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Kickstarter: Smile Big or Not?
(Wang et al. 2017; JCR)

FIGURE 8

SAMPLE PHOTOS FROM KICKSTARTER.COM IN STUDY 3

Slight Project title HexBright Soundlaz and Hours
smile ’

o . Q I ﬂ
Broad Project titie Occupy The Syst LED Motorcycle POD Tents Circuit Sentiments
smile Backpack & Jacket

Profile picture h\‘
L it A -
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(Z&E£F4: 10179 (K£) vs 21560 (%) )

Q:
AR, X—&H
TREHIEE LW
é|:|'Ll:,, _“//U_\_)EHZ'_
BRSSPI ?

y Sk



gFRY “WSRIERE” B BPLARAE?

NE=: MR, AFEE (BRHA-ATA-EA®H)
- INTOAS




gFRY “WSRIERE” B BPLARAE?

NE=: MR, AFEE (BRHA-ATA-EA®H)

— BT RTINS — NN E R AR R




gFRY “WSRIERE” B BPLARAE?

tES: IERE. AEEE (BHZ-AHZ-BAl)
- NS
- NSRRI ES?

AAZF RBELE: X 1. XERAFY, ARFBAVELRZRE. SHCHFERLH. LERH
(442 ) T AR AR A KA

LA o A Rl R Y

AHFT O EHFENARN L)L

R B F AR AR 69

LR

BT ;M

Ak CTHATAA) @ do: EERE. KA EFRERFRE
#HhEk A4 ARG . BREE RS RAK REAMS R EEH RLFF

WHEELE: Y

X5Y Ja &) % &

DRSS WD = FONID

E 42 ATF 5 T AN A RE] EmFEW? £ 1-FR&?




“'ﬁﬂ:"a

Gy "
ﬂ > ConnatATION
Q\\ﬁm ]

HOT WEATNER

NUMBER OF DROWNING

KREMEE = 5 BEFRE

el BEPEEARIE?

it b
-

Language left behind on social media exposes the
emotional and cognitive costs of a romantic breakup

Sarah Seraf*’

, Kate G. Blackburn® ", and James W. Pennebaker”

*Department of Pychology, The Unnenity of Texa at Auste, Aastin, TX J8717

Edted by Sunan T. Fake, Princeton Usiversity, Prisceten, N, and approved December 20, 2000 (receved for review August 16 20200

Using archived sodal meda data, the language signatures of
people going through breakups wers mapped, Text analyses were
conducted on 1,027,541 posts from 6,803 Reddit users who had
posted about their breakups. The posts include users’ Reddit his-
tory in the 2 y surrounding their breakups across the various do-
mtnsdmwtlhmmmmlmmmmm
L of an imp up were evident 3 mo
Mm mc event, peaking on the wnk of the breakup and returm-
Ing to baseline 6 mo later. Signs incuded an increase in bwards,
waavords, and cognitive pr g words of de-
pression, collective focus, and the meaning-making prowss, re-
vﬂy) AM m in analytic thinking (indicating more
i and i ). The pa held even when
people were posting 1o groups ynrelated to breakups and other
relationship topics, People who posted about their breakup for
longer time periods were less well-adjusted a year after their
breakup compared to short-term posters. The language patterns
seen for breakups replicated for users going through divorce (n «
5,144; 1,105,867 posts) or other typcs of uphuvah {n = 51,357;
11,081,882 posts). The ith | up-
haavals are discussod \nlng language ac a hm

braskups | dvorce | romantic relatiombips | langusge | LIWC

posttraumatic stress disorder diagnosis (16), and sttention deficit
hyperactivity disorder symptoms (17). Through the analysis of
poople’s language within soctal media platforms, we can finally
track people’s evoldving social and psychalogical processes as they
go through breakups

Cognitive P ing and Analytic Thinking. Although mamy rela
uumlup cmdulmn models emphasize the cognitve work in-
berent in breakups, none have been able to track the cognitive
processes in real time, Rescarchers face several daunting chal-
lenges in studying changes in cognitive processes, including how
to identify and measure the precise cognitive dynamics of in-
terest. Recent work has identified two general language-based
thinking patterns—analytic thinking and cognitive processng.

