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Wanting a Bit(e) of Everything: Extending the
Valuation Effect to Variety Seeking
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Markman and Brend| have demonstrated that individuals tend to regard as more
valuable those objects that are able to satisfy an active desire. Building on their
framework, we predicted that desire would enlarge the consideration set and,
hence, affect variety-seeking tendencies in a product category. Our first study
shows that hunger and visual food cues enhance variety seeking in food items.
Further, by means of mediation analyses and suppression manipulation (exposing
participants to stale foods), we are able to show that this increase in variety-seeking
results from an increased attractiveness in the food items. Our second study, where
we generalize these findings by applying them to nonphysiological goals, produces
evidence that the effect—the increase in variety seeking—is domain specific.

hen you are hungry, do you include more variety in a holiday ticket than a person who has no interest in taking

your food choices than when you are not? And when a vacation. However, it is still unclear whether the active
you really long for a break, do you prefer a more varied goal affects the set of choices under consideration, including
holiday trip than when you do not? Or do you, in both cases, the options that satisfy the goal. That is, does the active
stick to the familiar options that you are sure to like? Pre- goal affect people’s tendency to seek variety? e
vious studies suggest that a hungry person values any item  Active goals guide consumer decision making (Alderson
thatis instrumental to his/her eating goal more than someone1957), and recent research has highlighted their role in the
who is already satiated, or not hungry. Similarly, a person yalue perception of choice alternatives (see Markman and
eager to go on holiday is certainly willing to pay more for Brendl [2000] for an expanded discussion). Specifically,
people value objects to the extent that they are perceived
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HYPOTHESIS DEVELOPMENT In line with the ideas just presented, this research examines
how active goals influence variety seeking in the desired ob-
Goal Systems Theory ject class. In the effort to test the argument that desire renders

, ) i a greater number of objects more attractive, thus weakening
Markman and Brendl's study (2000) is grounded in goal e relationship between the desire and one’s favorite means
systems theory (e.g., Kruglanski et al. 2002). The basic 4f satisfying it, we conducted a pilot study and two experi-
premise of this theory is that goals are motivational struc- mena| studies in which we tried to show that desire en-
tures: they influence the way in which _|nd|V|(_jue}Is evaluate courages consumers to seek variety in the products of the
the world around them. We screen objects in light of how gegjred object class. In study 1, mediation analyses and a
instrumental they are to the satisfaction of our active goals. suppression manipulation (exposing participants to stale food)
A soda from the refrigerator, a freshly made fruit juice, or ghoy that an increase in variety-seeking results from an in-
a beer from the local pub are all instrumental to quenching crease in the attractiveness of items that meet the desire. In
my thirst, but a bowl of peanuts is not. Within this frame- gy,qy 2 we generalize our findings and apply them to another
work, studies have shown that an active goal increases thephysiological desire (thirst), as well as to a nonphysiological

value of any object that is instrumgntal f_or its satisfaction geagire (the desire to go on holiday). Finally, we provide evi-
(Markman and Brendl 2000). That is, objects that meet an yence for the domain specificity of the desire effect.

active desire are valued higher than those that do not. This
squares with another study, which shows that, compared to
participants with low smoking needs, participants with high PILOT STUDY

smoking needs perceived a cigarette as longer, a clear proxy |n a pilot study, we explicitly tested our assumption that
for perceived value (Brendl, Markman, and Messner 2003). an active desire increases the number of items regarded as
In this vein, too, hunger has been shown to increase thesatisfying in the desired object class. Ninety-six hungry ver-
immediate desire for food (Loewenstein and Agner 2003), sys satiated participants were shown 28 pictures of snacks
WhICh_ in turn translates !ntO more p_OSItlve attitudes toward (for a more detailed description of the hunger manipu]ation,
food items (Lozano, Crites, and Aikman 1999). In sum, see study 1). After seeing each picture, the participants had
previous studies suggest that an active goal increases thgg decide as quickly as possible whether they liked the rep-
attractiveness Of any and eVery means able Of Sat|sfy|ng It. resented Snack or not by pushing a green button (||k|ng) or

This effect has been named “the valuation effect.” a red button (not liking). The results indicate that, as ex-
pected, participants in the hungry condition liked more food ¢s
Goals, Means, and Choice Making items M,,, = 19.3) than did participants in the satiated

condition M,,, = 17.5;F(1, 93) = 3.96 ,p < .05). That is,

The implications of the valuation effect for explorative participants in the hungry condition rated a larger number
behavior have received little attention to date. Because anof items satisfactory than did participants in the satiated
active goal valuates any item that may meet the desired endcondition. This bears out our assumption that in desiring
state, a larger number of items are thought to be satisfying, conditions, more items capable of meeting the goal are con-
including those that one would avoid in the absence of a sidered as satisfying. Therefore, as outlined above, we ex-
particular desire. Even if ice tea is not one’s favorite soft pect an active desire to weaken the degree of association
drink, one may still find it acceptable if one is parched. between a desire and one’s favorite means of satisfying it.
Similarly, even if the desert is not one’'s dream holiday We tested this hypothesis in study 1.
destination, it might still pass the threshold of selection when

one really needs a break. This seems to imply that less STUDY 1
desirable options may enter the consideration set when it
happens to satisfy an active goal. The primary objective of study 1 was to examine the

