is a
friend, this depreciation effect will not occur. Wmwever expect the appreciation
effect (a positive opinion change upon learning tine target person follows one’s

consumption ritual) to occur both among friends sindngers.

Summarizing, we propose that: 1) simply learningt th target person follows one’s
consumption ritual will result in a more positiveatuation of that person (appreciation
effect), 2) learning that a target person doesfolidw one's consumption ritual will
result in neither a more positive nor more negagivaluation of that person as long as
said persons notdeemed to consume the product associated tottred mcorrectly,
and 3) learning that a target person does notviotlne's consumption ritual will result
in a more negative evaluation of that person ifl g@rsonis deemed to consume the
product associated to the ritual incorrectly (de@ton effect). We hypothesize that
these results are driven by attitudinal (dis)sintjyabetween one and the target person.
We propose one mediator for these results: onelgfgs of pride. We also propose two
boundary conditions: whether the target personysnjbe product associated to the

ritual, and whether the target person is a friend stranger.

Study 1

The purpose of Study 1 was to test the existenddeofappreciation and depreciation
effects, as well as the role of pride as a media&iween one’s opinion change of the
target person and the target person’s consumpawior (follows versus does not

follow one’s consumption ritual).
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Method

Participants

One hundred and sixty-eight undergraduate stugemtipated in exchange of a show-
up fee. All participants were part of a subject lpm@anaged by a Southern European

university and were familiar with participatingremunerated experiments.

Procedure

Participants came to a computer laboratory in gsoafpabout 20 people. Upon arrival,
each participant was guided to a randomly-assigoadputer workstation. Computers
were separated by panels so that participants cumildee the screen of their neighbors

and create a certain sense of privacy.

All participants had to complete a single taskalfirst phase, instructions introduced
participants to the concept of consumption ritutiley read a short text on the topic and
then answered several questions about it. Theprextided examples of consumption
rituals (wine sampling, watching a horror moviewihe lights turned off...) and used
them to outline some of the main features of a eonion ritual (symbolism, patterned
activities...). The text also emphasized that corsion rituals can be very diverse. The
questions about the text followed a 'True or Fdts@hat and included statements such
as 'Consumer rituals only apply to food and bevesagr '‘Consumer rituals are always
sophisticated’. Those questions served as compemechecks; participants who failed
to answer all of them correctly were removed frohe tanalyses. Twenty-one
participants (12.50%) were eliminated as a reskiie comprehension checks were
complemented with an instructional manipulationaghkater in the study to filter out
mindless answering (Oppenheimer et al., 2009). Twbiwve additional participants
(14.88%) failed to answer it correctly and wereoatemoved. In total, forty-six

participants (27.38%) were excluded.

After familiarizing themselves with the concept @dnsumption rituals, participants
were asked to write down a product that they comsliyy following a ritual, and to
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describe that ritual in as much detail as possBl@mples include cutting a croquette
in small pieces to enjoy its flavor more timesdogssing in a certain way, lying down
and smoking in preparation for listening to musidter naming the product and
describing the associated ritual, participants vasieed to imagine that a hypothetical
stranger also consumed the same product as thenthigAtpoint, participants were
randomly assigned to either of three hypotheticaharios: in thé&ollows condition (n

= 41), participants were told to imagine that thgpdthetical stranger followed
participants’ ritual when consuming the producttisgrants had chosen. This allowed
us to separate the effect of simply knowing thabasumption ritual is shared from the
effect of collectively performing the shared ritud the Neutral condition (n = 43),
participants were told that the hypothetical steangdid not follow participants’ ritual
when consuming the product that participants haaseh. No other information was
given. In thelncorrect condition (n = 38), participants were asked tocdbs a way to
consume the product they had chosen that they wowdider incorrect. Then, they
were told to imagine that the hypothetical strangensumed the product they had

chosen in such a way.

