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ABSTRACT

PRIDE: A LICENSE TO INDULGE AND A CUE FOR GREATER SELF-
CONTROL

by

Keith Wilcox

Advisers: Professors Thomas Kramer and Sankar Sen

Emotions play an important role in the pursuit of goals. Because previous
research on emotions has focused primarily on the effect of legspifversus
sadness) on indulgent consumption, we know little about how other positive
emotions, such as pride, affect behavior. This dissertation introdutfe=oietical
model to explain how the experience of pride affects the pursiloingfterm goals
and consumers’ preference for indulgent products that undermine suchsoursuit
four studies, | demonstrate that when consumers are consciousliommgniheir
behavior, pride serves as a source of information that reducedathgiterm goal
pursuit and, in turn, increases their preference for indulgent proditen
consumers are unable to monitor their behavior or when the experiepcelefs
discredited as a source of information, pride reduces their eneferfor indulgent

alternatives by cuing the pursuit of long-term goals.
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INTRODUCTION

Despite their best intentions, consumers often give in to temptailitey
may want to live a good life, yet choose to eat fattening foqusydson luxuries
instead of saving money, and, more generally, select vices otgsvirin 2005, the
personal savings rate in the United States was negativaddirst time in modern
history (Taylor, Funk and Clark 2007). Ironically, this occurrecoleshe fact that
77% of Americans indicated that they considered themselves to bgéhef person
that saves money (Taylor et al. 2007). Similarly, purchasesloéalthy items on
menus has led to a recent surge in sales at fast food chaisse R0&A6), and
expanding waistlines, while 72% of consumers indicate that theyryang to eat
healthier at restaurants (Warner 2006). Although there are numésotss
underlying these paradoxical findings, it is apparent that eveghthmnsumers want
to make good decisions, they often fail and make indulgent choicearnttiatmine
their long-term goals.

Research suggests that emotions play an important role in the mirgaéls
(Carver and Scheier 1998; Higgins, Shah and Friedman 1997). Peoplemoeer
positive emotions in response to goal attainment and experienceveegantions in
response to goal failure. Thus, consumers experience positive emaliensthey
make decisions that are consistent with their goals and negatsteas when they
make choices that undermine their goals. More recently, studieddwawt that the
experience of an emotion, even one that is incidental to a decisiomotiaational

properties that can affect consumers’ preference for indulgerarg,(®/ansink and



Inman 2007). However, much of this research has focused on theoéfieatdental
happiness (versus sadness) on consumption (Andrade 2005; Garg et al. 2067). T
we know very little about how other incidental positive emotions, sucprids,
affect consumers’ goal pursuit. This lack of research is evae surprising given
the relationship between pride and goal achievement.

Pride is a positive emotion that is typically experienced aftgrortant
achievements, both everyday and life changing (Tracy and Robin$. 2@®illdren
experience pride when they do well at new tasks; adults fedd prnen they get a
good performance review at work; consumers feel pride when theyheuyfirst
home. Despite the prevalence of pride in daily life, howevdg igtknown about its
effect on behavior. Thus, the objective of this dissertation éxamine how pride
affects consumers’ long-term goal pursuit by examining hovexfgerience affects
consumer decisions when they are given a choice between a prodigttraistent
with a long-term goal and an indulgent option that would undermine the goal.

In four studies, across two important domains (health and money), |
demonstrate that pride affects consumer decision-making thouadtpathways with
different outcomes in terms of their preference for indulgent optizatsundermine
long-term goal pursuit. When individuals are monitoring their behaprate serves
as a source of information that licenses indulgence through a cossgrocess.
However, when individuals are not monitoring their behavior or its experies no
longer perceived to be diagnostic, pride reduces preferencedidgent alternatives
through an automatic process. Additionally, | show that the eféeetsinique to the

experience of pride and that other positive emotions do not have a similar effect.



In Study 1, individuals were given a choice between two food options2whe
one was consistent with a healthy goal and one was an indulgemtasite that
would undermine the goal. | find that the experience of pride rechreésrence for
the indulgent alternative when respondents are unable to monitorbtevior
following an ego depletion task. However, when they are able totondhieir
behavior, pride increases preference for the indulgent alternativestudy 2, |
replicate the results of the first study in a different domain (moneyy @sshort-term
memory load task to impair respondents ability to monitor their behavi
Additionally, | rule out valence as an alternative explanation Her results by
demonstrating that happiness does not have a similar effect on indchgecg. In
study 3, | demonstrate that pride serves as a source of infonmiayi having
individuals discount the informational value of pride on their decisibfind that
when the source of pride is made salient, and its experiendscigdited, pride
reduces preference for an indulgent option. However, when the exgens not
discredited pride increases preference for the indulgent dlternginally, in study
4, | rule out a general increase in reward-seeking behavior aglt@mative
explanation for the conscious effect of pride by separatinggtie#¢ monitoring
process from the choice task. Specifically, | demonstrate thahwndividuals
monitor their behavior relative to a long-term goal prior to a datjgride increases
subsequent preference for indulgent options in domains that aredrétatthe
monitored goal, but decreases preference for indulgent altesativelomains that

are unrelated to the goal.



This research makes an important contribution to the literaturehen t
motivational properties of emotions by: a) identifying the predésough which
pride affects long-term goal pursuit; and b) demonstrating the effétst experience
on consumer preference. My findings also contribute to the decia&mg
literature, which has focused primarily on discrete negative ensti(e.g.,
Raghunathan, Pham and Corfman 2006), by demonstrating that distinéteposit
emotions (pride versus happiness) can have unique effects on consumer choic
Finally, this research integrates inconsistent findings in #kcentrol literature
(Eyal and Fishbach 2009; Giner-Sorolla 2001) by demonstrating thaugheature
of the experience of pride can have both a conscious and nonconscioesdafbn
long-term goal pursuit. Because self-control may constrain congumipta number
of different categories such as luxury products and snack food, @ssert@tion
suggests that managers of such products should consider integradegpoeals
into there marketing communications.

Next, | review the literature that examines the effect mbtons on goal
pursuit and indulgent consumption. | then introduce a model for understanding how
pride influences consumers’ long-term goal pursuit and preferearcendulgent
products. Then, | summarize the findings of the four studies that deatenthe
model and offer insight into its underlying processes. Finallgdiveith a discussion

of the theoretical and managerial implications of this dissertation.



THE INFLUENCE OF EMOTIONS ON GOAL PURSUIT
AND INDULGENT CONSUMPTION

The goal literature suggests that emotions may play an impodianin the
pursuit of goals (Carver and Scheier 1998; Higgins et al. 1997). Pequeence
positive emotions in response to goal attainment and negative emotrespamse to
goal failure. Thus, consumers experience positive emotions when ntlakg
decisions that are consistent with their goals and negative emuoti@mmsthey make
choices that undermine their goals. For example, when consumers dngage
indulgent consumption, they often feel both positive emotions from sramt-goal
attainment and negative emotions from acting inconsistently with beg-term
objectives (Ramanathan and Williams 2007).

More recently, Fishbach and Labroo (2007) demonstrated that es)atien
ones that are incidental to a task, have motivational propertiesahaaffect goal
pursuit. Specifically, they suggest that because positive ematignal approach
and negative emotions signal avoidance (Cacioppo, Gardner and Berntson 1999;
Higgins 1997; Larsen, McGraw and Cacioppo, 2001), positive affect promotes a
tendency to adopt goals, whereas negative emotions lead tejéicdon of goals.
Thus, people in happy moods, compared to those in sad moods, donate more money
to charity when self-improvement goals are accessible and dklenpit greater
physical endurance when health goals are accessible. Thesegdinaiso are
consistent with recent research suggesting that positive @motan increase a
person’s effort toward a focal goal and negative emotions caea$ec someone’s

effort toward a goal (Louro, Pieters and Zeelenberg 2007).



Incidental emotions also have been shown to affect consumers’gmedeior
indulgent products. For example, Andrade (2005) demonstrated thatntatide
emotions may influence indulgent consumption through either an affecta@oal
process or an affect regulation process. Affect evaluatieories suggest that
people’s current affective state motivates them to act inffantaongruent manner
(Bower 1981; Isen et al. 1978; Forgas 1995). Positive affect leadsre favorable
evaluations of the environment, which promotes action. In contrast, reegéfeect
leads to less favorable evaluations of the environment, which impectes.
Consequently, when consumers experience positive affect they aeelikedy to
consume more positively affective-laden products (i.e., indulgeramapared to
when they experience negative affect (Andrade 2005). However, ednsumers
believe that their behavior may have mood-changing properties;t agulation
motivates them to engage in behavior that will either protecepair their mood
(Clark and Isen 1982; Zillmann 1988). Consequently, consumers in sad moods are
more likely to attempt to repair their moods through indulgent consampti the
presence of a mood lifting cue. In contrast, consumers in happy racedaore
likely to avoid indulgent consumption in the presence of a mood threatené)g
because such behavior may make them regret their consumptioriGater et al.
2007).