Fishbach, Shah, and Kruglanski (2004) found that simply effect of hunger on variety-seeking behavior in food items.
adding alternatives that also serve as means for the satisTo that end, we asked hungry versus satiated participants
faction of a particular goal dilutes the degree of association to choose five sandwiches from a set of eight for their lunch
between the goal and any given means to reach the goalfor the coming week. Variety seeking was measured through
We expect that a desire-induced increase in the attractivenesshe number of different sandwiches participants ordered. Our
of the desired object class will not only increase the number second objective was to illustrate that a change in attrac-
of satisfactory alternatives but also weaken the degree oftiveness plays a crucial role in the underlying process that
association between a desire and one’s favorite means oflinks desire to variety seeking. As explained above, we ex-
satisfying it. We further expect that this weakened associ- pect variety seeking to increase only when there is an in-
ation will lead desiring consumers to be less faithful to their crease in the perceived value of the sandwiches. Therefore,
absolute favorites and more willing to consider a larger we measured sandwich attractiveness and tested whether it
number of alternatives. The expected increase in variety mediated the effect of desire on variety seeking. To enable
seeking is consistent with findings that food deprivation is an additional test of the mediating effect of attractiveness,
partly responsible for more purchases of unplanned food we also manipulated sandwich attractiveness by placing a
items (Gilbert, Gill, and Wilson 2002). plate of sandwiches in the laboratory. An earlier study (Lam-
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bert and Neal 1992) has already shown that seeing a foodsensation of abstinence fades (Guyton 1971), participants
stimulus has a positive effect on consumers’ food attitudes. were subsequently given filler tasks to occupy them for that
For our study, however, we chose to display sandwiches thatperiod of time. Participants in the hungry condition per-
were about 2 days old. In a pretest£ 63 ), we found that formed the same tasks, except for the taste test.
a plate of stale sandwiches as a food cue increased the per- Once the filler tasks had been completed, the participants
ceived value of sandwiches for low-disgust-sensitive people in the presence condition were asked to approach the ex-
and decreased it for high-disgust-sensitive people. Thus, theperimenter table under the pretext of an unrelated task. Lying
stale sandwiches stimulus offers a suitable test problem foron the table there was a plate with sandwiches that not only
our research hypothesis on the crucial role of food attrac- looked stale but also smelled bad. The sandwiches were
tiveness in the effect of hunger on variety seeking. When our messily thrown together on the plate, alongside of which
hypothesis is correct, we would expect this stimulus to elim- there were some dirty coffee cups and napkins to give the
inate the hunger effect for disgust-sensitive participants. In participant the impression that the experimenters had for-
the pilot study, conversely, we found that showing stale sand- gotten to clean up their lunch from a few days before. It
wiches did not affect the participants’ feelings of hunger.  was impossible for the participants not to notice the plate
of sandwiches while the experimenter checked their task.
Participants Participants in the no presence condition were not asked to
approach the table and hence were not exposed to the stale
One hundred and twenty-four students (55 men, 69 sandwiches. Afterward, the participants were asked to com-
women) at a regional college campus participated in the 60- plete a “catering form,” which they were led to believe had
minute laboratory session in exchange for course credit. been distributed by the college catering service. The form
measured personal liking for various food items (including
Design sandwiches) and beverages on a five-point scale. After some
filler tasks, participants completed the disgust scale. This
We used a 2x 2 x 2 between-subjects design (hunger scale measured individual differences in disgust sensitivity
x presencex disgust sensitivity). We manipulated the hun- (¢, = 0.72. It contained 20 relevant items from the disgust
ger state by asking all participants not to eat within 4 hours scale developed by Haidt et al. (1993). Finally, at the end
of the experiment and not to drink anything other than tea, of the experiment, we introduced an additional reward for
coffee, or water. To facilitate compliance, we organized the participating: we told the participants that a well-known
sessions just before lunchtime (i.e., between 11:30 a.m. andocal sandwich bar had agreed to award free sandwiches to
12:30 p.m.) and just before dinnertime (between 4:30 p.m. winning participants during the week following the exper-
and 5:30 p.m.). During the experiment, all participants in iment. To win, the participants had to indicate which sand-
the satiated condition were offered a big piece of cake, which wich (cheese, ham, crab, salmon, tuna, potato, bacon, or
they had to eat in its entirety. We also manipulated food mozzarella) they would like on each day of the upcoming
attractiveness by placing a plate of stale sandwiches in theworkweek. Each participant had to make five choices. In
laboratory room. And finally, we measured disgust sensi- the presence condition the contest forms were placed on the
tivity, dichotomized it, and included it as an independent table with the stale sandwiches, while in the no presence
variable in the analyses. Since an earlier study (Haidt, condition the table was empty.
McCauley, and Rozin 1993) had found a correlation between
gender and disgust sensitivity, we included the participants’