After being exposed to their assigned scenarioslaadhing about the consumption
behavior of the hypothetical stranger, all paréeits had to report how proud they felt
using a scale from 1 (not at all) to 5 (a lot), drmv much their impression of the
hypothetical stranger would change using a scalm fL (I would like that stranger
much less) to 5 (I would like that stranger muchr@éj.oThe middle point of the scale (3)
indicated no opinion change. Participants’ opinichange (or not) about the
hypothetical stranger was the dependent variablleeo$tudy.

Results and discussion
Opinion change

A one-way ANOVA was conducted on the influenceha target person’s consumption
behavior follows neutral and incorrec) on participants’ opinion change about the
target person. The effect of the target persontsemption behavior was significant
(F(2, 119) = 26.34p < .001). Bonferroni-adjusted post-hoc tests reagtahat the

difference lied between tHellows condition and the other two conditions. Particigan
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opinion change about the target person was moriév@os thefollows condition M =
3.66,SD = 0.73) than in theeutral (M = 2.98,SD = 0.34;p < .001) andncorrect(M =
2.92,SD = 0.36;p < .001) conditions. The difference in opinion charbetween the

neutralandincorrectconditions was not significanp € 1.000).

In order to understand whether the results aboppa@ti the existence of the predicted
appreciation and depreciation effects, we tookatlerage opinion change score of each
condition and compared it against the middle pofrthe scale (3), which indicates no
opinion change. In thdollows condition, the average opinion change score was
significantly higher than thre@A = 3.66,SD= 0.73;t(40) = 5.79p < .001). An average
score that is higher than three indicates a p@sipinion change. Thus, support was
found for the predicted appreciation effect. Impotly, and also as predicted, merely
knowing that the target person followed one's consion ritual was enough to trigger
the appreciation effect. This suggests that a lmamdbe created even if the shared ritual
is not jointly performed. In theeutral condition, the average opinion change score was
not significantly different from three (M = 2.98DS= 0.34; t(42) = -0.44, p = .660). An
average score not different from three indicatesopmion change. Thus, and as
predicted, participants’ opinion of the target parsemained the same when he neither
followed participants’ rituals nor was portrayed @msuming participants’ products
incorrectly. In theincorrect condition, the average opinion change score wds no
significantly different from three eitheM(= 2.92,SD = 0.36;t(37) = -1.36,p = .183),
suggesting no opinion change. This is inconsisteith the predicted depreciation

effect.

The unexpected similarity between theutral and incorrect conditions could be
explained if some of the participants assigneché&artcorrect condition were unable to
imagine the target person consuming their choseduat incorrectly. That would make
the neutral andincorrect conditions essentially the same from the perspedf those
participants, and would explain why those condgioyielded similar results. An
examination of the data reveals that when partitgpan theincorrect condition were
asked to think of a way in which their chosen pridtould be consumed incorrectly,
fourteen participants (36.84%) replied that the@s wo incorrect way of consuming
their chosen product. When those participants wemgorarily removed, the average

opinion change score of thecorrect condition became significantly lower than three
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(M = 2.83,SD = 0.38; t(23) = -2.15,p = .043). Thus, support was found for the

predicted depreciation effect.

Pride

A one-way ANOVA was conducted on the influenceha target person’s consumption
behavior follows, neutralandincorrec) on participants’ reported feelings of pride. The
effect of the target person’s consumption behawias significant (2, 119) = 27.53p
<.001). Bonferroni-adjusted post-hoc tests revktiat the difference lied between the
follows condition and the other two conditions. Particisareported feeling more proud
in the follows condition M = 3.12 pointsSD = 1.47) than in theeutral (M = 1.51
points, SD = 0.99;p < .001) andincorrect (M = 1.45 points,SD = 0.92;p < .001)
conditions. The difference in reported pride betwedbe neutral and incorrect
conditions was not significanp (= 1.000). This difference remained non-significant
even when the fourteen participants from ith@rrect condition that could not follow

the procedures were removed.