Recently, research on emotions has moved away from the valenoa@ppr
order to examine how discrete emotions influence consumer behaelomef and
Keltner 2000; 2001; Raghunathan and Pham 1999). This research has fdund tha

distinct emotions of the same valence can differentiallgcafhow consumers



respond to advertisements (Agrawal, Menon and Aaker 2007), thetly dbilmake
difficult product tradeoffs (Garg, Inman, and Mittal 2005), which copingtesgies
they use to deal with stressful events (Yi and Baumgartner 2@0%), their
assessment of risk and value (Han, Lerner and Keltner 2008). Thaaep@rgues
that discrete emotions are associated with specific apprdisaishave different
effects on judgment. For example, Raghunathan and Pham (1999) foupddplst
who experience anxiousness prefer low-risk/low-reward options aatl fad
individuals prefer high-risk/high-reward options. They ardoat tsad individuals
tend to infer that they have lost something of value, which aetweagoal of reward-
seeking that shifts preference toward high-reward options. Inasbn@nxious
individuals tend to appraise the situation as uncertain, which asiaagoal of risk-
avoidance that shifts preferences toward low-risk options. Radtamaand
colleagues (2006) replicated the findings from this earlier relsend demonstrated
that the effects are driven by an affect-as-information gg@c According to the
affect-as-information model, individuals often are unable to distatgbetween the
different sources of affect they are experiencing while uatalg products.
Consequently, they frequently misattribute their current emotistase, even if it is
incidental to the task, with their judgment (Schwarz and Clore 1983, 1996).
However, the use of affect as a source of information in judgment only occurstwhen
is perceived as diagnostic for the target evaluation. Thusasesdo be informative
when it is discredited as a source of information. Consequentlgffdets of anxiety

and sadness on risk-reward preference in Raghunathan and coll€2Q0é3'studies



were mitigated when their experience was discredited as eesoliformation for
judgment.

Together, these findings suggest that emotions may play alaeteran goal
pursuit and their experience can have a significant influenceindalgent
consumption; however a number of issues remain to be explored. Althasiglear
that consumers’ incidental mood can affect goal pursuit, leksagn about how
specific emotions influence goal pursuit and their preferencenfluigent products.
Additionally, while much attention has been devoted to the influencdiscfete
negative emotions on consumer judgment, researchers have not explotféecthaf e
positive emotions, with the exception of happiness, on consumer deciskamgma
Finally, if emotions serve as a source of goal-related inflbtomait is possible that
specific emotions, such as pride, may contain unique sources of itifmrntiat
make them more informative for the pursuit of long-term goalext,N discuss the
concept of pride before introducing a model that explains how it mfkgelong-term

goal pursuit and indulgent consumption.



THE CONCEPT OF PRIDE

Broadly, the emotion literature classifies emotions into two géméasses of
emotions: self-conscious emotions and basic emotions (e.g., Beer dndrKx€l04;
Tangney and Fischer 1995; Tracy and Robins 2004). According tosbarech, self-
conscious emotions (e.g., guilt, shame, embarrassment and pric=ergpa special
class of emotions because they are cognition-dependent emotiomsvttat high-
level self-appraisals and require self-evaluative processasy(Bnd Robins 2004).
In contrast, basic emotions (e.g., fear, anger, sadness and happiegsgsumed to
have a biological origin related to adaptation and survival taska @y Fishbach
2009). For example, fear is experienced in response to danger (Tfablgoamides
1990). Additionally, basic emotions have been shown to appear earliéx thdn
self-conscious emotions (Lewis 2000).

Self-conscious emotions play an important role in motivating and tegula
behavior (Fisher and Tangney 1995). For example, self-consciouoersmatotivate
individuals to work harder in achievement tasks (Weiner 1985) and twédaha
socially appropriate ways (Baumeister, Stillwell and He&binet994). Additionally,
self-conscious emotions provide individuals with important feedback deiatehere
they stand compared to important personal standards (Beer andrk04). Thus,
recent research has found evidence that self-conscious emoticassaoeated with
long-term goals (Giner-Sorolla 2001; Eyal and Fishbach 2009). Howewst of
the research to date on self-conscious emotions has focused on howensegjkti

conscious emotions influence behavior, including indulgent consumption. For
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example, the consumer behavior literature typically assumeguliaplays a central

role in allowing individuals to avoid indulgences (see for further vevidhar and
Wertenbroch 2000). However, less is known about how positive self-conscious
emotions, specifically pride, influence behavior (Tracy and Robins 2007).

Pride is a prevalent human emotion that performs a number of amport
psychological functions. Children experience pride when they do tvedva tasks;
adults feel pride when they get a good performance review at parnts feel pride
when their children take their first steps; consumers fedepsihen they buy their
first home. Feelings of pride have been shown to promote prosocalitehsuch
as altruism (Hart and Matsuba 2007; Weiner 1985). The loss of priteught to
provoke aggression and antisocial behaviors in response to ego thresdtséd and
Baumeister 1998). Additionally, pride is thought to perform a numbesooial
functions. For example, recent research suggests that tkeedestnctly recognized
nonverbal expressions attributable to pride that can be identifiechitdren and
adults (Tracy and Robins 2004; Tracy, Robins, and Lagattuta 2005). Conggquent
pride is thought to be a key emotion for communicating success tg,otffech may
enhance a person’s social status (Tracy and Robins 2007) and aideum g
acceptance (Leary et al. 1995).

Although pride may be an understudied emotion in the cognitive amal soc
psychology literature, even less is known about its effect on cardaghavior. The
marketing literature has identified several of the factors ¢hatlead consumers to
experience pride. For example, consumers experience pride whenfedley

personally responsible for obtaining a discount (Louro, Pieters andnBeede2005;
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Schindler 1998). The anticipation of pride has been theorized to helpnoerss
avoid indulgences (Maclnnis and Patrick 2006), but not empirically exdmine
Moreover, pride appeals have been shown to affect consumers’ attimaard
advertisements and brands (Aaker and Williams 1998). However, wetdwmve a
clear understanding of how its experience motivates behavior.

Perhaps the most relevant aspect to the experience of prigedbopursuit is
that individuals generally feel pride when they have achieved or memtgess
toward a long-term goal (Giner-Sorolla 2001; Eyal and Fishbach 2@@8)instance,
consumers experience pride when they avoid impulsive purchases arnd act
accordance with their long-term money savings goals (Mukhopadhyay céwad J
2007). This would seem to suggest that the experience of pride shotilchten
consumers toward long-term achievements and, in turn, reduce theirepoe for
indulgent products that undermine such pursuits. However, the lite@uself-
regulation suggests that pride may have a different effect on censiggision-

making.
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A MODEL OF PRIDE AND INDUL GENCE

Self Regulation and Indulgence

When consumers are exposed to threats to their long-term gaals (i
indulgences), self-regulatory processes often facilitate thditity to act in
accordance with such objectives (Fishbach and Shah 2006). For exaeiple
regulation has been viewed as the process by which consumers ayoidivm
purchases that would undermine their money savings goals (Baun2€ie®. The
feedback models of self-regulation (Baumeister and Heatherton 12®@erCand
Scheier 1981) suggest that there are three main components to fslicselfs
regulation and that people may fail in their goal pursuit dugherecomponent. The
first component is standards, which refers to goals and other geslelhat a
consumer wishes to achieve. Without clear and appropriate gdategssation will
be hindered. For example, overly optimistic individuals often sgiérregulation
failures because they set unrealistic goals that they cachave (Heatherton and
Ambady 1993). In the marketing literature, research has fourtdctranically
impulsive consumers have more accessible hedonic goals thah&adio choose
immediate indulgent options over more prudent alternatives assbeuie long-
term goals (Ramanathan and Menon 2006).

The second component of self regulation is the process of monitoring
behavior. Monitoring involves comparing one’s current state to a desvadi@

ensure that one’s actions are consistent with that goal (Baemédiatherton and
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Tice 1994). Thus, when consumers face indulgent decisions, theylar® avoid
indulging themselves by consciously monitoring their behavior velati their long-
term goals. For example, a dieter is able to avoid eatittgniag food by
consciously monitoring his food intake to ensure that it is consigtiémthis dieting
goal. When individuals are unable to effectively monitor their behavioey
frequently choose indulgent options over those that are more consistiertheir
important long-term objectives (Shiv and Fedorikhin 1999; 2000).

The third component, the operate phase, refers to individuals’ ability to
control or change their behavior. When the monitoring process sauimbék that a
person’s current behavior (or intended behavior) falls short of alyoaijll attempt
to change his behavior to act in accordance with his long-term efjectiWithout
the ability to change or adjust one’s behavior, self regulatiorfailill Although little
attention has been devoted to this component in previous research, itreng et
self regulation can fail despite having appropriate goals and thy abi monitor
behavior (Baumeister and Heatherton 1996). Notably, the feedback msadgksst
that emotions are a central component of self regulation and tperience has

motivational properties that can enhance or reduce goal pursuit.