gender as a control variable in all the analyses. Results

_ Variety Seeking. We measured variety seeking through
Materials and Procedure the number of different sandwiches participants ordered on
he lab i d th . hat th the contest form. One person failed to complete this form.

In the laboratory, we informed the participants that they pgjiminary analyses showed that the presence of the sand-
were to take part in a taste test, and we asked them to holdiches did not have an effect on disgust sensitivity
a small _ clinistick” in their mo_uth_ while they were filling (F(1,121) = 0.87, NS). To facilitate the interpretation of
out the introductory form, which included questions about - resuits. we performed a median split on the disgust
the time of their last meal. In an attempt to encourage par- gensitivity measure. After deleting three outliers (2.4%), an
ticipants to complete the “last meal” question truthfully, we  ANOVA revealed a significant hungex presencex dis-
told them that the stick, in fact a glucose stick, was supposedgust sensitivity interactionF(1, 111) = 4.21 p < .05 9
to give an indication of the time passed since their last meal. ' ' ' '

Aft(_—','l’ completl_n_g this mtro_dUCtory f_orm' participants in the 'Based on the attractiveness ratings of the sandwiches and the variety-
satiated condition were given a piece of cake, supposedlyseeking measure, a Mahalanobis distance (a generalized distance measure
as part of a cake taste test. The cake was described as #hat takes into account the correlations between the different variables on
healthy, newly concocted product from a well-known sand- S0t -8 Ceet o o ctance folows & ch-square dis-
W!Ch bar in the area. The taste test consisted of 20 ques.tlonﬁoribution, in this casé with one degree of freedom. All participants with a
with reference to the taste, color, structure, and healthinessyistance higher than the .990 fractile were considered outliers. This led to
of the cake. Since it takes about 20 minutes before the the identification of three participants as outliers.
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To gain better insight into the three-way interaction, we FIGURE 1
Io_oked_ at the effect of hunger and presence in the Iovy— and HUNGER x PRESENCE x DISGUST SENSITIVITY
high-disgust group separately (see fig. 1). In the low-disgust INTERACTION ON VARIETY SEEKING (STUDY 1)

group, we found the two main effects we had expected:

hungry participantsM,,,, = 3.54 ) chose more variety than ..,

satiated participantsM,,, = 3.22 F(1,111)= 3.01 p = SEEKING
.09), and the presence of the sandwiches increased variety °
seeking Mo pres. = 2.88, M .= 3.91; F(1,111)= 45

11.44 p<.001). The interaction of hunger and presence 4
was not significantK(1,111) = 0.30 , NS). Conversely, in ;¢
the high-disgust group, we obtained a two-way interaction
between hunger and presenégl( 111)= 5.35 p<.03 ).

In the no presence condition, the hunger effect was repli- 2*®
cated F(1,111)= 6.74, p<.02): hungry participants 2
(M,... = 3.60 chose more variety than satiated participants 1s
(M,,, = 2.33. However, in the presence condition, no hun-
ger effect was obtained M, =2.80 M., = 3.03 ;
F(1,111) = 0.65 NS), suggesting that the presence of the
stale sandwiches eliminated the hunger effect in disgust-

. .. NOT PRESENT PRESENT NOT PRESENT PRESENT
sensitive participants.
LOW DISGUST SENSITIVITY HIGH DISGUST SENSITIVITY
Food Attractiveness Ratings. To test our hypothesis O saTATED
about the crucial role of food attractiveness, we looked at the
B HUNGRY

effect of the sandwich presence on the attractiveness ratings
of the sandwiches. The same three-way (hunggresence

x disgust sensitivity) ANOVA was performed on the par- P< .001).2 In the no presence condition, a Sobel test (cf.
ticipants’ mean attractiveness ratings of the sandwiches. WeBaron and Kenny 1986) indicated that the effect of hunger

measured these using the catering form in which the partic-O" Variety seeking was significantly mediated by its effect

ipants were asked to rate eight types of sandwiches. TheC" Sandwich attractiveness & 2.36 p< .02 ). In the pres-
overall three-way interaction was significam({, 112) = ence condition, we found this mediation to be moderated