Next we tested whether participants’ reported pritkdiates the relationship between
the target person’s consumption behavior and paaiits’ opinion change of the target
person. To test for mediation, we followed the Btw@tpping procedure detailed by
Preacher and Hayes (2004). Bootstrapping involepeatedly extracting samples from
a data set and estimating the indirect effect i3 tase, of pride on participants’
opinion change of the target person) in each etddasample. All those estimated
indirect effects allow for the construction of a%%onfidence interval for the 'true’
effect size of the indirect effect. If the bordefsthe 95% confidence interval do not
include zero, then the indirect effect is signifitaThe indirect effect via pride was
significant € = 4.15,SE= 0.04;p < .001). The 95% confidence interval for the effec
size of the indirect path via pride did not inclugero (0.09; 0.27), indicating that pride
was a significant mediator. A closer look at thievant regressions (Baron & Kenny,
1986) reveals that pride partially mediated thatrehship between the target person’s
consumption behavior and participants’ opinion geanof the target person; when the
target person’s consumption behavior was the ontlependent variable to predict

participants’ opinion change of the target persie effect of the target person’s
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consumption behavior was significatt € 0.37,t(120) = 6.25,p < .001). Yet, when
pride was added as a second independent varidideeffect of the target person’s
consumption behavior remained significant despite dffect size decreask € 0.20,
t(119) = 3.30,p = .001). Overall, these results suggest that,radigted, feelings of
pride (partially) mediate the relationship betwetie target person’s consumption
behavior (follows versus does not follow particifgnrituals), and participants’

resulting opinion change about the target person.

Study 2

The purpose of Study 2 was twofold; first, to repte the results from Study 1.

Secondly, to test whether the appreciation andeadggion effects are moderated by
product enjoyment (whether the target person enjthes product associated to

participants' ritual or not) and by person type éttler the target person is a friend or a
stranger). We predicted that the appreciation effeauld be moderated by product

enjoyment and that the depreciated effect woulthbderated by person type.

Method

Participants

Three hundred and fifty-eight people participatedexchange of a fixed monetary
reward. All participants were part of a subject lpm@anaged by Prolific Academic, an
online platform to conduct studies. All recruitecrficipants were of American

nationality.

Procedure

Participants used a computer or Smartphone to ipertbe study. Before starting,
participants were requested to seclude themsetvasplace free of distractions and to

complete the study in one sitting. The study cdediof only one task. As in the
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previous study, participants were introduced toscomer rituals via a short text and
then they had to answer several questions thaedeas comprehension checks. Fifty
participants (13.97%) failed to answer at least a@fiethe comprehension checks
correctly and were removed from the analyses. Towmpcehension checks were
complemented with an instructional manipulationaghkater in the study to filter out

mindless answering (Oppenheimer et al., 2009). i8eea additional participants

(4.75%) failed to answer it correctly and were atemoved. In total, sixty-seven

participants (18.72%) were excluded. After familiarg themselves with the notion of
consumption rituals and, as in Study 1, participamtre asked to write down a product
that they consumed by following a ritual, and tea#e such ritual in as much detail as
possible. At that point, participants were randorbgigned to either of eight possible
scenarios. In those scenarios, a target personcadid be either a friend or a stranger,
consumed the same product that participants haseohd he target person could follow
the same ritual as participants while consuming gheduct, or could consume the
product in a way that participants deemed incor(astin Study 1, participants were
asked to describe such way). Furthermore, the tta@gyson could enjoy consuming the
product or hate it. Thus, the study followed a 2r¢pn type: friend vs. stranger) x 2
(consumption behavior: follows ritual vs. consumegorrectly) x 2 (product

enjoyment: enjoys vs. hates) design. Between 324dngarticipants were assigned to

each cell of the design.

After being exposed to their assigned scenariod,jast as in Study 1, all participants
had to report how proud they felt using a scalenfrb (not at all) to 5 (a lot), and how
much their impression of the target person woulahge using a scale from 1 (I would
like that person much less) to 5 (I would like tipgrson much more). Participants’

opinion change about the target person was thendepé variable of the study.