Pride as Information

Carver and Scheier (1990; 1998) suggest that when people are monitoring

their behavior relative to a goal, emotions provide them with impoiméortmation

on their progress toward the goal. Specifically, they sugbastemotions signal to
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individuals that there is discrepancy between their actual andctexip@rogress
toward a goal. Consequently, when individuals perceive that theirggog¢pward a
goal is below their standard, they experience negative emotidmnsh wignal goal
failure. In contrast, if they perceive that their progress edeeheir standard, they
experience positive emotions, which signal goal attainment. &tiens reflect
feedback from the monitoring process related to the pursuit of personal gaakhethe
experience of emotions should motivate individuals to adjust their mehtaviemain
consistent with their expectations — whether the emotion is positive or negative.

When individuals experience negative emotions, it signals they toetrg
harder to achieve their goal or control their behavior to ensuret feahiaccordance
with their goal. This is consistent with previous research stiggethat consumers
are less likely to indulge themselves because of the anticipatioegative emotions
that would result from such behaviors (Dhar and Wertenbroch 2000; Qkéda
Strahilevitz and Myers 1998). For example, Okada (2005) demonstiadtd
individuals are more likely to prefer indulgent foods when such itemmsansidered
alone compared to when they are considered jointly with a healtignppecause
choosing an indulgent option over a healthy alternative requires justifi¢atreduce
guilt. Additionally, research has shown that consumers often erperge range of
negative emotions when they fail to regulate their behavior (Rahwmaand
Williams 2007). These emotions then lead them to overcome theirveegatotions
by choosing virtuous options in subsequent decisions.

Carver and Scheier's model (1990; 1998) also makes an interestohigtion

regarding the effect of positive emotions on goal pursuit. If pesémotions signal
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goal achievement, then upon experiencing positive emotions, consumekelgreol
reduce subsequent effort in the domain (Carver 2006) or “codigifean their goal
pursuit (cf. Frijda 1994, p. 113). Interestingly, this suggests th#&tveosmotions
may reduce a person’s effort toward a long-term goal, which, m staould increase
his or her preference for indulgent options that would undermine such goals.
However, the model does not specify the nature of the goal that indwiduval
pursuing or the type of emotion that they happen to be experienciatgo lappears
counter to what we already know about the motivational propertiesiofions since
happiness, a positive emotion, has been shown to reduce indulgent behavior
compared to sadness, a negative emotion (e.g., Andrade 2005; Garg2@d7al.
Giner-Sorolla 2001). Additionally, Tice and colleagues (2007) found thativeos
affect can enhance self regulation under conditions that typilwality self-control.
Finally, Fishbach and Labroo (2007) found that happy moods make people more
likely to adopt goals compared to sad moods. Thus, there must bddidional
dimension to the experience of an emotion that has not been considered.

| suggest that in order to understand how an emotion influences the firsuit
long-term goals, one must not only consider the valence of the emutitowhether
the information conveyed by its experience will be informativeldog-term goal
pursuit. Because pride is experienced in response to the auokigtvef long-term
goals, upon experiencing pride, individuals are likely to infertth&¢ have achieved
or have made satisfactory progress toward a long-term goaleQuently, when
consumers face an indulgent choice and they begin to monitor their betedaiwve

to a long-term goal, they should misattribute the experience of psdbaving
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temporarily satisfied the goal, which, in turn, should license indatgernThus, the
experience of pride, even if it is incidental to a decision, sheeide as a source of
information (Schwarz and Clore 1983) that increases preferencendoitgéent

products when consumers are monitoring their behavior.

Pride as a Behavioral Cue

The preceding discussion suggests that pride should influence goait purs
through a conscious process while consumers are monitoring their behavior
However, recent evidence suggests that emotions may also inflgeateursuit
through an automatic process that does not require the capacity tcoastys
monitor behavior (Lang, Bradley and Cuthbert 1998; Zemack-Rugér 2006; Eyal
and Fishbach 2009). When individuals experience an emotion or are pritheahwi
emotion, it is accompanied by a number of cognitions that comiégsemotion’s
experience. Together, the cognitions form the mental repgegsm of the emotion
(i.e., the schema) that is linked to past behaviors and action teeslenanemory
(Lang et al. 1998), which help guide actions and facilitate emajxpnepriate
behavior (Schachter and Singer 1962). For example, people who expée@naes
more likely to shy away from risk compared to those who experianger because
the experience of fear is accompanied by cognitions thatddadduals to appraise
the environment as uncertain and beyond their control (Lerner and K2Q6&).
Additionally, people in happy and sad moods have been shown to process mood

consistent words easier and be more likely to respond to leadaiguity in a mood
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consistent manner (Halberstadt, Niedenthal and Kushner 1995; Niedeamitial
Setterlund 1994).

Much of the previous research in this area has demonstrated thadoeh
consequences of emotions by consciously activating an emotion’s sthesugh
consciously priming the emotional concept (Giner-Sorolla 2001) or indutiag
emotional experience (Lerner and Keltner 2001). However, an emasicmssna and
related cognitions may also be activated outside of consciousresayesuggesting
that emotions may have an automatic influence on behavior. In a rIEcelyt
Zemack-Rugar and colleagues (2006) found that nonconsciously primingpaents
with concepts associated with guilt decreased indulgent behangrared to when
participants were nonconsciously primed with sad emotional condegtause
sadness is linked in memory to indulgent behaviors, whereas guiltkisd to
behaviors consistent with indulgence avoidance.

This suggests that pride may have a different influence on gaalipbeyond
that of the information provided during the monitoring process. alsx pride is
experienced in response to the achievement of long-term goatdetes is linked in
memory to cognitions associated with the successful pursuit otéomggoals (Eyal
and Fishbach 2009). Thus, when individuals experience pride, it should aptagate
behaviors and action tendencies related to the successful mirkang-term goals,
which, in turn, should serve as cues to guide behavior. Notably, this sutiggghe
automatic component of pride may have the opposite effect on corssymederence
for indulgence compared to the more conscious licensing effect didqueseously.

Specifically, it suggest that pride may decrease consumef&rence for indulgent



18

options by serving as a behavioral cue through an automatic pribadss not
dependent upon conscious processing to influence behavior.

In sum, | argue that the experience of pride may influence consysnessit
of long-term goals through dual pathways with opposing predictiongrstef its
effect on consumers’ preference for indulgent products. When indivitamdsan
indulgent choice and they begin to monitor their behavior relative to adomggoal,
the experience of pride should signal goal attainment and licensgendel through
a deliberative, cognitive process. However, pride may also eedoasumers’
preference for indulgent products through a more automatic progeastibating
action tendencies associated with the successful pursuit of longgteals. Next, |
discuss two factors that demonstrate the dual pathways and prou@acaifor the
underlying process. The first factor (cognitive resourcegrohees the extent to
which consumers have the ability to monitor their behavior and relyognitove
(versus associative) processes to guide their behavior. Theadséactor (source
salience) determines the extent to which the experience of igrigddormative for

consumer decision-making. The model is depicted in figure 1.



Figurel: A Mode of Prideand Indulgent Consumption
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DEMONSTRATING THE DUAL PATHWAYS

Pride and Cognitive Resources

The literature on self regulation has established that the o@gfinctions
required to monitor behavior rely on limited cognitive resources. Wifidimiduals
face cognitive constraints, they often engage in greater indidgefor example,
when cognitive resources are low, individuals are more likely tongeating binges
(Ward and Mann 2000). Alcohol consumption also limits the availability of cognitive
resources and therefore makes it harder for people to monitorbteavior (Hull
1990). Additionally, when cognitive resources have been depleted, individaals a
less able to regulate their moods and suppress unwanted thoughts @aumei
Bratslavsky and Muraven 1998; Muraven, Tice, and Baumeister 1998).lyFinal
the marketing literature, Shiv and Fedorikhin (1999; 2000) found that under high
cognitive load, consumers are more likely to choose more indulgent options
compared to when there are no constraints on their cognitive resources.