4.29 p < .05). Moreover, the close relationship between at- by disgust, such that the indirect effect was stronger in par-

tractiveness and variety seeking was suggested by the mean%g'r? Sg\t/?tnggr{ﬁ;vi\ggﬁgu?ctfS%nrselgzg)érthsz Cll?elhl%r:{glsl-?;;é s
which displays a similar pattern for the sandwich ratings 2005) ' ' '
and for the variety-seeking measures (see fig. 2). '

In the low-disgust group, hungeM(,,, = 3.39 M, =

2.82 F(1,112)= 12.38 p<.00) as well as presence Discussion

(Mgres. = 335 My pres= 2.88 F(1,112)= 10.73 p< The results of the first study show, in sum, that hunger

.01) increased the sandwich ratings. As expected, the inter-g\hances variety seeking in food items: hungry consumers
action of_hunger and presence was not significant opt for a more varied food set than satiated ones. Also, and
(F(1,112)= 0.44 NS). In contrast, in the high-disgust qngjstent with goal systems theory, we found that an active
group we obtained a significant interaction between presenceyegire increases the perceived value of food items. That is

and hungerl{(l,log); 033 P< .03 ). Hunger, again, in.-' to say, hungry participants, not surprisingly, saw food as
creased food attractiveness in the no presence condition i mental to their active goal. Moreover, we found two
(F(1, 11?: 4.65 p<.04 M,,, = 3'_23* Mo = Zfl) but ~indications that an increase in food attractiveness plays a
not in t e_presence conditioM,, = 2.42 M. = 2.66 crycial role in how hunger affects variety seeking. First,
F(1,112)= 0.65 NS). when statistically controlling for the increase in food at-

tractiveness by means _of a mediati(_)n analysis, the effect of
Mediation by Attractiveness. As a preliminary check hunger on variety seeking in food disappears. Second, hun-

of the mediating effect of attractiveness, we included the 9€f does not increase variety seeking when the presence of
in thetale food eliminates the increase in attitudes that typically

ANCOVA analysis of variety seeking. This weakened the attend hunger/hungry states. Therefore, the increase in the

hunger x presence x disgust sensitivity interaction
9 P 9 Y AWe report the percent reduction of théSs of the mediated effect

(F(l' .110) = 1.39 NOS)’ reg:lucmg the mean squ_areMEI) because, in ANCOVA, the changes in the magnitude of the experimental
for this effect by 63%, while the effect of attractiveness on effect (%) reflect also changes in théS error, which are unrelated to the

variety seeking was highly significanf(l, 110) = 51.87 , experimental factor of interest (Pham and Muthukrishnan 2002).
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FIGURE 2 in the desired object class is stimulated. Therefore, active
HUNGER x PRESENCE x DISGUST SENSITIVITY goals influence not only the value perception of objects but
INTERACTION ON SANDWICH RATINGS (STUDY 1) also the set of choices under consideration.
SANDWICH S-I-UDY 2
RATINGS . . .
5 The objective of the second study was twofold. The first
45 thing we wanted to do was to generalize the hunger effect

to another physiological desire, namely, thirst, and also to
a nonphysiological desire, namely, the desire to go on hol-
iday. Since subjective reports indicate that the experience

4

35

3 of desire is qualitatively similar across a range of targets
25 (May et al. 2004), we expected the valuation effect on va-
2 riety seeking to hold for different kinds of desires. The

second goal was to test out a further implication of Markman
and Brendl's (2000) model, namely, the domain specificity
! of the valuation effect. We proposed that an active desire

05 enhances variety seeking because of an increase in the per-
0 ceived value of the means instrumental to the satisfaction
NOTPRESENT | PRESENT | NOTPRESENT | PRESENT of the active goal, and this suggests that an active goal
LOW DISGUST SENSITIVITY HIGH DISGUST SENSITIVITY increases only the value of objects that are instrumental to

achieving the desired state but not that of other objects in
O SATIATED the environment. As a result, we expect desire to increase
variety seeking only within the choice sets composed of
items that are feasible means to satisfying the specific goal.
In this study, we approached consumers who are thirsty (at
perceived value of the desired object seems to be a necessarthe exit of a fitness center) and consumers eager to go on
condition for hunger to have an effect on variety seeking. holiday (at a travel agency) to test whether they prefer, re-