A remarkable difference between Studies 1 and thas Study 2 does not include a
neutral consumption behavior condition. In Study 1 thegéarperson could follow
participants’ ritual, not follow it, or consume tipeoduct in a way deemed incorrect.
The neutral condition (not following participants’ ritual) sbsent in Study 2. This was
done because theeutral condition was considered redundant. The insightsn f
including aneutral condition can be gained by using a dependent Mariahose scale

captures opinion change and whose middle pointcatds no change in opinion.
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Indeed; by testing whether the average opinion ghan thefollows condition is
significantly higher than the middle point of theake, we can obtain similar information
as if we had dollows andneutral conditions and tested whether the average scdres o
the former is higher than average score of therlaBtudy 1 indeed showed that in the
neutral condition, evaluation change was not differentrfrthhe scale midpoint. Since a
neutral condition was redundant and the desigrntudy52 already includes eight cells,

we decided to exclude it.

Results and Discussion
Opinion change

A three-way ANOVA was conducted with the target Soers type (friend versus
stranger), the target person’s consumption behaifalows participants’ ritual vs.
consumes incorrectly) and the target person’s midnjoyment (enjoys participants’
product versus hates it) as independent variabhes participants' opinion change about

the target person as the dependent variable.

The main effect of the target persotypewas significant; participants' opinion change
about the target person was more positive whendsanriend (M = 3.08, SD = 0.51)
than when he was a strangkt € 2.91,SD= 0.67;F(1, 283) = 6.54p = .011).

The main effect of the target persopduct enjoymenivas significant; participants'
opinion change about the target person was mornéyeoshen he enjoyed participants'
chosen product (M = 3.13, SD = 0.77) than whendtechsuch productM = 2.88,SD

= 0.36;F(1, 283) = 14.16p < .001).

Consistent with the results from Study 1, the maffect of the target person’s
consumption behaviowas significant; participants' opinion change abtne target
person was more positive when he followed the satual as participantsM = 3.18,
SD= 0.67) than when he consumed participants' ptsdincorrectly' M = 2.80,SD =
0.45;F(1, 283) = 40.27p < .001). Furthermore, participants’ opinion chaageut the
target person was significantly higher than threleenvthe target person followed
participants’ rituals 1 = 3.18,SD = 0.67;t(148) = 3.31p = .001). An average score

that is higher than three indicates a positive iopirchange. Thus, support was found

61



for the appreciation effect. Conversely, particigampinion change about the target
person was significantly lower than three whent#irget person consumed participants’
products incorrectlyMl = 2.80,SD = 0.45;t(141) = -5.23p < .001). An average score

that is lower than three indicates a negative opirchange. Thus, support was found
for the depreciation effect. Taken together, thesellts replicate the appreciation and
depreciation effects found in Study 1.

Pride

Participants reported feeling more proud when #nget person followed participants’
rituals M = 1.84 pointsSD = 1.25) than when the target person consumedcjgatits’
chosen product incorrectiy(= 1.27 pointsSD = 0.68;t(229) = -4.82p < .001). This
replicates the result from Study 1.

Next we tested whether pride mediates the reldtipnbetween the target person’s
consumption behavior and participants’ opinion gemf the target person. As in
Study 1, we followed the Bootstrapping proceduréaited by Preacher and Hayes
(2004). The indirect effect via pride was signifitdZ = 3.70,SE= 0.03;p < .001). The
95% confidence interval for the effect size of théirect path via pride did not include
zero (0.05; 0.18), indicating that pride was a siggnt mediator. A closer look at the
relevant regressions (Baron & Kenny, 1986) revdladd pride partially mediated the
relationship between the target person’s consumtéhavior and participants’ opinion
change of the target person; when the target persamsumption behavior was the
only independent variable to predict participardginion change of the target person,
the effect of the target person’s consumption bemavas significantlf = 0.38,t(289)

= 5.64,p < .001). Yet, when pride was added as a secongparient variable, the
effect of the target person’s consumption behavénained significant despite the
effect size decreasé € 0.27,1(288) = 4.13p < .001). Overall, these results replicate
the finding of Study 1: participants’ feelings aige (partially) mediate the relationship
between the target person’s consumption behavidr garticipants’ opinion change

about the target person.