Analytic thinking invobves formal, Jogical, and hierarchical
thinking that people drnw on 1o understand and cxplain complex
problems (similar to Kahneman’s (18) System 2 thinking). An-
alytic thnking & typically dispassionate and “cold™ where the
person luys out a problem in o reasoned way. In the context of
breakups, analytsc thinking is relevant during the period that
people are analyzing their situation and making the decision to
leave a relationship.
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Vol, 62, No, 11, November 2016, pp. 3100-3122
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One-Way Mirrors in Online Dating:
A Randomized Field Experiment

Ravi Bapna
Carlson School of Management, University of Minnesota, Minneapolis, Minnesota 55455, thapna@umn.edu *i"_&_ﬁ% : Bﬂ%%#g*ﬂ

JUl Banaprasec BB

Desautels Faculty of Management, McGill University, Montréal, Quebec FI3A 1G5, Canada, jul.ramaprasad@megill.ca
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Akhmed Umyarov
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Counterfeiters: Foes or Friends? How Counterfeits
Affect Sales by Product Quality Tier

Yi Qian
Sauder School of Basiness, University of British Columbla, Vancouver, British Columbia V6T 122, Canada; and
National Buresn of Economic Renoarch, Cambridge, Masachusetty 02138, yi,glaniisauder.ube,ca

key concern about counterfeits and weak Intellectual property protection s that they may hamper Innovation

by displacing logitimate sales. This paper combines a natural policy experiment with randomized lab
experimenty to estimate the heterogencous impacts of counterfelting on the sales and consumes purchase intent
related to branded products of various quality levels. | collect new product-line-level panel data (1993-2004) on
Chinese shoe companies, 1 identify heterogeneous effects of counterfelt entry on salis of authentic products of
three quality tiers, finding that counterfeits have both advertising effects for a brand and substitution effects for
authentic products, additionally the effects linger for some years. The advertising effect dominates the substitution
effect for high-end authentic product sales, and the substitution effect outweighs the advertising effect for low-end
product sakes, The positive effect of counterfeits s most pronounced for high-fashion products (such an women’s
high-leg boots and dress shoes), shoes tallored to young customers, and high-end products of brands not yvet
well-known at the time of counterfeiter entry,

Keywonds: counterfeit; intellectual property rights; China; fashion
History: Received Decornber 2, 2011; accepted August 19, 2013, by David Hya, entrepreneurship and innovation,
Published online in Artiches in Advance August 18, 2014
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Looking Back: Exploring the Psychology of
Queuing and the Effect of the Number of

People Behind

RONGRONG ZHOU
DILIP SOMAN*

Queues are a ubiquitous phenomenon, This research investigates consumers’
affective experiences in a queue and their decisions to leave the queue after having
spent some time in it (reneging). In particular, we find in our first two studies that,
as the number of people behind increases, the consumer is in a relatively more
positive affective state and the likelihood of reneging s lower. While a number of
explanations may account for this effect, we fecus on the role of social compansons
In particular, we expect consumers in a queue to make downward comparisons
with the less fortunate others behind them. We propose that three types of factors
influence the degree of social comparisons made and thus moderate the effect of
the number behind: (a) queue factors that influence the ease with which social
comparisons can be made, (b) individual factors that determine the personal len-
dency to make social comparisons, and (c) situational factors that influence the
degree of social comparisons through the generation of counterfactuals, Acress
three studies, we find support for each moderating effect. We conclude with a
discussion on theoretical implications and limitations, and we propose avenues for
future research

Journal of Consumer Research, 2003
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Information Avoidance and Medical Screening: A Field Experiment
in China

Yufeng Li,* Juanjuan Meng,” Changcheng Song,” Kai Zheng®

* Betjing Friendship Hosplital Pinggu Campus, Capital Modical University, Beijing, China 101200; ® Guanghua School

of Management, Peking University, Beijing, China 100871; © Lee Kong Chian School of Business, Singapore Management

University, Singapore 178899; ﬂDcp:lrmu*:\: of Informatics, School of Information and Computer Sciences,

University of California, Ievine, Irvine, California 92697

Costact: doctordyf@126.com (YL jumen
hittps: // orcidorg /0000000206843

pam. pkuw edu ., hitps /orcid.ong/ M-7546-0257 (IM); coomnpi®smau.edu.sg,

5 (CS); kat zheng@uciedu (KZ)

Received: Cotuter 31, 2018 Abstract. Will individuals, espedially high-risk individuals, avoid a disease test because of
Revised: Ocicber 18, 2015; Agd 13, 2020 Information avoldance? We conduct a field experiment to iInvestigate this issue. We vary
Acoepled: May 23, 2020 the price of a diabetes test (price experiment) and offer both a diabetes test and a cancer test
Published Online In Articies in Advance: (disease experiment) after eliciting participants’ subjective beliefs about their disease risk
Ockaber 6, 2020 We find evidence that, first, some people avoid the test even when there is neither a monetary
hitpe:Ndol org/10.1287mnes, 20209723 nor a transaction cost, and second, both low- and high-risk individuals select out of the test as

the price increases, We explain our findings using three dasses of models of anticipatory utility,

Copyright: © 2020 INFORMS
Hstory: Accepted by Yan Chen, decision analysis
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indation of China [Grants 71822301, 71103003, and 71471004), Beijing Higher Education
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