Recently, however, a number of researchers have proposed thativeogni
limitations do not always lead to greater indulgence. Insteay stiggest that when
cognitive resources are constrained, individuals rely on salienhahter external
cues to guide their behavior (e.g., MacDonald, Fong and Zanna 2000; Mann and
Ward 2004). For example, Mann and Ward (2004) asked dieters to d@snantn
milkshake after receiving a cue that focused their attention loerdite milkshake or

their dieting goal. They found that when cognitive resources wared, the dieters
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consumed significantly more of the milkshake when they were cuitis on the
milkshake compared to when cognitive resources were not constrémexestingly,
when the dieters were cued to focus on their dieting goal, theyroedssignificantly
less of the milkshake when cognitive resources were limited aechpga when
resources were available. Thus, individuals’ ability to avoid indulgevcen
cognitive resources are constrained is dependent upon the salier{tnberesl or
external) and their reliance on such cues can lead to lessentiighavior. This is
also consistent with dual process theories of decision-makinghvguggest that
when individuals face cognitive constraints, lower-order affectivactions and
action tendencies have a greater influence on their decision-nthkimdnigher-order
cognitive processes (Epstein 1994; Kahneman 2003; Sloman 1996).

Together, these findings suggest that pride should influence consumers’
decision-making differently when they face cognitive constsanaimpared to when
their cognitive resources are available. When consumers faoeldgent decision
and they have the cognitive capacity to monitoring their behavide phould signal
long-term goal attainment and lead to greater indulgence. oywehen consumers
face cognitive constraints, they should be: a) less able taondimeir behavior; and
b) more sensitive to behavioral cues. Thus, | predict that when corsswognitive
resources are low, pride will reduce their preference for indulgetucts by cuing

the pursuit of long-term goals. Stated formally:

H1: Cognitive resources will moderate the influence of the reeqpee of

pride on indulgent choice such that pride will a) increase consumers
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preference for indulgent products when cognitive resources are
available and b) decrease consumers’ preference for indulgent

products when cognitive resources are limited.

Discrediting the Experience of Pride

According to the affect-as-information model, individuals often make
judgments and evaluate objects by inspecting their feelindstesmine if they have
meaning for their decision (Schwarz and Clore 1983, Raghunathan et al. 2006)
number of studies in this area have found that consumers in happy ni®dsoge
favorable evaluations of products compared to those in sad moods, even if the
emotion is incidental to their judgment (Adaval 2001; Pham 1998; Yeung ard Wy
2004). More recently, research has demonstrated that specifiorsmoéin contain
unique sources of goal-related information that can bias judgment.ex@ample,
Bosmans and Baumgartner (2005) found that achievement-related emsticmas
cheerfulness and dejection, were more informative for evaluationsptioéection-
related emotions, such as quiescence and agitation, when achiexggraknivere
made salient. They found the opposite pattern when consumers’ protgoéisn
were salient.

If an emotion serves as a source of information for judgment, howtnesr
its experience should cease to be informative if its informatiealale is no longer

perceived to be diagnostic for the decision. For example, a humberdiés on the
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effect of positive versus negative moods on judgment has found that npocallyy
only influences evaluations that are based on feeling-relatedizrénd they do not
influence evaluations that are more cognitive and rational (Ple&88; Yeung and
Wyer 2004). Additionally, emotions cease to influence judgment wheyn are
discredited as an information source. In typical demonstratiotisisyfindividuals
are told to focus on a different source for their current emotistatk that is
unrelated to the evaluation (Schwarz and Clore 1983). More recRatijrunathan
and colleagues (2006) demonstrated that when an emotion provides gteal-rel
information, the information remains abstract and relevant asesssingly unrelated
decisions. However, when the source of the emotions’ experience issadad#, its
informational value is discredited, mitigating its effect on consumesideemaking.
Following this logic, | argue that if pride serves as a soofc@formation
regarding goal attainment, then it should license indulgent behavionnelated
domains when individuals have the capacity to consciously monitor theavioe.
However, if the source of its experience is made salient, it @dhdistredit the
informational value of pride for a decision. Nevertheless, afthquide may cease
to be informative, its experience should still activate conceggeceated with the
successful pursuit of long-term goals. Therefore, when ide longer informative
for the decision, it should still serve as a cue for goal-consibmvior. Thus, |
predict that when the source of pride is not made salientxpisrience will license
indulgence. However, if the source of pride is made salient, areptrience is
discredited, it should decrease consumers’ preference for indulgent grogiuating

the pursuit of long-term goals. Hence, discrediting the experiehpeide should
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demonstrate the dual pathways even when individuals have the cogajpiaeity to

monitor their behavior. Specifically:

H2:  Source salience will moderate the influence of the expes of pride
on indulgent choice such that pride will a) increase consumer
preference for indulgent products when the source of pride is n& mad
salient and b) decrease consumer preference for indulgent products

when the source of pride is made salient.

Next, | discuss the findings of four studies that were conductesstdhiese
predictions and provide insight into the process. Study 1 demonstrategrite
reduces preference for indulgence when consumers are unable twrntbeit
behavior, but increases preference for indulgent alternatives wiegrcéim monitor
their behavior (hypothesis 1). Study 2 replicates the restiltise first study in a
different domain and rules out valence as an alternative explandtiostudy 3, |
demonstrate that source salience moderates the influence obpridgulgent choice
(hypothesis 2). Finally, in study 4, | rule out a general iner@éageward-seeking

behavior as an alternative explanation for the conscious effect of pride.



25

STUDY 1: THE INFLUENCE OF PRIDE ON HEALTH DECISIONS

The purpose of this study was to test my central predictionhbaxperience of
pride will lead people to make more or less indulgent decisiomendéng upon
whether they have the cognitive resources available to moniiob#tevior. Based
on previous research, which suggests that many students have thef dpeahg
healthy (Fishbach and Dhar 2005), | selected an indulgent choicelrelates health
domain. Respondents either were primed with pride or not primed with pride (control
group) before they were presented with a choice between two f@od # one a
prudent option consistent with a healthy goal and one an indulgent optiamotildt
undermine a healthy goal. Prior to making their decision, respondenésgiven a
thought suppression task based on research which has found that atbesapizress
unwanted thoughts deplete important cognitive resources requiredotaom
behavior in subsequent tasks (see Muraven, Baumeister and Tice 1998éent
review). | predicted that when participants’ cognitive resesiwere available, pride
would increase their preference for the indulgent food item comfaréhe control
group. However, when cognitive resources were depleted, | antetifhetepriming

pride would lower respondents’ preference for the indulgent option.

Method

Participants and Design. One hundred thirty-three undergraduates (55%

female) at a large North Eastern university took part in tindysas part of a course



26

requirement. The experiment had a 2 (Emotion Prime: Pride vs. adQomtr2

(Cognitive Resources: High vs. Low) between-subjects design.

Procedure. The study was separated into three parts in order to distpaise t
true objectives of the study. Respondents were instructed thatvdreygoing to be
participating in three unrelated studies. The first part, edtitite Events Study, was
an emotion manipulation task that was adapted from Bosmans and Bawengart
(2005), which demonstrated that writing about an achievement-redatetion can
intensify the experience of the emotion. Half of the respondents taiere¢hat the
researchers were currently developing a questionnaire that vatlold them to
understand which life events make people proud, and that the respondemtseoul
writing about an accomplishment that they were very proud of (Radeition).
Respondents were encouraged to clearly describe the achievdraaotions they
experienced and any images that they could remember that enha@@egbérience.
The remaining participants were instructed that the researovere interested in
understanding which life events are considered typical and wedractesl to write
about their typical day (Control condition). They were encouraged toiltkedbe
tasks they perform and any thoughts that usually come to mind. Bettasdater
group was not instructed to write about an achievement they were gfotidvas
anticipated that they would experience less pride than those tesittacwrite about
an achievement. All respondents then were told to write about tteriences for
five minutes. Afterward, they were given measures of involvenmettitel writing task

to test for its potential confounding influence.
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Once they finished the first part, participants were admnmeidtéhe second
part, entitled Thoughts Study. Respondents were instructed that the epoifpthe
study was to explore their thoughts and feelings. First, theg asked to indicate
their current feelings on measures that corresponded to eig@tedif emotional
states (happiness, joy, pleasure, excitement, enjoyment, prhdidence and
reassurance). The presentation order of the measures was coantathalThe
measure for pride served as a manipulation check for the previous pride manipulation.
After indicating their feelings, respondents were given an egoideplask as a
manipulation of cognitive resources. Respondents were instructed thatdbkl be
given three minutes to write about whatever came to their mipgroXimately half
of the respondents were further instructed that they could think abgihiregnthat
they wanted during the task (High Cognitive Resources). The marggarticipants
were instructed to think about anything they wanted except it bear (Low
Cognitive Resources). Based on previous research (Wegner, Schaeid€arter
1987), | anticipated that attempts to suppress the thoughts of a lvélaitewould
deplete cognitive resources necessary for respondents to mbeitdseghavior in the
subsequent indulgent choice task.