Boundary conditions
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Inconsistent with our prediction, the two-way itetion between the target person’s
type (friend versus stranger) and the target p&soonsumption behavior was not
significant (1, 283) = 0.99,p = .321). At first glance, this suggests that the
appreciation and depreciation effects found easdier not qualified by whether the
target person is a friend or a stranger. Although two-way interaction is not
significant, a closer examination of the four suags of the interaction provides some
interesting insights. Participants’ opinion charsgere about the target person is on
average 3.25 (95% CI [3.13; 3.37]) when the taggtson is a friend who follows
participants’ rituals, and 3.15 (95% CI [3.02; J)28hen the target person is a stranger
who follows participants’ rituals. The lower bounflthe 95% confidence intervals is
higher than three in both cases. This means fafigyparticipants’ ritual results in an
appreciation effect no matter whether the targes@eis a friend or a stranger. This
similarity helps explain why the two-way interactiovas not significant. However, the
remaining two subgroups are more dissimilar. Pigditts’ opinion change score about
the target person is on average 2.91 (95% CI [Z78}]) when the target person is a
friend who is deemed to consume participants’ pecbdlcorrectly, and 2.69 (95% CiI
[2.56; 2.81]) when the target person is a strangbo is deemed to consume
participants’ product incorrectly. The lower bouofithe 95% confidence intervals is
only lower than three in the case of the strangeo wonsumes incorrectly, but not in
the case of the friend who consumes incorrecthyusTtwhile both the friend and the
stranger can receive the appreciation effect, tmtystranger receives the depreciation

effect. This is consistent with our prediction.

Also consistent with our prediction, the two-wajyeiraction between the target person’s
consumption behavior and the target person’s proeojoyment was significant(1,
283) = 22.28p <.001), see Figure 1.
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Figure 1 Average opinion change score about the targetopeas a function of the target person's
product enjoyment (enjoys versus hates) and thgetgrerson's consumption behavior (follows ritual
versus consumes incorrectly).

The plot in Figure 1 shows that participants’ opinchange about the target person was
the most positive when the target person both edgarticipants’ chosen product and
followed participants’ ritual. A comparison usinget95% confidence intervals over the
marginal means of each subgroup reveals that itfésehce is significant; participants’
average opinion change score about the target peves indeed significantly more
positive in the enjoys-follows subgrouf & 3.47,SE= 0.07,95% CI[3.34; 3.60]) than

in the enjoys-incorrect subgroup! = 2.77,SE= 0.07,95% CI[2.64; 2.90]), the hates-
follows subgroup ¥ = 2.93,SE = 0.06,95% CI[2.82; 3.05]) and the hates-incorrect
subgroup i = 2.83,SE= 0.06,95% CI[2.71; 2.95]).

Comparing the marginal means of each subgroup sigtwe neutral value of three
(which indicates no opinion change) is also ingightOnly the mean of the enjoys-
follows subgroup is significantly higher than thi@é = 3.47 pointsSD = 0.84;t(67) =

4.64,p < .001). This confirms the predicted boundary ¢oma for the appreciation
effect: only the situation that unambiguously refteattitudinal similarity (the target
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person follows one’s ritual and enjoys the assedigiroduct) leads to an appreciation
effect, while situations that are a mixture of tatinal similarity and dissimilarity

(enjoys-incorrect and hates-follows subgroups) @ n

Finally, neither the two-way interaction betweer thrget person’s type and the target
person’s product enjoymenf(l, 283) = 0.51p = .478), nor the three-way interaction
between the target person’s type, the target perswoduct enjoyment and the target
person’s consumption behavioF({, 283) = 1.65p = .200) were significant.