These findings are consistent with our hypothesis: when spectively, more variety in their drinks and in their holiday
the perceived value of the desired object increases, the num-activities, as compared to consumers who are not particularly
ber of alternatives considered satisfying for a certain desirethirsty (at a travel agency) or not particularly eager to go
increases also (cf. pilot study). We have also shown that thison holiday (at a fitness center). We also measured the at-
number is inversely related to the degree of association be-tractiveness of several drinks and holiday activities to val-
tween a desire and one’s favorite means of satisfying it idate the mediating role of attractiveness in these two other
(Fishbach et al. 2004). This implies that when the increase domains.
in perceived value of the object class is eliminated from the
experiment, the number of alternatives that satisfy the goal i
remains unaffected, so that the likelihood that one will Participants
choose one’s favorite also does not change. The pattern of Participantsif = 137 ; 71 men, 66 women; age ranging
results for the presence condition of the high-disgust group from 16 to 69 years old) were recruited at various hours of
bears out this line of reasoning: we suggest that high-disgustthe day and days of the week at a local travel agency and
participants did not perceive the stale sandwiches as instru-at the exit of a local fitness center. To make both groups
mental to the satisfaction of their active goal, and this ex- comparable, we prescreened them based on two criteria:
plains why there was no increase in the perceived value of frequent visits to one or more sport centers and the use of
the sandwiches. Consequently, there was no change in vaa travel agency to organize their holidays. We presented the
riety-seeking behavior. We can conclude, then, that an in- survey as a “general survey on consumer behavior,” and we
crease in the perceived value of objects (e.g., when thesetold participants that by participating they would have the
objects are considered as instrumental to the satisfaction ofchance to enter their names into a competition where they
an active goal) is a crucial factor in the disruption of the could allegedly win a free trip to Sri Lanka or a gift basket
relationship between an active goal and one’s favorite choicefilled with exotic fruit and fruit juice.
options and is thus a crucial factor in increasing the like-
lihood of variety seeking. Design
In sum, these findings extend the valuation effect in an

important way. That is, the results show that the goal-in- In this study we used a Z 2 between-subjects design.
duced increase in the perceived value of items that are in-We interviewed approximately half of the participants as
strumental to an active desire—as discussed by Markmanthey were leaving a local fithess center (fithess condition,
and Brendl (2000)—is able to increase the number of items n = 65) and the other half at a travel agency (travel con-
that are considered as satisfying, by which variety seeking dition, n = 72). We chose these locations because after

B HUNGRY
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working out people are generally thirstier than they are on F(1,67) = 11.59 p = .00)). It may seem possible to ex-
average, and because customers at a travel agency feel plain this last result by appealing to the dissimilar preferences
higher than average desire to go on a holiday. In each settingfor sports activities in the members of the fitness group as
half of the participants were interviewed about their con- compared with those in the travel group: possibly the former
sumption of different types of fruit juice (drinks condition) selected more sports activities, thereby suppressing the ex-
while the other half were asked questions about their holiday pression of any variety-seeking tendency. However, no such

activities (holiday activities condition). differences were obtained. Participants in the fithess group
(Mg, = 1.27) did not reliably opt more for sports activities
Materials and Procedure than did participants in the travel group(, = 1.03 ;

F(1,67)= 1.25 NS). We can, then, conclude that desire

We approached the participants and asked them to com-increases variety seeking in the desired object class (see fig.
plete a short survey on consumer behavior that contained3).
demographic questions; depending on the version (drinks . ) . )
vs. holiday activities), we also asked them to rate their per- Mediation by Attractiveness. In the drinks version,
sonal liking for several fruit juices (apple, orange, apple- parquantsllea.\{mg the fitness cer_lter found th.e. dlffergnt
cherry, lemon, passion fruit, mango, peach, and strawberry)fru't juices significantly more attractive than participants in
or for holiday activity categories (beach, nature, sports, and the_travel agencyM;, = 3.51 M., = 3.08 F(1,63) =
culture) on a five-point scale. We also asked them, in both 4-23 p = .04). Moreover, we found that including each
surveys, to indicate on a five-point scale how thirsty they Participant's mean attractiveness ratings in the analysis re-
felt and how eager they were to go on holiday at that exact duced the main effect of the version on variety seeking in
moment. After completing the survey forms, the participants drinks &(1,62) = 8.55,p = .005), reducing thSfor this
were rewarded for their participation with the chance to enter €ffect by 50.5%, while the effect of the mean attractiveness
a contest. The alleged first prize depended on the version:Was significant K(1,62) = 20.80 p<.01 ). Although the
in the drinks version, participants could win a gift basket SObel test was only marginally significanZ & 1.84
filled with exotic fruit and six bottles of fruit juice. On the P = -068, the bootstrapped estimate of the indirect effect
contest form, they had to indicate which types of juice they Was quite significant, with 95% confidence (Preacher and
would like, choosing six out of eight flavors (apple, orange, Hayes 2004). The mcreasgd attractiveness of the c_irlnks, in
apple-cherry, lemon, passion fruit, mango, peach, and straw-Other words, appears partially responsible for the increase
berry). In the holiday activities version, participants were in variety seeking. ) o )
told that they could win a free trip to Sri Lanka, including In the holiday activities version, participants in the' travel
plane tickets, accommodation, and four activities. They 9roup M., = 3.76) rated the four activity categories as
could indicate on the contest form which activities they
preferred, choosing four out of 16 (four beach activities,
four nature excursions, four sports activities, and four cul-  grrecT OF THIRST AND HOLIDAY DESIRE ON VARIETY
tural activities). Three participants who had already been to SEEKING (STUDY 2)
Sri Lanka were discarded from further analysis.