After finishing the Thoughts Study, respondents were administesedinal
part, entitled Decision-Making Study. Respondents were instructédhéna would
be making a number of different decisions that corresponded to clibategseople
have to make in their daily lives. The first decision was tlevaat indulgent choice
(adopted from Wilcox et al. 2009). In this decision, respondents wereadtest to

imagine that they are trying to decide which side dish to haveth&ir main course
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and that they had a choice between french fries or saladgpeadix A for stimuli).
These two options were selected based on a previous pretesth&@ane student
population, which indicated that salad was considered to be very heditleyfrench
fries were very unhealthy and would undermine a healthy goalr Afeéking this
initial decision, respondents were given a number of unrelated decia®asfiller
task, before indicating whether they had the goal of being healtmallyi
respondents were asked to guess the true objectives of the stiody being

debriefed and dismissed.

Measures. Choice of french fries was recorded as a measure of Indulgent
Choice. Involvement in the writing task was measured on a threesgai@ (1 = “Not
involved at all,” 7 = “Very involved”; 1 = “Not interested at all7 = “Very
interested”; 1 = “Not engaged at all,” 7 = “Very engaged”; M.83, SD = 1.42¢. =
.90). The extent to which respondents experienced pride was measuwazhe-item
scale (1 = “Not at all,” and 7 = “Very much”; M = 4.38; SD1:64). The goal of

being healthy was measure on a two point scale (1 = “Yes”; 2 = “N0”).

Results

Manipulation Checks and Additional Measures. There was no significant
difference in involvement in the writing task between Emotioime&rconditions
(Mprige = 4.91; Meontrol = 4.92; t = .45; ns), which suggests that both groups were

similarly engaged in the task. As expected, the individuals in titke ondition
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experienced significantly more pride that those in the Control condiMpyige =
4.93; Mconro = 4.35; t = 2.19; p < .05), confirming the validity of the pride
manipulation. Additionally, ninety-six percent of respondents indicatadhbg had
the goal of being healthy. Finally, none of the subjects indicated that teybased

that there was a relationship between the three, supposedly unrelated, studies.

Indulgent Choice. Logistic regression was used to test my prediction. The key
dependent variable was Indulgent Choice, coded as 1 if a particglaatesl french
fries as a side dish and 0 if they selected salad, whichregeessed on Emotion
Prime, Cognitive Resources and their interaction. As depicteduref) | obtained a
significant Emotion Prime X Cognitive Resources interactiiecefon Indulgent
Choice (Wald'sy? = 13.19; p < .001). Planned linear contrasts revealed that,
consistent with hypothesis 1la, when cognitive resources were d@ailadividuals
were more likely to make an Indulgent Choice when they wereegriwith Pride
(65%) compared to the Control group (27%; Walfs= 9.47; p < .01). As predicted
by hypothesis 1b, when cognitive resources were low, individualslessdikely to
make an Indulgent Choice when they were primed with Pride (29%) cedtfathe
Control group (55%; Wald’sc2 = 4.21; p < .05). Finally, respondents that were
primed to experience pride were more likely to make an indulgentehoithe High
Cognitive Resources condition (65%) compared to the Low Cognitive Resour
condition (29%; Wald'sy®> = 8.12; p < .01). Thus, the results are consistent with

hypothesis 1; priming pride increased indulgent behavior when individualshbad t
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cognitive resources available to monitor their behavior (Hla), buh wbegnitive

resources were constrained, priming pride reduced indulgent behavior (H1Db).

Figure2: Thelnteractive Effect of Pride and Cognitive Resour ces on Indulgent

Food Choices (Study 1)
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Discussion

The results of the first study support hypothesis 1. As predicteth led to
greater indulgence when individuals had the resources available to mibior
behavior, but when cognitive resources were limited, pride led to mhelsdgent
decisions. However, one limitation of this study is that it couldatgried that the
results were not unique to the experience of pride and that othev@asitiotions

could have produced the same pattern of results. Thus, the purpose ofttheide
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was to demonstrate that another emotion of the same valence (i.engsappivhich
is not linked to long-term goal pursuit (Eyal and Fishbach 2009), doekave a
similar effect on indulgent choice. Additionally, | wanted to demorestthat the
findings can generalize to a different goal domain. Finally, Iduaedifferent
manipulation of cognitive resources because recent research suglgastthe
experience of happiness may counteract the effects of an egaatefdsk (Tice et
al. 2007). To minimize this potential confounding influence, | manipulatgditve

resources using a memory load task, which also has been showr iadimduals’

ability to monitor their behavior (Drolet and Luce 2004).
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STUDY 2: THE EFFECT OF PRIDE VERSUS HAPPINESS ON MONEY

DECISIONS

Based on previous research, which has demonstrated that many students ha
the goal of saving money (Fishbach and Dhar 2005), participantssisttidy were
presented with a decision related to the money-saving domain. Resisomdze
primed to experience pride, happiness or no emaotion (control group) befgrevere
presented with an indulgent choice that involved a choice between gif
certificates where one was consistent with a money-savialgagal the other was an
indulgent option that would undermine this goal. | predicted that whdrcipants’
cognitive resources were available, the experience of pride wotigspond with a
greater preference for the indulgent gift certificate caegbao the control group.
However, when cognitive resources were limited, | expected piaddower
preference for the indulgent option compared to the control group. Moreovdr, | di

not expect happiness to have the same influence on indulgent choice as pride.

Method

Participants and Design. One hundred ninety-five undergraduates (53%
female) at a large North Eastern university participatedpa of a course
requirement. The experiment had a 3 (Emotion Prime: Pride vs. Happuse

Control) x 2 (Cognitive Resources: High vs. Low) between-subjects design.
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Procedure. The study was separated into two, supposedly unrelated, parts that
were disguised as separate studies. The first part, drititee Events Study, was an
emotion manipulation which was similar to that in study 1. Approxipat third of
the respondents were told that the researchers were develoguestionnaire that
would allow them to understand which life events make people proud anth¢ha
respondents would be writing about an accomplishment that they werproen of
(Pride condition). Of the remaining participants, approximatelfyvwere instructed
that the researchers were interested in understanding whi@vdifgs are considered
typical and were instructed to write about their typical dagn{t®| condition). The
remaining participants were instructed to write for five miawbout an experience
that made them very happy (Happiness condition). All respondemtsmére told to
write about their experiences for five minutes. Afterward, thege given measures
of involvement in the writing task to test for its potential confounding influence.

At the beginning of the second part, respondents were instructethéyat
would be making a number of different decisions that corresponded to slloate
people have to make in their daily lives. Prior to making the decjsiespondents
were asked to indicate their feelings on measures of pridideand happiness-
related words, which served as manipulation checks for the emuaaipulations.
After indicating their feelings, approximately half of thep@sdents were given a
cognitive load manipulation (adapted from Drolet and Luce 2004) thaireel them
to spend two minutes memorizing a list of twenty words (Low CogniResources).
The remaining subjects were not given a cognitive load taskh(kggnitive

Resources). All respondents then were asked to choose betweefi2bwgift
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certificates: one that could be used for entertainment products, SUVilzs, music
and video games, and one that could be used for school supplies and teggbeoks
Appendix B for stimuli). | selected these items based on r@seahich suggests that
hedonic products (such as the entertainment gift certificateh afre considered
frivolous expenses and would undermine a money-saving goal, whilerigiit
products (such as the school supplies gift certificate) aameld more necessary and
therefore would be more consistent with a money-saving goal ((2@@tz). After
making their decision, respondents that had been administered the nieadbtgsk
were asked to recall as many of the previously memorized vesrdisey could. All
respondents then were given a number of different personal goalssked @
indicate if they were currently trying to achieve these golle goal of saving
money was included in the list. Finally, respondents were asked &3 ¢jue true
objectives of the study and to indicate how cognitively demanding ttliy $1ad
been, as a manipulation check for the memory load task, before dehngfed and

dismissed.

Measures. Choice of the entertainment gift certificate was recorded as a
measure of Indulgent Choice. Involvement in the writing task was measured on the
same three-item scale as study 1 (M = 4.83, SD = &.4290). The extent to which
respondents experienced Pride was measured on a three-item scale (latdINot
and 7 =“Very much”; M = 4.79; SD = 1.2&;= .87) consisting of pride-related
words (proud, self-respect and self-worth; adopted from Eyal and Fishbach 2009).

The extent to which respondents experienced Happiness was measured on a three-



35

item scale (1 = “Not at all,” and 7 = “Very much”;d\le = 4.38; SRige = 1.64;
MHappiness= 4.31; SDiappiness= 1.21;00 = .90) that included happiness-related words
(happy, joy and pleasure; adopted from Eyal and Fishbach 2009). Respondents
indicated how cognitively demanding the study was on a three-item scald¢t a “
lot of thought,” 7 = “A lot of thought”; 1 = “Not a lot of focus,” 7 = “A lot of focus”;
1 ="“Not a lot of concentration,” 7 = “A lot of concentration”; M = 3.96; SD = 1/9;
=.93). The goal of being healthy was measured on a two-point scale (1 5 2Yes”

“N0”).