General discussion and conclusions

The results of two studies provide support for olaim that when a person follows
one's consumption ritual, one's opinion about gfE&aton becomes more positive: an
appreciation effect. This claim was based on previwork that suggests a strong link
between attitudinal similarity (of which sharingcansumption ritual was argued to be
an instance) and interpersonal attraction (Byr8&11 Berscheid & Walster, 1978). The
results further indicate that when a person isebelil to consume a product incorrectly
(a situation of large attitudinal dissimilarity)n@s opinion about that person becomes
more negative: a depreciation effect. The appreciaand depreciation effects were
mediated by one's feelings of pride, and moderdtgdwhether the target person
enjoyed the ritual's associated product, and widlieetarget person was a friend or a
stranger. Consistent with the link between attitatlisimilarity and attraction, only the
situation that reflected unambiguous attitudinahikirity (following one's ritual and
enjoying the associated product) led to an apptieniaffect. Moreover, both friends
and strangers could trigger the appreciation effbat only strangers triggered the
depreciation effect.

The results above are in line with the previouslitpteve research on the bonding
power of consumption rituals and expand that resedry providing an underlying

mechanism for the bonding effect (attitudinal samtly), a mediator (one's feelings of
pride) and two moderators (whether the target peesgoys the product associated to

the rituals, and whether the target person is densd a friend or a stranger).
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The previous research on the bonding power of copsion rituals was limited to
rituals that emerged on shared consumption evards as football matches or live
performances. The present research has shownahstimers do not need to assembly
and perform a certain consumption ritual togethoerthe bonding effect to emerge;
simply knowing that the ritual is shared is enouljlwe consider classical theories of
ritual such as Durkheim’s (1959), this result ispsising. For Durkheim, the bonding
power of rituals was deeply rooted in the notioatthtuals were collective activities.
Indeed; Durkheim argued that rituals involved adsdess were society members came
together to express their shared beliefs via symbaitivities. It was through the
collective expression and reenactment of thoseeghbeliefs that the group became
more cohesive. Yet, the present research showsntkeatly knowing that a person
follows one's ritual already results in a more pesievaluation of that person i.e., in
stronger interpersonal attraction. According to tLahd Lott (1965), interpersonal
attraction is both a necessary and a sufficienditimm for group cohesiveness. The
implication is that consumption rituals may fostesense of group cohesiveness among
those who share them even without relying on asesim which the ritual would be
jointly performed. This suggests that even consuwnptituals that are performed
individually (e.g. the wine-sampling ritual fromethntroduction) could bind people
together.

The present research shows that people who are eded¢an consume a product
‘incorrectly’ are more negatively evaluated. Regagdhis depreciation effect, there is
a question that the present paper does not angwehat extent are rituals responsible
for it? Recall the case of Roger, the person wiioi@d a very meticulous ritual when
drinking wine, and the case of the stranger whaoldmaine very unceremoniously and
from a plastic glass. In that example, Roger fodrwn’s way of drinking wine
incorrect. Could that be because of the ritual Rdgdows or would Roger have
reached the same conclusion even if he had natwell any specific ritual when
drinking wine? If following consumption rituals medk it more likely for people to
regard alternative ways of consuming products @sofirect’, and given that incorrect
consumption triggers a negative opinion changeswmption rituals could have a
darker side to them: they could make people lelsaiot to (consumption) diversity.

This hypothesis becomes more plausible when weid®nshat consumption rituals
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could create a sense of cohesiveness among pebplélow the same ritual. One of
the implications of social identity theory (TurngrOakes, 1986) is that groups with a
strong sense of unity can give preferential treatnb@ group members and discriminate
people considered outsiders. There is some evidehteis ‘in-group bias’ (Ahmed,
2007). An interesting question for future reseachvhether consumption rituals, by
potentially turning people who share such rituats ia cohesive group, could also make
those people less tolerant towards ways of congyitiieir product that deviate from

their ritual.
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