FIGURE 3

VARIETY
SEEKING

Results 6

Manipulation Checks. As expected, participants in the
fitness group rated themselves as thirstigf (= 3.95 )than 54
did participants in the travel groupM(,, = 3.13 ;
F(1,135)= 15.6] p <.01). Also, participants in the travel
group showed a greater desire to go on holidisly,.( =
4.48 than did participants in the fitness groupl( =
4.12; F(1,135)= 4.28 p = .04). 3

Variety Seeking. We measured variety seeking by
counting the number of different options that participants
checked on the contest form. In the drinks version, this was
the number of different fruit juices chosen. The results sup-
ported the prediction that thirsty participantd,( = 4.82 )
sought more variety in their drinks than nonthirsty partici-
pants M,,, = 3.74;F(1,63) = 13.45,p = .001). In the 0
holiday activities version, we measured variety seeking by
the number of different activity categories chosen. The data
revealed a main effect of holiday desire on variety seeking 0 TRAVEL GROUP
in holiday activites ., = 3.18, My = 2.37; W FITNESS GROUP

DRINKS HOLIDAY ACTIVITIES
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more attractive than did participants in the fitness group first is the idea that an active desire increases the perceived
(M;, = 3.12 F(1,67)= 11.34 p<.01). Including each  value of the desired object class—this follows directly from
participant’'s mean activity category attractiveness rating in Markman and Brend|I's research about active goals. The two
the analysis reduced the main effect of holiday desire on studies we used to test this assertion showed that hungry
variety seeking in holiday activity categories({, 66) = participants rated food options higher than did satiated par-
3.56 p>.05), reducing theMS for this effect by 75.8%, ticipants, that thirsty participants valued drinks higher than
while the effect of the mean attractiveness was significant did nonthirsty participants; and that participants eager to go
(F(1,66) = 19.05 p<.01). The Sobel test confirmed the on holiday rated travel activities as more attractive than did
mediating role of attractivenesZ & 2.62 p< .01 ). Thus, indifferent participants. The second is the idea that this in-
we again found that the increase in the attractiveness of thecrease in perceived value can influence variety-seeking ten-
desired object was largely responsible for the increase indencies. Our results support the notion that an active desire

variety seeking. increases the value of any item that may satisfy the desire:
because of a particular desire, a larger number of items may
Discussion be considered satisfactory than they would in the absence