Results

Manipulation Checks and Additional Measures. There was no significant
difference in Involvement in the writing task between the Pridgypihi@ss and
Control conditions (Mride = 4.91; Myappiness= 4.76; Meonwot = 4.75; F = .24; ns),
which suggests that all three groups were similarly engigee task. As expected,
individuals in the Pride condition experienced significantly more ghda those in
the Happiness condition and Control groups{M= 5.07; Miappiness= 4.74; Meontrol =
4.54; t = 2.33; p < .05), confirming the validity of the pride manipulatiomil&ly,
individuals in the Happiness condition experienced significantly mappihess than
those in the Pride condition and Control groupef{d = 4.15; Myappiness= 4.60;
Mcontrot = 4.16; t = 2.49; p < .05), confirming the validity of the happiness
manipulation.  Additionally, the respondents in the Low Cognitive Ressurce

condition found the study more cognitively demanding than those in the High
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Cognitive Resources condition (h = 2.81; Mow = 5.04; F = 9.04; p < .001).
Finally, ninety-five percent of respondents indicated that theyhagdal of saving
money and none of the participants guessed that there was@nstigyt between the

two studies.

Indulgent Choice. Logistic regression was used to test the prediction. The key
dependent variable was Indulgent Choice, coded as 1 if a partigpiated the
entertainment gift certificate and 0 if they selected thwal supplies gift certificate,
which was regressed on Emotion Prime, Cognitive Resources, andhtbeaction.
There was a significant Emotion Prime X Cognitive Resourcesaictive effect on
Indulgent Choice (Wald's;> = 11.82; p < .01). As depicted in figure 3, linear
contrasts revealed that when cognitive resources were availabieiduals were
more likely to make an Indulgent Choice when they were primell Ride (76%)
compared to the Control group (41%; Walg’s= 6.83; p < .01). Moreover, there
was no significant difference in indulgent choice between the Hap(#d%6) and
Control conditions (41%) when cognitive resources were availabléd@\Vig = .08;
ns). However, when cognitive resources were low, individuals feseelikely to
make an Indulgent Choice when they were primed with Pride (36%) cedmathe
Control group (67%:; Wald's;> = 6.34; p < .05). Additionally, there was no
significant difference in indulgent choice between the Happine$$)(&8d Control
conditions (67%) when cognitive resources were constrained (Wglds.01; ns).
Finally, respondents that were primed to experience pride were likely to make

an indulgent choice in the High Cognitive Resources condition (76%) cethpa
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the Low Cognitive Resources condition (36%; Walgfs= 8.55; p < .01). Thus, the
results provide additional support for hypothesis 1; pride increasegemdddehavior
when individuals have the cognitive resources available to monitor libbavior
(H1a), but when cognitive resources are constrained, priptidg reduces indulgent

behavior (H1b).

Figure3: Thelnteractive Effect of Pride, Happiness and Cognitive Resour ces

on Indulgent Money Choices (Study 2)
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Discussion

The results of this study provide additional support for my predigtiti)
that the experience of pride leads to greater indulgence whefidunals are able to
monitor their behavior, but less indulgence when individuals are unable téomoni

their behavior. Thus, the results demonstrate both the conscious and mutbieett
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of pride on consumers’ long-term goal pursuit by demonstrating fiesteon
preference for indulgent products at high and low levels of cognitive [dhd.study
also demonstrated that the influence of pride on indulgent choicegseuand that
other positive emotions do not lead to the same pattern of indulge@ee
interesting finding from this study was that there were noifssgnt differences in
preference for the entertainment gift certificate betwéwnhappiness and control
conditions. However, because this finding is not a central focussotlissertation,
the discussion of it is reserved for the general discussion sedtienpurpose of the
next study was to test hypothesis 2 that source salience rresdéna influence of
pride on indulgent choice when individuals have the cognitive resourciésbéa/so
monitoring their behavior. This study will also allow me to rule ocomstrained
processing resources as the reason for the results in the gmitiva® resources

conditions in the previous study.
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STUDY 3: PRIDE AND SOURCE SALIENCE

In this study, respondents were primed to experience pride or nboam
(control group) before they were presented with a choice in the yndomain
between two options — one that was consistent with a money-savingmpgbain
indulgent option that would undermine this goal. | predicted that wheircipants
were not asked to focus on the source of the pride they were expegjemede
would increase preference for the indulgent option compared to theolcgraup.
However, when respondents were asked to focus on the source of thégyideste
experiencing, and its informational value was discredited, pwdeld lower

preference for the indulgent option compared to the control group.
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Method

Participants and Design. One hundred-one undergraduates (52% female) at a
large North Eastern university participated as part obase requirement. The
experiment had a 2 (Emotion Prime: Pride vs. Control) x 2 (Soutsn&a High vs.

Low) between-subjects design.

Procedure. The study was separated into two, supposedly unrelated, parts that
were disguised as separate studies. The first part was the emotion pnipelation
and the procedure was identical to study 1. Specifically, respandent instructed
either to write about an achievement they were proud of (Pridetwordor their
typical day (Control group). When they were finished writingyedpondents were
given measures of involvement in the writing task to rule it autaapotential
confound.

At the beginning of the second part, respondents were instructethéyat
would be making a number of different decisions that corresponded to slloate
people have to make in their daily lives. Prior to making thésides, respondents
were asked to indicate their feelings on the same emotionsunesaas study 2 that
served as a manipulation check for the emotion prime manipulatioer iAflicating
their feelings, respondents were asked to choose between the san$25vgift
certificates as in study 2. However, before making theircelspiapproximately half
of the respondents were given a source salience manipulation (adopbed

Raghunathan et al. 2006), where they were asked to indicate on \es-E@nt
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scales the extent to which their current feelings and emotsteit@l were affected by
the experience they had previously written about (High SourcenSalmonditions).
The remaining subjects were not administered the manipulation (®ource
Salience conditions). After making their decision, all respondeet® \given a
number of different personal goals and asked to indicate if they euerently trying
to achieve these goals. The goal of saving money was includbd list. Finally,
respondents completed a manipulation check for the source salience atampand
were asked to guess the true objectives of the study befang bebriefed and

dismissed.

Measures. Choice of the entertainment gift certificate was recordeca
measure of Indulgent Choice. Involvement in the writing task wasumneg on the
same scales as previous studies (M = 4.51; SD = @.5286). The extent to which
respondents experienced Pride were measured on the sameetmessdtie as in
study 2 (M = 4.62; SD = 1.44y; = .85). The goal of saving money was measured on
a two-point scale (1 = “Yes”; 2 = “No0”). The manipulation chdck the source
salience manipulation was measured on a two-item likert $dafecused on the
source of my feelings before making my decision,” and “I focusethersource of
my emotional state before making my decision”; 1 = “Strofglsagree,” and 7 =

“Strongly Agree”; M = 4.95; SD = 1.31; r = .86).
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Results

Manipulation Checks and Additional Measures. There was no significant
difference in Involvement in the writing task between the Prgel Control
conditions (Mbrige = 4.71; Meontrol = 4.29; F = 1.96; ns). As expected, individuals in
the Pride condition experienced significantly more pride than thoslkee Control
group (Mbrige = 4.96; Meonwol = 4.25; F = 6.28; p < .05). Ninety-four percent of
respondents indicated that they had the goal of saving moneylyFiaapondents in
the High Source Salience condition focused on their feelings tharethose in the
Low Source Salience condition (My = 5.23; Mow = 4.70; F = 4.24; p < .05),
confirming the validity of the source salience manipulation. Two refgas in the
High Source salience condition correctly guessed that there watatsonship

between the two parts of the study so they were excluded from the analysis.

Indulgent Choice. Logistic regression was used to test hypothesis 2. The key
dependent variable was Indulgent Choice, coded as 1 if a partigpiated the
entertainment gift certificate and 0 if they selected thwal supplies gift certificate,
which was regressed on Emotion Prime, Source Salience, and theictioie There
was a significant Emotion Prime X Source Salience interaetifect on Indulgent
Choice (Wald'sy? = 8.17; p < .01). As depicted in figure 3, linear contrasts revealed
that when the source of pride was not made salient, individuals weeelikely to
make an Indulgent Choice when they were primed with Pride (80%) cedhfzathe

Control group (52%; Wald's? = 4.32; p < .05). Additionally, when the source of
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pride was made salient, individuals were less likely to makendnldent Choice
when they were primed with Pride (42%) compared to the Control gftlib;
Wald'sy? = 3.85; p < .05). Finally, respondents that were primed to experngite
were more likely to make an indulgent choice in the High CogniResources
condition (80%) compared to the Low Cognitive Resources condition (42%'SNa
v*>=7.06; p < .01). These results support hypothesis 2 that pride ircpragerence
for indulgent products when the source of pride is not made salient, (Bi2ayhen
the source of pride is made salient, pride reduces preferenaedédgent products

(H2b).

