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Imagine a business traveler who is choosing between two breakfast offerings - a very 
tasty but unhealthy breakfast and a very healthy but less tasty plain fat-free yogurt. Is 
this person more likely to choose the tasty, less healthy breakfast on the first day if 
she views this decision as one of a series of breakfast choices that she will be making 
over the next three day? Most previous research has focused on explaining single-
shot decisions without considering how these might be influenced by choices that are 
made before or after the current choice. My dissertation examines how seeing a 
current period (t1) choice between two alternatives (a and b) is systematically 
different when it is viewed as a single-shot choice (e.g., as [a b] t1) than when the 
same choice ([a b] t1) is viewed as one of a series of similar choices (e.g., [a b] t1,    

[a b] t2, ...). Specifically, a series of real studies show that in a choice between a 
relative vice (e.g., a cookie) and a relative virtue (e.g., a plain fat-free yogurt), choice 
share of the vice increases when this decision is presented as one of a series of 
similar future choices than if the same choice is viewed in isolation. I propose that 
viewing a choice as part of a series of similar future choices allows people to 
optimistically believe that they will choose a more virtuous option later, hence 
providing them with a guilt-reducing justification for choosing a vice now. 
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WORKING-PAPER ABSTRACTS 

 

The Shopping Momentum Effect 
 

Shopping momentum occurs when an initial purchase increases the likelihood of subsequent ones. 

The initial purchase provides a psychological impulse whose momentum drives the purchase of a 

second, unrelated product. We explore the theoretical underpinning of this effect by examining how 

the shopping momentum can be interrupted.  First we show that positive affect from the initial 

acquisition is not a driving factor by showing that shopping momentum does not occur if first item is 

provided as a gift. Second, we identify the driver of shopping momentum in an augmented 

willingness to spend by showing that shopping momentum dissipates by separating the source of 

funds for the two purchases. The most promising theoretical mechanism for shopping momentum 

comes from Gollwitzer’s (1990) theory of implementation and deliberation mind sets. The initial 

purchase moves one from a deliberative to an implemental mindset, thus driving subsequent 

purchases. We support this theory by showing how an initial purchase encourages greater recall of 

implemental thoughts.  Finally, we show that shopping momentum is not intuited by respondents in a 

hypothetical  purchase.  This  result  suggests  that  consumers  have  limited  awareness  of  previous 

 
 



purchases affecting subsequent ones. We discuss alternative theoretical accounts for these results and 

explore consequences for marketing managers. 
 

 

Choice in Sequence: Liberating Effect of Prior Decisions  

Consider a person who performs community service on certain weekends and not on the others. 

When is this person more likely to buy something self-indulgent -- on the weekends that she 

performs the service or on the weekends that she does not? In contrast to the research focus on 

assessing consumer preference in isolation, many real world choices require consumers to make 

decisions after other choices. We show that prior choices, which activate and establish an 

altruistic motive, are subsequently more likely to lead an individual to choose items that are self-

indulgent. We propose that an initial decision to be virtuous boosts respondents’ self-concept, 

which reduces negative self-attributions associated with the purchase of relative luxuries. Three 

studies are conducted to illustrate our proposed liberating effect of an initial virtue on 

subsequent decision to be more indulgent. Consistent with our theory, the preference for a 

luxury option diminishes if the earlier virtuous act can be attributed to some external motivation. 

We also report a mediation analysis in support of our theoretical explanation that the initial 

charity choice influences the subsequent choice by providing a boost in malleable self-concept. 
 

 

Hedonic and Utilitarian Consumption 

Over the last several years, consumer researchers have increasingly begun to investigate the various 

distinctions between goods whose consumption is typically characterized by experiences of pleasure 

and goods whose consumption is typically driven by more instrumental motives. Different research 

streams, however, have each employed a different distinction and have thus tapped into different 

cognitive and motivational processes in consumer decision-making. First, we provide an integrative 

review and typology of these various distinctions. For example, one important distinction is between 

hedonic and utilitarian goods. Other distinctions have been made between impulsive consumption 

and self-control, between vices and virtues, and between should and want preferences. A third type 

of distinction has been between affect-rich and affect-poor products and, in standard economics, 

between luxuries and necessities. All of these distinctions contrast various characteristics of 

consumption for immediate pleasure with characteristics of consumption for longer-term benefits. 

Next we list some findings that are rooted in the differences in the above conceptualizations. We also 

discuss  the similarities and points of divergence across these conceptualizations as well as shed light 
 

  

 



 

on how the two research streams have arrived at different hypotheses and have thus tapped into 

disparate underlying emotional and motivational processes in consumer decision-making. In the end, 

we propose a self-attribution model of consumption, which explains consumer behavior vis-à-vis 

different product types. Finally, we conjecture that some of the processes guiding affective 

consumption could occur outside of consumers’ awareness, volition and/or control. 
 

 
 

 
 
 