of that particular desire. Consistent with Fishbach et al.
The design of the second study enabled us to evaluate(2004), we argue that this increase in the number of satis-
the generality of the effect as well as its domain specificity. factory items dilutes the strong relationship between a desire
We found that desire does seem to increase variety seekingand one’s favorite means of satisfying it. In two of our
in domains other than food, but only when the objects to studies, we found evidence that hungry participants opted
choose from are relevant to the specific desire. The partic-for more variety in their food choices, that thirsty partici-
ipants in the fitness group opted for a more varied set of pants liked a more varied set of drinks, and that participants
drinks than did the participants in the travel group; the latter, eager to go on holiday preferred a more varied list of travel
however, chose a more varied activities package than didactivities. Moreover, we found that the increased interest
the participants in the fitness group. These findings bear outshown toward items that are instrumental to the active desire
our hypothesis: drinks are instrumental to the active desire plays a mediating role in this process and, more important,
of the fitness group but not to the active desire of the travel is a necessary condition for the effect to occur. When the
group, for whom, conversely, travel activities are much more increase in the perceived value of the desired object class
valuable because they are instrumental to their desire for ais suppressed (study 1), the existing relationship between
nice vacation. This increase in attractiveness translates intothe desire and one’s favorite means of reaching it remains
an increase in variety seeking. For example, someone long-stable and the variety-seeking behavior unaltered.
ing for a break may find the idea of horseback riding on  In the second study, we were able to replicate these find-
the beach very attractive, even though he/she normally doesings, but in other domains. That is to say, we tested, in a
not like doing sports while on holiday. Thus, because of an real-life setting, the domain specificity of the effect of desire
increase in the value of any and all means of reaching theon variety seeking. What we found in this study is that an
desired goal, the chronic relationship between a goal andactive desire only increases variety seeking when consumers
one’s favorite means is diluted. Consequently, objects thatchoose between items that are instrumental to achieving the
would normally not be seriously considered might still make desired state. That is, while participants in the fitness group
it into the set of potential choices. In other words, this study opted for a more varied set of drinks, participants in the
shows, again, that desire is able to increase variety seekingravel group chose a more varied activities package. Fur-
because it increases the value of the items that can satisfithermore, our second study also indicates that the effect of
the desire. desire on variety seeking is not limited to physiological
Equally important, however, the second experiment shows desires like hunger and thirst but extends also to nonphy-
that the hunger effect found in the first experiment can be sjological desires, such as the desire to go on holiday.
generalized to other types of physiological desire, like thirst,
ﬁn?deven to nonphysiological desires, like the desire fora | IMITATIONS AND FUTURE RESEARCH
oliday.
d Research on desire has important implications for theory
GENERAL DISCUSSION and for consumers, but it is inherently difficult to.stu'dy.
People do not seem able, mentally, to simulate motivational
Although desire is the motivating force behind much of states, primarily because goal activation is simultaneously,
contemporary consumption, it is rarely mentioned in the and subtly, influenced by situational cues (e.g., seeing food,
literature on consumer behavior (Belk, Ger, and Askegaard dinner time) and by changes in internal states (e.g., increased
2003). The focus of prior studies, like that of Markman and heartbeat) that are hard for people to simulate (Markman
Brendl (2000), has been primarily on how active goals can and Brendl 2000). And that is why, in order to examine the
influence the perceived value of objects in our environment. effects of active goals in a context that is realistic, we opted
Using their findings as our starting point, we went on to for a quasi-experimental design in study 2. We are aware,
show how this increase in value can enhance variety-seekinghowever, that using this externally valid methodology comes
tendencies. Our hypothesis joins two different ideas. The at a price. Although we prescreened the two groups based
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on the frequency of their visits to sport centers and their search: Conceptual, Strategic, and Statistical Considerations,”
use of travel agencies, we were not able to control for other Journal of Personality and Social Psychology, 51 (6), 1173-82.
possible factors (other than experimental factors) that might Belk, Russell W., Guliz Ger, and Soren Askegaard (2003), “The
be different between these conditions. We acknowledge that ~ Fire of Desire: A Multisided Inquiry into Consumer Passion,”

factors such as income, adventurism, ability to travel, and Journal of Consumer Research, 30 (3), 326-51.
so forth may have varied among participan%/s. Brendl, C. Miguel, Arthur B. Markman, and Claude Messner

With a little reflection, we see that there is a possible (2003), “The Devaluation Effect: Activating a Need Devalues

. . . Unrelated Objects,Journal of Consumer Research, 29 (4),
alternative explanation to the role of affective correlates 463-73.