Figure4: Thelnteractive Effect of Pride and Source Salience on I ndulgent

Money Choices (Study 3)
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Discussion

The results of the third study offer additional support for my ptiedichat
pride influences consumers’ long-term goal pursuit through dual pgshthiat lead
to differences in their preference for indulgent products. Moreoveite study 1
provided evidence for the automatic process by demonstrating thatdedeases
indulgence compared to a control group when cognitive resources &exJitie
third study demonstrated that pride serves as a source of aifombecause when
the source of pride was made salient, and its experience wasditisd, pride
decreased preference for the indulgent option even though individualshéad t
resources available to monitor their behavior.

Although the results of the previous studies are consistent withrappsed
model, there is an alternative explanation that needs to be codsid@mvious
research suggests that when individuals experience successior gagk, it may
increase feelings of pride and lead to greater indulgenceeagaad for achievement
(Mick and Faure 1998; Mischel, Coates and Raskoff 1968). More importtnsly,
literature does not account for goal monitoring as the underlying processidgests
that prior success may result in a sense of deservingnessighfeg indulgence.
Thus, when individuals focus on their past achievements and experiaedtpnay
activate a reward-seeking goal that could lead to a gememaase in indulgent
behavior. That is, instead of pride reducing effort toward a-lemg goal and, in
turn, increasing preference for indulgent options, it may increaskerence for

indulgent rewards independent of the goal monitoring process sugdssteelf
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regulation. It is difficult to rule out this alternative explanat because if
respondents monitored their behavior in the previous studies, it would haweedcc
in response to the indulgent choice set (i.e., a goal threat). Teus would be little
difference in preference between a respondent that was reeeakthg versus one
that was less focused on the pursuit of long-term goals.

If, however, | separate the goal monitoring process from the ehask, that
should help rule out this alternative explanation. Take for exampieste who
experiences pride and begins to monitoring their behavior towardadleof being
healthy. If my theory is correct, the experience of pride shaddae subsequent
effort toward the goal of being healthy, but it should not licendelgent behavior in
unrelated choice domains (e.g., money decisions). However, if pridataes a
reward-seeking goal, then its experience should license indulgegaslless of the
choice domain’s relationship to the previously monitored goal. Thusdigbrthat
when individuals experience pride and they are asked to monitor theividdeha
relative to a long-term goal, it will increase subsequent meter for indulgent
products in related choice domains. However, pride should decreasgrdfieience
for indulgent options in unrelated choice domains because the expeoiepdde
should cue the pursuit of long-term goals. Thus, the relevance cutisequent
choice domain to the previously monitored goal should moderate the infloaénce

pride on consumers’ preference for indulgent products. Specifically:

H3: Choice domain relevance will moderate the influence of the

experience of pride on indulgent choice such that when individuals
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experience pride and begin to monitor their progress toward a long-
term goal, pride will a) increase subsequent preference forgeaful
products in related choice domains and b) decrease subsequent

preference for indulgent products in unrelated choice domains.
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STUDY 4: PRIDE AND DOMAIN RELEVANCE

Method

Participants and Design. Ninety-six undergraduates (51% female) at a large
North Eastern university participated as part of a course requiremenexpéement
was a 2 (Emotion Prime: Pride vs. Control) x 2 (Monitored Goahdeéiealthy vs.
Saving Money) x 2 (Choice Domain: Health vs. Money) mixed design thve first
two factors between subject and the third factor within subjectfoufth factor
(Choice Domain Order: Health Domain First vs. Money Domain Rival included

in the analysis to account for the counterbalancing of the choice domains.

Procedure. The study was separated into three parts disguised as three
unrelated studies. The first part was the emotion manipulation apdatedure was
identical to studies 1 and 3. Once they finished part one, participaars
administered the second part, entitled Goals Study, which servegbatsmaonitoring
manipulation. Respondents were told that the researchers werestede in
understanding the different goals that students pursue. Half ocdghendents were
asked to read a statement that discussed how studentsirgedriive healthy lives
(Being Healthy Monitored Goal conditions). The other half weverga statement
describing how students are trying to save money (Saving Mbloeytored Goal

conditions). All respondents then were asked to monitor their behalativeeo the
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goal in the statement they had just read by indicating how muchegsgnd
advancement they have made toward the goal.

Once they finished the second part, participants were given rithk fart,
entitled Decision-Making Study. Respondents were instructed hbgtwould be
making a number of different decisions that correspond to choicesep®aje in
their daily lives. Then they were presented with two indulgentcelsoia choice
between french fries and salad as in study 1 (Health Doraatha choice between
two $25 gift certificates as in studies 2 and 3 (Money Domairf)e gdresentation
order of the decisions was counterbalanced. Thus, all respondent$woad®ices:
one in a related domain and one in an unrelated domain to the@wysky monitored
goal. Finally, respondents indicated whether they currently hadybals of being
healthy and saving money and were asked to guess the truaveljedftthe study

before being debriefed and dismissed.

Measures. Choice of french fries and the entertainment gift certdicaere
recorded as measures of Indulgent Choice. Involvement in thengvtdask was
measured on the same scale as previous studies (M = 5.13; SD a £387). The
emotion prime manipulation check was measured using the sameascstiadies 2
and 3 (M =5.14; SD = 1.1%;, = .85). The goals of being healthy and saving money

were measured on separate two-point scales (1 = “Yes”; 2 = “No0”).
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Results

Manipulation Checks and Additional Measures. There was no significant
difference in Involvement in the writing task between the Prael Control
conditions (Mbrige = 5.35; Meontrol = 5.31; t = .54; ns). As expected, the individuals in
the Pride condition experienced significantly more pride than thogbkei control
group (Mbrige = 5.46; Meontrol = 4.18; F = 8.45; p < .01). Finally, ninety-one percent
of respondents indicated that they had the goal of being healthy artg-mime
percent of respondents indicated that they had the goal of saving.n\oree of the

participants guessed that there was a relationship between the thsesd gaetstudy.

Presentation order. Logistic regression was used to test my prediction with
Indulgent Choice as the key dependent variable, coded as 1 if apaauttiselected
the french fries or the entertainment gift certificate 8ndl he or she selected the
salad or the school supplies gift certificate. Indulgent Choiae wmegressed on
Emotion Prime, Monitored Goal, Choice Domain, Choice Domain Order aud th
higher-order interactions. The four-way interaction between EmotiomeP
Monitored Goal, Choice Domain and Choice Domain Order was not isegmtif
(Wald’sy* = 1.20; ns). Other than the predicted Emotion Prime X MonitoretXGoa
Choice Domain interactive effect on Indulgent Choice (Wajd's 17.44; p < .001)
no other higher-order interactions were significant. Thus, theemiason order of

the choice domains did not interact with any other factor in the analysis.
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Relevant Choice Domain. As depicted in figure 4, linear contrasts revealed
that when individuals monitored their behavior relative to a goal ofgbegalthy,
they were more likely to make an Indulgent Choice in a health dowizém they
were primed with Pride (71%) compared to the Control group (42%; Wafd=
4.01; p < .05), providing support for hypothesis 3a. Similarly, the responithants
monitored their behavior relative to the goal of saving money wenee likely to
make an Indulgent Choice in a money domain when they were primed ik
(70%) compared to the Control group (37%; Walg’s= 5.15; p < .05). Thus, the
experience of pride licensed indulgence when the choice domain \atedred the

previously monitored goal.

Irrelevant Choice Domain. Consistent with hypothesis 3b, when individuals
monitored their behavior relative to a goal of being healthy, tene less likely to
make an indulgent choice in a money domain when they were primbdPwide
(25%) compared to the Control group (58%; Walg/$ = 5.23; p < .05).
Additionally, the individuals that monitored their behavior relative ¢mal of saving
money were less likely to make an indulgent choice in a healthidosieen they
were primed with Pride (21%) compared to the Control group (50%cl"svVaf =
4.25; p < .05). Thus, the experience of pride decreased prefemnoeldilgent

products when the choice domain was unrelated to the previously monitored goal.
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Discussion

The results of the fourth study provide additional support for my predict
that the experience of pride influences long-term goal pursuitghrdual pathways
with different effects on their preference for indulgent product$/hen the
experience of pride was linked to a healthy goal, respondents weee likely to
make an indulgent choice in a health domain, but less likely to makadulgent
choice in a money domain. Similarly, when pride was linked taytda of saving
money, respondents were more likely to make an indulgent choice in ay mone
domain, but less likely to make an indulgent choice in a health domisliore
importantly, the results rule out reward-seeking as an alteenaxiplanation. If pride
had activated a goal of reward-seeking, then its experidmmalds have licensed
indulgence in both choice domains regardless of their relationshipe tpréviously
monitored goal. However, because pride only licensed indulgence in dothains
were related to the monitored goal, the results provide support fahewoyy that
when individuals are consciously monitoring their behavior toward gtlerm goal,

the experience of pride reduces subsequent effort toward the goal.
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GENERAL DISCUSSION

This paper contributes to our understanding of how pride influences
consumers’ long-term goal pursuit and their preference for indulgermnepthat
undermine such goals. Through four studies, | demonstrated that theeecpef
pride serves as a source of information that licenses indulgencecohsumers are
monitoring their behavior, but when they are not monitoring their behgwimle
decreases indulgence through an automatic process by cuing the plulsog-term
goals. Additionally, | demonstrated that the influence of pride on iedtighoice
was unique to the experience of pride and that other positive emotibnetdead to
the same pattern of indulgence. Finally, the fourth study rulesmouwlternative
explanation that the experience of pride may lead to a generahsacin reward-

seeking behavior.