(e.g., general excitement) in the effect of desire on variety- perguson, Melissa J. and John A. Bargh (2004), “Liking Is for
seeking: hungry participants with low-disgust sensitivity Doing: The Effects of Goal Pursuit on Automatic Evaluation,”
may perhaps get excited by seeing the old sandwiches and,  journal of Personality and Social Psychology, 87 (5), 557—72.
as a result, choose more variety. Similarly, it cannot be ruled Fishbach, Ayelet, James Y. Shah, and Arie Kruglanski (2004),
out that participants in the travel group are excited after “Emotional Transfer in Goal SystemsJournal of Experi-
choosing a holiday destination, and this may cause them to mental Social Psychology, 40 (6), 723-38.
choose more variety in their travel activities. Plausible as Gilbert, Daniel T., Michael J. Gill, and Timothy D. Wilson (2002),
this sounds, there are two factors that cast doubt on this ~ “The Future Is Now: Temporal Correction in Affective Fore-
explanation. First of all, it is not consistent with the results casting,"Organizational Behavior and Human Decision Pro-
of the second study, in which we showed the domain spec- _ CeSes, 88 (1), 430-44. _
ificity of the effect: although people in the travel agency CGuyton. Arthur C. (1971pasic Human Physiology: Normal Func-
chose more variety in their travel activities, they opted for . d?Ogoig?hhg?hggmfcgigféigl?:S|Ip£clgir1s?1ng§3§ “indi.
a less varied drinks set than did participants in the fltne_ss vidual Differences in Sensitivity to Disgust: A Scale Sampling
group. We suggest that this pattgrn of dat_a sqpports the view Seven Domains of Disgust ElicitorsPersonality and Indi-
that the effect of desire on variety seeking is more a con- vidual Differences, 16 (5), 701-13.
sequence of specific motivational forces than of affective kann, Barbara E. and Alice M. Isen (1993), “The Influence of
correlates such as general excitement. Second, and this is  positive Affect on Variety-Seeking among Safe, Enjoyable
consistent with previous research (Ferguson and Bargh Products,”Journal of Consumer Research, 20 (2), 257—-70.
2004), the pilot studyr( = 96 ), in which we showed hungry Kruglanski, Arie W., James Y. Shah, Ayelet Fishbach, Ron Fried-
versus satiated participants pictures of snacks, did not show  man, Woo Young Chun, and David Sleeth-Keppler (2002),
a significant effect of desire on excitement or affect. “A Theory of Goal Systems,” ilAdvances in Experimental
There are several questions still open and in need of future ~ Social Psychology, Vol. 34, ed. Mark P. Zanna, New York:
research. One may wonder whether our findings would hold ~ Academic Press, 331-78. o
in situations of extreme excitement or in pleasurable/aver- Lambert, Kelly G. and Tara Neal (1992), “Food-Related Stimuli
sive experiences. Excitement has been shown to decrease 'Ncrease Desire to Eat in Hungry and Satiated Human Sub-
variety seeking (Menon and Kahn 1995, 2002), so that if , _1CtS,” Current Psychology, 10 (4), 297-304. =
the desire is too strong, it may have a generalized negativeLoewenSte.'n’ George F. and Erik Ag,,n(-er (2003), -P.red_'cung and
. ! ; Indulging Changing Preferences, Time and Decision: Eco-
e_ffect on variety seeking thrOL_Jgh increased Ievel_s of ex- nomic and Psychological Perspectives on Intertemporal
citement. Likewise, when desire becomes aversive (e.g., Choice, ed. George F. Loewenstein, Daniel Read, and Roy
when a hungry person is motivated not to eat because of a . Baumeister, New York: Guilford, 114—43.
diet), negative affect may reduce variety seeking (Kahn and [ ozano, Dora I., Stephen L. Crites, and Shelley N. Aikman (1999),
Isen 1993). “Changes in Food Attitudes as a Function of Hungép*
Another interesting problem still in need of exploration petite, 32 (2), 207-18.
is whether desire also makes consumers deviate from theirMarkman, Arthur B. and C. Miguel Brendl (2000), “The Influence
favorite choice when they can only make one choice, or of Goals on Value and Choice,” ifhe Psychology of Learn-
whether it makes consumers more responsive to less-well-  ing and Motivation, Vol. 39, ed. Douglas L. Medin, San Di-
known or newly introduced brands. Our prediction is that, ego, CA: Academic Press, 97-128. ,
because of the diluted relationship between the desire anday. Jon. Jackie Andrade, Nathalie Panabokke, and David Ka-
one’s favorite means of satisfying it, dominated options vanagh (2004), “Images of Desire: Cognitive Models of Crav-

: . ; ing,” Memory, 12 (4), 447-61.
might enter the choice set and even be chosen from time toMenon, Satya and Barbara E. Kahn (1995), “The Impact of Context

time. on Variety-Seeking in Product Choicedgurnal of Consumer
Research, 22 (3), 285-95.
(2002), “Cross-Category Effects of Induced Arousal and
Pleasure on the Internet Shopping Experiendeyirnal of
REFERENCES Retailing, 78 (1), 31-40.
Pham, Michel T. and A. V. Muthukrishnan (2002), “Search and
Alderson, Wroe (1957)Marketing Behavior and Executive Action, Alignment in Judgment Revision: Implications for Brand Po-
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Baron, Reuben M. and David A. Kenny (1986), “The Moderator- Preacher, Kristopher J. and Andrew F. Hayes (2004), “SPSS and
Mediator Variable Distinction in Social Psychological Re- SAS Procedures for Estimating Indirect Effects in Simple
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Mediation Models,”Behavioral Research Methods, Instru- (2005), “Suggested Procedures for Addressing Moderated
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QUERIESTO THE AUTHOR

1 We would not hyphenate “variety seeking” as noun and
would tend to keep this open (two words) unless used as
adjective before noun (then we would hyphenate). | have
switched as necessary throughout.

2 Journal style closes up words with certain prefixes, like
non, pre, and sub.

3 | substituted “affect(s)” for “impact(s)” as verb for id-
iom per journal style.

4 Journal style discourages use of italics for emphasis.

5 | shortened subscripts, per style, for ease of typesetting.

6 NB: we will fix loose lines later in the typesetting
process.

7 Which college exactly? Please provide per journal
style.

8 “was suggested by the means, which displays *:
Should this be “display” if referent is plural “means” here?
Or is “means” singular in this construction? Please advise.

9 “Plausible as this sounds, there are two factors that cast
doubt on this explanation.” Do you mean the latter of these
two explanations listed right above this sentence? Please
clarify.