Implications

Theoretically, this research advances our understanding of the piiocessh
which emotions influence consumer goal pursuit. Previous researsh ha
demonstrated that nonconsciously priming emotional concepts can cueobé¢hati
is consistent with the pursuit of long-term goals (Zemack-Ragat. 2006; Eyal and
Fishbach 2009). This current research demonstrates that the egpedt an
emotion not only serves as a behavioral cue, but also can seaveigal of goal

progress that decreases consumers’ pursuit of long-term goals. ioAdltyt this
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research extends our understanding of how emotions influence condeamgon-
making. Previous research has demonstrated that emotions cemaéeflconsumer
choice, but much of the literature has taken either a valenee-baggroach (Qui and
Yeung 2008) or examined how distinct negative emotions influence consboiee
(Raghunathan et al. 2006). In study 2, however, | demonstratdishatt positive
emotions can have different effects on consumer choice. Thisdlesdso integrates
contrasting results found in the prior literature on the relationslipelea pride and
indulgence. Giner-Sorolla (2001) found that the experience of positiveossicious
emotions, such as pride, was negative correlated with self-cofiteo] more
indulgent behavior). In contrast, Eyal and Fishbach (2008) demonstrated that
nonconsciously priming individuals with pride increased self-control (less
indulgent behavior). This paper integrates these findings byestigg that the
experience of pride may decrease consumers’ self-controlrbynges a source of
information that licenses indulgence and activate action tendencies (Wduataa be
activated nonconsciously) that can cue behaviors consistent with greatenmgedf-

The second study demonstrated that priming individuals with happilgss
not result in any differences in preference for indulgence optionspared to a
control group at low and high levels of cognitive load. Althoughfthding was not
central to the investigation of pride, it is still interesting lnseat provides additional
support for recent research on happiness and indulgent consumption. dent re
study, Garg and colleagues (2007) found that people in happy moods coneamed |
of an indulgent product (i.e., buttered popcorn) compared to a control grougs unle

nutritional information was present where no differences vadrgerved. They
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suggest that, without the nutritional information, people in happy moodsare
likely use a mood management strategy to maintain their positigetive state so
they will avoid the indulgent alternative compared to the contmlgr However,
once the nutritional information is present, it reminds the people ioctheol group
of the consequences of their actions, which leads them to consusnefl¢lse
indulgent product resulting in no difference between the happiness and control
conditions. This finding offers one explanation for why there wadifference
between the happiness and the control conditions in the high cogniiwerces
conditions in the first study. Because individuals were faced avithoice between
an indulgent option and one that was consistent with a long-term goptegence of
the latter is likely to have reminded those in the control groubeotdnsequences of
choosing the indulgent option, which would have resulted in no difference between
the two conditions when cognitive resources were available.

Although | am not aware of any paper that has explicitly exedpreference
for indulgent products under high cognitive load when previously primed to
experience happiness or no emotion, two recent studies might explaitnere was
no difference between the two emotion prime groups in the low @saonditions.
Eyal and Fishbach (2008) found that nonconsciously priming individuals waihyha
concepts leads individuals to be more likely to consume indulgent praxuncfsared
to those that were primed with pride, but they did not compare thaiitseto a
control condition. They argue, however, that because happiness is adw-or
affective reaction, it cues behavior consistent with low-order, imttilgoals. Thus,

their findings are similar to my findings in the high cognitilkead/happiness
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conditions. In related research, Shiv and Fedorikhin (1999) found that when
individuals were not primed with an emotion and face cognitive conistrghey rely

on their low-order affective reactions to products to guide theiisid@emaking
resulting in a greater preference for indulgent products. Togétiese findings
suggest that in both the control and happiness conditions when cognitivecessour
were low, individuals were more likely to rely on low-order affextguide their
decision-making, which would explain why | did not observe any differences éetwe
the two emotion prime groups when cognitive resources were constrained.

This paper also has important managerial implications. Manage®s ha
recognized that emotions are an important component of their tingrkeix because
emotions have the potential to increase attention to product adwestiss (Labroo
and Ramanathan 2007), influence product evaluations (Pham 1998), and even
facilitate brand extensions (Yeung and Wyer 2005). Howeveprthaous research
has taken a broad perspective regarding the role of emotions in timgrkeix
decisions and has not considered whether certain types of emetopeals may be
more important than others for specific products. This currenangssuggests that
managers of both indulgent products (e.g., luxury and entertainment pjoauodts
those that help people reach their long-term objectives (e.g., wegghtolutions and
retirement planning) may want to consider ways to evoke pride thrologir
marketing communications. However, this research also suggestiseaust use
caution if they incorporate pride into their communications mix amsider the
cognitive demands placed on consumers during message processing.aripleex

marketers of luxury products often use pride appeals (e.g., praraathievement) to
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stimulate demand for their products and build brand identity. While spjgbals are
likely to be effective when consumers have the resources avaitalglensciously
process their message content, these appeals may also have e reffztt on
consumers’ decision to purchase luxury brands in retail environméretise there is

more competition for consumers’ attention.

Limitations and Future Research

Many of the limitations of this research stem from the erpartal context
used to test my theory. For example, all of the studies involuerst participants.
There is little reason to believe, however, that students’ choia#sdiffer
significantly from other populations. Another potential limitatiomhigt participants
in these studies were asked to make hypothetical, rather theah, atoices. Though
it is possible that actual choices would produce a different paiferesults, it also is
possible that such decisions could magnify the level of conflict exmexd at the
time of the decision, which might increase the extent to which chaNs are
consciously monitoring their behavior and, thus, magnify the influehgeide on
indulgent choice. Nevertheless, the external validity of my fomlihinges on
replications with more diverse populations using data on actual choices.

This research points to a number of interesting directions farefigtudies.
Although the findings of this paper suggest that the experienpeidd influences
consumers’ preference for indulgence, previous research suggests thatipatiamt

of pride may motivate individuals toward long-term achievemented(kson
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2001). This suggests that anticipating pride may reduce consupnefstence for
indulgent products. Future studies may want to examine the differéstseen the
experience of pride and the anticipation of pride on consumers’ goal pursuit.

Additionally, recent research suggests that pride may be toadbof a
concept to be considered one construct and that it may more apelgdratiewed
as two distinct emotions: hubristic (or alpha) pride and authentibdta) pride
(Lewis 2000; Tracy and Robins 2007). Both forms of pride are eliciedrasult of
an achievement, but they differ in terms of their causal atiiut hubristic pride is
attributed to internal, stable, uncontrollable causes (“I did etause of who |
am”), whereas authentic pride is attributed to internal, unstabhrotlable causes
(“I did well because | worked hard”). This current reseatoks not distinguish
between these different forms of pride because respondents weld@skée about
an achievement, but they were not asked to focus on the attributidhabof
achievement. Future research should examine whether hubristicapddauthentic
pride have different effects on consumer decision-making.

Finally, while a significant amount of consumer research has devoted to
the influence of guilt on consumer behavior and this dissertation eganpride,
there are other self-conscious emotions that have been largetplared in the
marketing literature. For example, embarrassment and shameegative self
conscious emotions that have been well researched in the cognitiveoaat s
psychology literature, but little is known about their effect onstimer behavior.

Future research investigating how these emotions influence consiguesion-
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making would allow for the development of a more general framework

understanding how self-conscious emotions influence consumer behavior.
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APPENDIX A

FOOD STIMULI FOR STUDIES 1 AND 4

Imagine that you are trying to decide on which side dish to
have with your lunch. You have the option of choosing
french fries or salad. Each one cost the same amount of
money.

Which side dish would you choose to have with your lunch?



61

APPENDIX B

GIFT CERTIFICATE STIMULI FOR STUDIES 2, 3 AND 4

Imagine that you have been given the chance to receive one
of two $25 gift certificates. One gift certificate can be used at
a local entertainment store to purchase music, DVDs or
video games. The other can be used at a local bookstore
store to purchase schoof supplies and textbooks.

g & WEST'S .
SRBUSINESS 1AW '

Entertainment Bookstore

Which gift certificate would you choose?
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